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ABSTRACT
Objective: The article aimed to determine the factors of the implementation and functioning of customer
relationship management (CRM) in Polish enterprises, whether they see the benefits and whether they
can identify the reasons for choosing specific software and its supplier in the field of CRM systems, and
whether the collected data is subjected to effective analyses. The research problem is to determine the
determinants of the implementation and operation of the CRM system in Polish enterprises. Due to the
lack of detailed research on this topic among Polish enterprises and the emerging need for more and more
frequent use of the CRM system, the article attempts to examine this issue.
Research Design & Methods: We formulated five research hypotheses adequate to analysing the research
problem described in the literature sources. We conducted research using a survey questionnaire with the
participation of a professional research panel. We surveyed 261 enterprises. We examined the relationships
using the chi-square test (with Yates’ correction). We assessed relationship strength using Cramer’s V coeffi-
cient. Furthermore, we evaluated the strength and direction of the relationship using the Gamma coefficient.
We subjected the data collected during the research to statistical analysis in Statistica TIBCO 13.3 software.
Findings: Research has shown that larger enterprises and those with a greater reach are more willing to use
CRM IT systems. Enterprises that have incurred investment expenditure in the last three years also use these
systems. The article also has theoretical implications. They allowed us to reveal certain phenomena in organ-
isations and mechanisms. This can serve to create universal theoretical business models.
Implications & Recommendations: The article shows business practitioners how vital the application of the
CRM system and its constant updating in the light of the latest trends are for their success. Moreover, in the-
oretical considerations, researchers indicate that companies notice numerous benefits after implementing
CRM, such as the ability to make effective business decisions and increased customer loyalty. However, as
mentioned in the article, many CRM implementations are fraught with the risk of failure.
Contribution & Value Added: The article discusses using CRM systems in business, which are essential in
building lasting customer relationships in a rather saturated market. The article is dedicated mainly to
practitioners but also to scientists deepening the topic of using CRM.
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INTRODUCTION

In the 2020s, enterprises faced numerous challenges associated with, for example, increasingly de-
manding customers and increasingly competitive markets. One of the most critical differential values in
companies that survive in an increasingly dynamic and competitive market today is their capacity for
innovation and adaptation to the environment (Guerola-Navarro et al., 2021). Implementation of CRM
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conception becomes such a solution. The CRM system used for managing customer relationships is in-
creasingly becoming indispensable for organisations aiming to maintain groups of loyal customers. The
genesis of CRM conception indicates that it emerged from the enterprise’s internal needs and the evo-
lution of marketing from a transactional to a relational approach. Enterprises stopped treating custom-
ers as petitioners and have begun to be partners with whom it is worth building lasting relationships.
They began to notice such benefits from CRM. If appropriately implemented, CRM technologies may
improve data gathering and analysis of critical client relationships, improving strategic and project-level
decision-making (Preece et al., 2015). Similarly, customers have begun to notice that CRM allows them
to gain additional advantages from establishing a relationship with an enterprise and increase their sat-
isfaction. However, it seems essential to check the status of CRM implementation in enterprises and the
determinants of CRM functioning in organisations. To generalise the research conclusions, we used the
example of Polish enterprises. The CRM conception began to emerge in Poland around 2004. It seems
likely that Polish enterprises should already have some experience with it. Having analysed the litera-
ture, we decided to formulate some hypotheses on the subject and determine which Polish enterprises
are most likely to implement the CRM system, whether they perceive the benefits and can identify the
reasons for choosing a particular software and its supplier in terms of CRM systems, and whether the
collected data is subjected to effective analysis. In the era of sustainability, the conception of customer
relationship management is still fundamental and can benefit enterprises. However, it requires support
from appropriate technological solutions, which makes companies successful. Solutions of this type can
be expensive, so it is worth checking whether companies use them skilfully and effectively, whether
they have equal access to them, and whether it depends on the company size.

It seems important to investigate the CRM determinants in enterprises to understand the current
state of the above phenomenon. Due to the lack of detailed research on this topic among Polish
enterprises, as well as the emerging need for more and more frequent use of the CRM system, the
article attempts to examine this issue. The article presents the results of its research on CRM imple-
mentations in enterprises, which is so essential in building lasting relationships with customers in a
rather saturated market, showing business practitioners how vital the application of the CRM system
is and its constant updating in the light of the latest trends for their success. Given the above, the
study aimed to determine the factors of the implementation and functioning of CRM in Polish en-
terprises, whether they see the benefits and whether they can identify the reasons for choosing
specific software and its supplier in the field of CRM systems, and whether the collected data is
subjected to effective analyses. We formulated five research hypotheses. The study was cognitive.
We intend to continue to use the collected data for further analyses.

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

The CRM concept combines people, processes, and technology to effectively manage customers and
benefit the company and customers. The extensive availability of CRM systems, both domestic and for-
eign companies, with different functional features, makes the choice of CRM software rather problem-
atic. During its selection, companies are mainly guided by substantive and functional criteria, but im-
portantly, the systems can be replicable or dedicated exclusively to individual company needs (Siu, 2016).
How does this convert CRM systems usage in the SME sector? Numerous domestic and foreign research
conducted to date prove that a relationship exists between company size and CRM use (Chromcéakova et
al., 2017; Reicher et al., 2015; Pohludka & Stverkova, 2019; Dalla et al., 2018), essentially the larger the
companies, the greater the interest in using CRM as the current research will indicate. Previously, several
researchers have also suggested that CRM implementation in the SME sector has a slow adoption rate,
with more than half of all adoptions failing (Ismail et al.,, 2007; Reijonen & Laukkanen, 2010). Several
researches suggest that SMEs lack the knowledge, understanding and ability to implement CRM applica-
tions (Ozgener & iraz, 2006). Scholars conducted most CRM research in large organisations, and few
studies have examined CRM adoption in SMEs (Nguyen & Waring, 2013; Krasnikov et al., 2009). However,
since then, a lot has changed, and currently, the SME sector is eagerly reaching for modern technological
solutions, including systems and software to support the enterprise’s work.
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Regardless of their industry, SMEs can achieve many benefits by adopting CRM. As researchers
predict, companies increasingly appreciate the advantages of using tools such as CRM (Arsi¢ et al.,
2018) because they contribute to building competitive advantage and increase productivity or long-
term relationships with customers, and their trust is the most valuable currency, and in the digital age,
technological tools are simply irreplaceable (Chang et al., 2014; Dalla Pozza et al., 2018; Santouridi &
Veraki, 2017). Over the years, the trend and intensity of modern technology use for customer service
have changed dramatically. Research conducted over a decade ago (Statistics Poland examined the
use of ERP and CRM information systems by Polish enterprises, CSO, 2010) showed that only one in
ten enterprises in Poland used an ERP and CRM system. However, more commonly used by Polish
enterprises were and are CRM systems, both those for collecting, storing customer information and
providing access to it to other enterprise units, which served over 17% of companies in the last year
and those for analysing customer information for marketing purposes, which served over than 13% of
companies. The CSO research also indicated that the use of systems in this class largely depends on
the company’s size. In 2009, less than 18% of all enterprises used CRM systems. Among small and
medium-sized enterprises, their use is much lower — only 5% of small and 20% of medium-sized com-
panies used CRM systems in 2009, but already more than 50% of large companies. In 2010, the overall
CRM usage declined to 16.4% and appeared as follows: large companies (45%) used CRM most often,
while medium-sized companies (27%) and small companies (15.8%) used it less often (CSO, 2010).

Another study conducted by the Central Statistical Office (CSO) on the use of information and com-
munication technologies in enterprises in 2015 (CSO, 2015) on a sample of 18 000 Polish enterprises
showed that an ERP or CRM system was used by one in five and one in four enterprises, respectively (most
often by large enterprises). More precisely, the percentage of ERP or CRM software packages used was
24.9% of small enterprises, 58% of medium-sized enterprises and 88% of large enterprises. Noteworthy,
SMEs are unlikely to hire specialists with digital competencies. Such people are employees in less than 7%
of small and 29% of medium-sized companies, compared to 73.5% of large companies in Poland (Report
PARP, 2018). The IDC Report (International Data Corporation) from 2023, commissioned by Salesforce,
analyses various aspects of Polish companies’ implementation and use of CRM systems. It includes an
assessment of the adoption level of CRM technology, the key benefits for enterprises, their challenges,
and forecasts for the future. The study showed that more and more Polish companies are implementing
CRM systems to improve customer relationship management, increase sales efficiency and better adapt
offers to customer needs. According to the IDC report, approximately 68% of companies in Poland use
CRM systems, and this number is expected to grow. Entrepreneurs value CRM, particularly in the trade,
financial and service industries, where they enable the collection and analysis of customer data, which
allows them to tailor the offer to their needs and increases service satisfaction (Report CRM market re-
search reports by IDC, 2023). Moreover, research conducted by Gemius for the Polish Chamber of Infor-
mation Technology and Telecommunications in 2023 indicates that Polish companies use CRM systems
mainly to manage sales (87%), marketing (78%) and customer service (75%). The popularity of these sys-
tems is due to their ability to integrate with other tools and platforms, which allows for more effective
management of data and business processes (Report E-commerce w Polsce, 2023).

Generally, SMEs have more limited financial, human or knowledge resources than corporations. Con-
sequently, they have limited resources for budgeting IT projects (Rostek et al., 2012). We may find the
reasons for the CRM used by larger companies in several aspects, like: (1) there is a belief among entre-
preneurs that these programs are designed only for large companies, (2) entrepreneurs perceive such an
investment as too costly, (3) lack of reliable knowledge about various technologies and software (includ-
ing free software) enabling access to CRM functions, (4) lack of knowledge about positive experiences of
other entrepreneurs operating in the SME sector, (5) lack of knowledge about the full functional scope
of CRM-class systems and the potential benefits of their implementation in a small business.

Considering the literature considerations, we formulated the following research hypotheses:

H1: Larger enterprises are more inclined to use CRM information systems.

H2: Enterprises that have incurred investment expenditures in the last three years have im-
plemented a CRM system.
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H3: Enterprises that have implemented CRM perceive benefits from implementing this system.

H4: Enterprises that have implemented CRM can identify the reasons for choosing a particular
software and its supplier regarding CRM systems.

H5: The data collected within the CRM system is subjected to effective analysis in enterprises.

The first hypothesis we formulated and verified, reads as follows: Larger enterprises are more in-
clined to use CRM information systems. The IDC Report indicates that the adoption of CRM systems is
higher in large companies that appreciate the benefits of integrating customer data and optimising sales
processes (Report CRM market research reports by IDC, 2023). However, analyses conducted by
Salesforce show that large enterprises see CRM as a strategic tool for increasing customer loyalty and
improving sales results (The State of CRM, 2023). Gartner’s research also indicates a higher use of CRM
systems in large organisations than in small and medium-sized companies, mainly due to the complexity
of operations and greater financial resources (Gartner’s Magic Quadrant Reports, 2023). Nowadays, the
problem is not the tools’ availability but their clever selection from among the possible solutions. This is
because large companies, with their expanded structure, a larger number of employees, or greater market
reach, also have greater needs and relationships to coordinate. A CRM system will help them adapt their
organisation to the customer’s needs, facilitate customer relationships and thus help increase revenue,
improve marketing activities, and positively affect the company’s image (Kumar et al., 2018; Macdonald
etal., 2016). Undoubtedly, originally, mainly large and medium-sized companies used this type of solution,
which resulted primarily from the number of customers served, the specific nature of contacts with cus-
tomers and the financial capacity to implement CRM-class information systems. However, nowadays,
small companies are also increasingly reaching for this type of IT solution, properly adapted in technolog-
ical and functional terms for this group of enterprises’ needs. It is obvious that reaching for modern solu-
tions, including IT systems, constitutes a long-term decision designed to generate profits (Korzynski et al.,
2023). Therefore, entrepreneurs should treat the implementation of CRM systems as an investment. The
interest in CRM systems is fundamental and caused primarily by the high return on such an investment,
as well as the increased level of transparency in all business processes (Bai & Qin, 2016). However, it is
worth noting that the investment concept is associated with the principle of profitable investment. For
CRM implementation, the achievable effects may be both soft and hard. Equally important, changing the
work organisation and implementing any computer system is fraught with risk. Hence, many IT projects
have never been completed. The CRM system is not easy to implement; it involves issues that are difficult
to measure, i.e., the previously mentioned soft elements. Nevertheless, SME companies, especially the
larger ones, recognise its potential and possibilities.

The research conducted and the verification of the second research hypothesis: Enterprises that
have incurred investment expenditures in the last three years have implemented a CRM system — will
prove the above relationship, showing that investment expenditures in the last three years related to
the implementation of CRM by the surveyed companies. Apart from a successful investment, CRM has
many benefits and opportunities, like building positive customer relationships, including pre-sales, dur-
ing-sales and post-sales functions (Abdul-Muhmin, 2012; Santouridis & Veraki, 2017; Nguyen et al.,
2007). It is worth mentioning that to buy and implement an optimal CRM system, it is necessary to
conduct a thorough analysis of the SMEs’ needs to make a successful investment. The system’s imple-
mentation team should agree on implementation goals and develop a vision of what the company
should look like after CRM implementation. Constantly increasing competition, manifested in modern
business conduct, has made many SME companies from various industries realise the importance of
retaining their customers (Santouridis & Veraki, 2017). CRM is supposed to perform its role in the com-
pany, which is to concentrate on maintaining profitable relationships with customers through all avail-
able communication channels and here front-office applications — supporting sales, marketing and cus-
tomer service — and back-office applications — helping to integrate and analyse customer data with a
view to customer satisfaction and fulfilment in the relationship with the company — are essential. Track-
ing customer behaviour according to tastes and needs is motivating enough for an SME company to
implement CRM systems. Using this information, companies can create and develop improved products
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and services and increase knowledge about customers by analysing their buying behaviour through var-
ious channels (Mithas et al., 2005). Customer satisfaction has always interested researchers, with liter-
ature indicating that many benefits are associated with its achievement, including an increased cus-
tomer retention rate (CRR). Therefore, examining the possible impact of CRM practices on customer
satisfaction can provide SME managers with the necessary information regarding developing and im-
plementing effective CRM strategies. Enterprises that have implemented a CRM system see benefits in
various areas of the company, including (1) marketing (including increased marketing department effi-
ciency), (2) sales (including customer segmentation, individualised tailoring of sales/service offerings),
(3) company organisation in general (including company structure optimisation and operation proce-
dures ordering, task completion time speed, more efficient communication) and (4) better service qual-
ity, which ultimately leads to (5) building exceptional customer relationships and increased customer
satisfaction (Preece et al., 2015; Abdul-Muhmin, 2012; Meng, 2012; Bohling et al., 2006). According to
the above, the CRM system gives a competitive advantage to SMEs, improving the company’s collection
of information about customers to customise products and services to meet their demands, which con-
sequently leads to the formation of a company’s positive opinion and its products. Conducted self-re-
search mostly confirms the third research hypothesis (Enterprises that have implemented CRM perceive
benefits from implementing this system), thus indicating the awareness of the surveyed enterprises
about the possibility of benefiting from the implemented CRM system.

Working in the CRM system is always directly related to work efficiency. The more complex and elab-
orate the system is both on the front-end, i.e., the user side, and on the back-end, the more difficult it is
to work efficiently and quickly on this kind of platform (Lin et al., 2010). SME enterprises deciding on a
CRM system are already making a more conscious choice by comparing and testing different systems be-
forehand, especially within their design and ease of use. The most important thing is that the system
should correspond to the business’s priority needs and that the company’s operating model, i.e., industry
and work specifics, should be able to be integrated into the system fundamentally. Currently, SMEs have
several options for acquiring and implementing a CRM information system, i.e., they either invest in a
dedicated system (that meets the company’s needs), otherwise ‘customised,’” or invest in the purchase of
an ‘out of the box’ system, i.e., a ready-made solution. Choosing will certainly not be easy, and equally
worth considering is that implementing a CRM system is, on the one hand, a project of implementing a
new tool in a company, and on the other hand, a process that requires changing habits and departing from
the routine, often inept habits of employees. Each SME implementing the system must ensure that the
employee is properly trained and motivated to operate the system, as well as monitor his work on an
ongoing basis (the system’s analytical module provides such an option). The effect of training employees
to work with the implemented CRM system is, first of all, to make employees aware that the actions they
take in the system also affect other people and relationships within the company. Therefore, the CRM
system allows for building relationships with external and internal customers (Abbott, 2003; Aliyu & Nya-
dzayo, 2018). SME enterprises generally follow various guidelines to select the optimal software that
meets their assumptions and expectations, i.e., (Yapanto et al., 2021; Wach, 2020; Bohling et al., 2006;
Wang & Feng, 2012): (1) does the system provide the ability to manage the customer base and monitor
sales efficiently? (2) does it provide the ability to create quickly needed reports, analysis of sales and cus-
tomers, and workflow in general? (3) does it speed up the working time of the teams involved? — and so
on. However, the choice of a system provider is most often dictated by criteria such as (1) the price of the
software (Krasnikov et al., 2009), (2) the opinion of other customers about its functionality (Becker et al.,
2009), (3) the supplier’s position in the market (Bull, 2003), (4) the program’s ease of use (Jafari
Navimipour & Soltani, 2016), (5) the speed of its implementation (Krasnikov et al., 2009), (6) integration
with existing systems and hardware (Bose, 2002), (7) the ability to cooperate with applications (Valsecchi,
2007), (8) or the security of data in the system (Anshari et al., 2019). The research conducted and the
results obtained analysed, provided opportunities to verify the fourth hypothesis (Enterprises that have
implemented CRM can identify the reasons for choosing a par-ticular software and its supplier in terms of
CRM systems), resulting in a reasonably rational evaluation and selection by the surveyed enterprises of
the right CRM system and its supplier.
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We performed data collection in the CRM system through operational and interactive CRM. We
collected data in data warehouses. However, no effective CRM system will fulfil its tasks if the data is
not adequately processed and analysed. This is what analytical CRM does. Analytical CRM systems aim
to provide a better understanding of customers’ behaviours and needs. It is an enabler that allows
organisations to establish stronger customer relationships by analysing customer information and
providing a complete view of the customer (Farhan et al., 2018). Statistical and data mining methods
used in CRM analytical systems can be instrumental in improving customer relationships. Some re-
searchers report that 70-80% of CRM implementations are unsuccessful (Deshmukh et al., 2020; Bush
et al., 2005; Finnegan & Currie, 2010; Wilson et al., 2007). This carries vast losses for implementing
organisations, therefore all measures are required to avoid failure. As early as 2000, scholars noted
that many enterprises had invested heavily in the infrastructure for operational CRM (call centre tech-
nology, funnel management systems, campaign management technology, loyalty cards) without hav-
ing any coherent strategy for analytical CRM. Scholars and specialist suggested that the reason for CRM
implementation failure was primarily due to a lack of experience in running a company in a free-market
economy and using CRM analytical capabilities. In addition, data inaccuracy or defectiveness can be a
problem (Turban et al., 2008). This article examines whether Polish companies properly use customer
data they collect. Therefore, we decided to provide the following fifth hypothesis: H5: The data col-
lected within the CRM system is subjected to effective analysis in enterprises.

RESEARCH METHODOLOGY

Materials and Methods

The survey was conducted in January 2023 using a questionnaire with a professional research panel.
The population described consists of Polish enterprises from various sectors and industries. In 2022,
the number of non-financial enterprises increased by 4.2% y/y, reaching 2 356.0 thousand entities in
2021 (CSO, 2023). We surveyed 261 enterprises. In the case of the research conducted for the article,
micro-enterprises and sole proprietorships accounted for a total of 39.0%; small — 30.0%; medium —
10.0%; and large ones — 10.0%. Thus, in this case, we may treat the sample selection as purposeful.
The sample of 261 enterprises selected for the study, with a confidence level of 95%, a fraction size of
0.3 (we estimate that approximately 30% of enterprises were in contact with CRM) and with the as-
sumed maximum error of 6%, was sufficient. Table 1 shows the structure of the survey sample.

Table 1. Research sample characteristics

Enterprise size Micro Small Medium Large One-person
Sample size 76 (29%) 77 (30%) 57 (22%) 26 (10%) 25 (10%)
Type of business Industrial Service Commercial Construction Other
conducted activities activities activities activities
Sample size 38 (15%) 163 (62%) 35 (13%) 22 (8%) 3 (1%)
Operation rferlod of the Less than a year 1-5 years 6-10 years Over 10 years
current business
Sample size 3 (1%) 66 (25%) 51 (20%) 141 (54%)

Enterprise coverage Local Regional National International

Sample size 61 (23%) 64 (25%) 89 (34%) 47 (18%)

Amount of investment Up to From PLN 10001 | From PLN 100001 Over

expenditure in the last 3 Lack PLN10000 | (230565 EUR) |(23054.45 EUR) to| PLN500001
of expenses to PLN 100000 PLN 500000 (115271.35

years (2305.42BUR) | 53054 22 EUR) | (11527112 EUR) | EUR)

Sample size 33 (13%) 43 (16%) 96 (37%) 42 (16%) 47 (18%)

Source: own study.

The questionnaire consisted of five metric questions and 20 substantive questions on the deter-
minants of CRM implementation in companies in terms of both CRM philosophy and software. At
the same time, part of the questionnaire was addressed only to enterprises that have implemented
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CRM and part to those that have not yet implemented this system. The results of the responses to
the screening question: ‘Do you have a CRM information system for customer relationship manage-
ment?’ shows that 90 out of 261 companies surveyed have implemented a CRM system, 142 com-
panies out of 261 have not, and 29 responses were ‘I don’t know.’

Respondents answered questions about the advantages of implementing a CRM system, reasons for
choosing a CRM provider, and reasons for implementing a specific CRM by using a 5-point Likert scale.
Prior to analysis, we ranked variables, with 1 indicating negligible benefit/marginal reason and 5 indicat-
ing significant benefit/very important reason. To assess the consistency of the blocks of questions on
benefits, reasons for choosing delivery, and reasons for implementing a CRM system, we performed a
reliability analysis and calculated Cronbach’s alpha reliability coefficient. For questions about the benefits
of implementing a CRM system, the Cronbach’s alpha was 0.91, for questions about the reasons for
choosing a supplier, the Cronbach’s alpha was 0.89, and for questions about the reasons for implement-
ing a CRM system, the Cronbach’s alpha was 0.86. This indicated high question reliability.

We examined the relationship between enterprise size and having a CRM system, the relation-
ship between enterprise coverage and having a CRM system, and the relationship between the num-
ber of investment expenditures in a business in the last three years and having a CRM system using
the chi-square test (with Yates’ correction when there were classes of less than 10 in the Table). We
assessed relationship strength using Cramer’s V coefficient. Moreover, we assessed the strength and
direction of the relationship using the Gamma coefficient.

We subjected the data collected during the research to statistical analysis in Statistica TIBCO 13.3
software. We adopted a significance level of p = 0.05 in all analyses.

RESULTS AND DISCUSSION

Based on the answers given in the questionnaire, to verify hypothesis one (H1), we counted the
indications given by respondents in the question about having a CRM system, with a division by
company size. Table 2 presents the results. In total, 29 people answered ‘I don’t know’ and we did
not include these answers in the summary.

To verify hypothesis one, we analysed the relationship between enterprise size and the use of the
CRM IT system using the chi-square test of independence. We made the null hypothesis of independ-
ence between the questions against the alternative hypothesis that the variables are dependent.
Based on the results of the chi-square test (x2(4) = 35.05, p < 0.001), we rejected the null hypothesis
in favour of the alternative hypothesis indicating the relationship exists. This allowed us to conclude
that smaller enterprises were less likely to implement the CRM information system, while larger en-
terprises were more likely to implement the CRM information system.

Table 2. Contingency table: Enterprise size vs presence of CRM system (percentages counted in rows)

L. CRM IT system
Enterprise size
Yes (%) No (%) Total
Micro 18 (26%) 51 (74%) 69
Small 29 (41%) 41 (59%) 70
Medium 29 (62%) 18 (38%) 47
Large 13 (59%) 9 (41%) 22
One-person 1 (4%) 23 (96%) 24
Total 90 142 232

Source: own study.

Graphically, we present the relationship in the three-dimensional histogram below (Figure 1). This
positively verified hypothesis one (H1) regarding enterprise size. In one-person enterprises, 96% of
companies have not introduced the CRM, in microenterprises, 74% of companies did not have CRM, in
small enterprises, 59% of companies did not have the CRM, while 62% of medium enterprises and 59%
of large enterprises had the CRM. Overall, 39% of companies have the CRM. Cramer’s V coefficient of
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0.37 indicated a medium relationship and a negative Gamma value of -0.14 indicated that smaller com-
panies were less likely to have the CRM system, while larger companies were more likely to have one.

120%
B CRM IT system Yes B CRM IT system No 96%

100%

80% 74%

59%  62% 59%
60%
419 8% 1%
40% 269
0,
20% 4%
0%
Micro Small Medium Large One-person

Figure 1. 3D histogram: Enterprise size x CRM IT system for customer relationship management
Source: own elaboration.

Before verifying hypothesis two (H2), we counted respondents’ answers to the question of
whether the company had a CRM system, split by the amount of investment expenditure in the last
three years. Table 3 presents the results (Table 3).

Table 3. Contingency table: The amount of investment expenditure vs CRM system presence (percentages
counted in rows)

CRM IT system
Amount of investment expenditure in the last 3 years
Yes (%) No (%) Total
Lack of expenses 0 (0 %) 31 (100%) 31
Up to PLN 10000 (2305.42 EUR) 8 (20%) 32 (80%) 40
From PLN 10001(2305.65 EUR) to PLN 100000 (23054.22 EUR) 38 (47%) 43 (53%) 81
From PLN 100001 (23054.45 EUR) to PLN 500000 (115271.12 EUR) 20 (54%) 17 (46%) 37
Over PLN 500001 (115271.12 EUR) 24 (56%) 19 (44%) 43
Total 90 142 232

Source: own study.

Based on the results of the chi-square test (x2(4) = 36.72; p < 0.001), we rejected the null hypoth-
esis of independence in favour of the alternative hypothesis indicating the existence of a relationship.
This confirms the observation that the greater the company’s investment expenditures were, the
more often the company had a CRM information system. Thus, we positively verified hypothesis two
(H2). No company that had not invested in development in the last three years had a CRM system.
Cramer’s V coefficient of 0.40 indicated medium dependence, while a negative Gamma value of -0.53
indicated high dependence, and as investment expenditure in the company increased, the number of
companies without a CRM system decreased. The verification of hypothesis three (H3) was initiated
by counting the responses regarding the benefits perceived by respondents after the implementation
of the CRM system (Table 4). Respondents rated the particular benefits using a 5-point Likert scale,
where 1 — meant a small benefit, and 5 — a very large benefit.

Noteworthy, over half of the respondents perceived all of the listed benefits. From the calculated
averages and medians, we can also observe that the perceived benefits were important to respond-
ents. Thus, we positively verified the third hypothesis. The most frequently mentioned benefit of
implementing a CRM system was an increase in sales (as many as 81% of respondents gave this
answer), while the least frequent answer was lower customer fluctuation (56% of respondents). Ac-
cording to respondents, lower customer fluctuation reported the least often, was also the least im-
portant benefit of those listed (M = 3.5, Mdn = 3.0). The mean values of the importance ratings for
all other benefits exceed 3.8, with a median of 4.0.
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Table 4. The benefits of IT CRM system implementation and basic statistics of CRM system benefit ratings for
those who gave an affirmative answer for a particular benefit

Benefits Yes (%) | No (%) k;:‘tz’n(;) Mean|Mdn|Min [Max| SD
Increasing sales 73 (81%) |11 (12%) | 6(7%) | 4.0 | 4.0 (1.0 |5.0 |0.97
Increasing the marketing department’s efficiency |70 (78%) | 14 (15%) | 6 (7%) | 3.8 | 4.0 | 1.0 | 5.0 |{1.00
Better offer matching to the customer 68 (76%) | 16 (17%) | 6(7%) | 3.9 | 4.0 |1.0|5.0 [1.05
Better customer segmentation 67 (74%) | 17 (19%) | 6(7%) | 3.9 | 4.0 |1.0 5.0 (1.04
Effectively dealing with complaints and claims 67 (74%) | 16 (18%) | 7(8%) | 3.9 | 4.0 | 1.0 |5.0(0.99
Ability to personalise an offer for a specific customer| 67 (74%) | 17 (19%) | 6 (7%) | 4.0 | 4.0 | 1.0 | 5.0 |0.96
Increasing customer profitability 66 (73%) | 16 (18%) | 8(9%) | 3.8 | 4.0 | 1.0 | 5.0 |0.99
Increased whisper marketing reach 66 (73%) | 14 (16%) | 10 (11%) | 3.8 | 4.0 | 1.0 | 5.0 |1.04
Increasing the customer numbers 65 (72%) | 18 (20%) | 7(8%) | 4.0 | 4.0 | 1.0 |5.0(0.98
Better PR 63 (70%) |19 (21%) | 8(9%) | 3.9 | 4.0 |1.0|5.0(0.94
Ability to predict customer behaviour 61 (68%) |21 (23%)| 8(9%) | 4.0 | 4.0|1.0|5.0(0.97
Increasing customer loyalty 56 (62%) | 22 (24%) | 12 (14%) | 3.9 | 4.0 | 1.0 | 5.0 |1.05
Increasing employee loyalty 51 (57%) | 26 (29%) | 13 (14%) | 4.0 | 4.0 | 1.0 | 5.0 |0.97
Lower customer fluctuation 50 (55%) | 28 (31%) |12 (14%) | 3.5 | 3.0 | 1.0 | 5.0 (0.97

Source: own study.

To verify hypothesis 4 (H4), we counted the number of responses for each question regarding
the reasons for choosing a CRM system supplier (Table 5) and the reasons for choosing a specific
CRM system software (Table 6). Respondents rated these reasons using a 5-point Likert scale, where
1 indicated a marginal reason, 5 a very important reason.

Table 5. Questionnaire results for questions about reasons for choosing a CRM system provider and basic sta-
tistics for the main reasons for choosing a CRM system provider

Scale
Results n |Mean| Mdn | Min |Max| SD
1(2(3(4|5

Simpleness of using the program 412 (20|39(35(90| 3.9 | 4.0 | 1.0 5.0 |0.99
The sec'ur'lty level of the system due to the sensitive data 5 17 117(3826l90! 39 | 2.0 | 1.015.0 l0.99
stored in it for the company
Declared functionality in line with my expectations 3|3 |23(37({24|90| 3.8 | 4.0 | 1.0| 5.0 |0.97
Supplier’s market position 2|4|23|43(18|90| 3.8 | 4.0 | 1.0| 5.0 |0.89
Readiness of the CRM system to cooperate with the applica- 31 al220a3l18l90| 38 | 40 | 10150 lo.92

tions used in the company

Ability to use your existing computer equipment after sys-
tem implementation (no need to purchase new equipment |3 |5 (27(31|24(90| 3.8 | 4.0 | 1.0 | 5.0 |{1.02
before implementation)
Attractive CRM system price 514122|37(22|90| 3.7 | 4.0 |1.0|5.0 |1.06
Declared implementation speed 5(81(21(36/20|90| 3.6 | 4.0 |1.0|5.0|1.10
The software was recommended to me by a friend/acquaint-
ance using the same solution

Source: own study.

5(10(22(40|13(90| 3.5 | 4.0 |1.0| 5.0 |1.05

Respondents perceived all of the reasons listed in the questionnaire for choosing a supplier as quite
important (respondents rated most responses in each case — 4). The findings of the answers to this ques-
tion, together with the statistical analysis, allowed us to conclude that the respondents were fully aware
of and could identify the reasons for choosing a CRM system provider, which confirms the first part of
hypothesis four. As in the case of supplier selection, all the reasons listed in the questionnaire were per-
ceived by respondents as fairly important (respondents rated most responses, in any case, at 4). Note-
worthy, the relatively least important reason was that the previous program did not meet respondents’
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expectations. This may result from the fact that the implemented CRM system is the first such system in
the company. The above data allowed us to positively verify the second part of hypothesis 4 (H4).

Table 6. Questionnaire results for questions about the reasons for implementing a CRM system and basic sta-
tistics for the main reasons for implementing a CRM system in a company

Scale
Reasons n (Mean|Mdn|Min|Max| SD
1/2(3|4|5
The previous program didn’t meet my expectations 7 [15|27(30{11(90| 3.3 | 3.0 |1.0| 5.0 |1.12

Until now, | couldn’t create the reports | needed, or the time to
generate them was too long

| couldn’t create the analysis | needed on sales, customers, etc.,
or the time to generate it was too long

| wanted to manage my employees’ time more effectively

| wanted to manage customer relations more effectively

| wanted to organise the document flow in the company

| wanted to monitor sales processes in the company

| wanted to have all the information needed for the company func-
tioning in one place (e.g., offers, orders, delivery confirmations)
Source: own study.

2|11|27|33|17(90| 3.6 | 4.0 (1.0| 5.0 [1.01

1|8]27|36/18|90| 3.7 | 4.0 |1.0|5.0|0.93

31/36{17|90| 3.7 | 4.0 |1.0] 5.0 |0.88
28|38|17|90| 3.7 | 4.0 [1.0] 5.0 |0.89
24/38|19|90| 3.7 | 4.0 [1.0] 5.0 |0.99
25|29|28|90| 3.8 | 4.0 [1.0] 5.0 |0.99

SRS SN OV g N
w |[N|o|o|wn

24(42|20/190| 3.9 (4.0 |1.0|5.0|0.84

To verify hypothesis five (H5), we asked respondents whether the data collected in their compa-
nies’ CRM system served to perform market analysis and whether the customer data collected in the
CRM system was subjected to analysis that yields measurable results for the organisation. The answers
to these questions are presented in the charts below. In the vast majority of cases, according to the
respondents, the company analysed the collected data, which produced measurable results for the
company. This allowed us to positively verify hypothesis five.

For Statistics Poland, we conducted several analyses of information systems used in enterprises. In
these analyses, CRM is often combined with ERP, an approach that is not entirely consistent with the
purpose of such systems. CSO results from 2018 show that 88% of large enterprises used a CRM or ERP
system, among medium-sized enterprises, it was 58%, and among small enterprises, it was only 24.9%
(Becker, 2018). This confirmed the research results from this article. Scholars have studied the reasons
that encourage enterprises to implement CRM more than once both in Poland and worldwide (Pohludka
& Stverkovd, 2019). Researchers indicate that companies see numerous benefits after implementing
CRM, such as the ability to make effective business decisions and increased customer loyalty. However,
as has already been mentioned in the article, many CRM implementations are fraught with failure risk.
Good planning and the appropriate approach to implementation can reduce them. It is also important to
effectively process the data obtained from CRM systems for company management purposes.

This article adds value by providing a comprehensive analysis of the factors affecting CRM im-
plementation in Polish enterprises. It highlights the practical benefits of CRM systems and under-
scores their importance in modern business environments.

Some researchers focus on other aspects of CRM in the enterprise, such as improving communica-
tion. For example, research conducted by Ukrainian researchers in 2023 indicates the need for CRM
compliance with internal corporate policy (Berestetska et al., 2023). Other studies show improvements
in customer satisfaction and experience after introducing CRM into the enterprise. Scholars deter-
mined that the desktop interface solution may improve this CRM’s ease of use and user satisfaction,
thereby benefiting the real estate industry through strengthened connections and more straightfor-
ward oversight of professionals’ performances (Ferreira et al., 2023).

CONCLUSIONS

A combination of organisational size, technological readiness, strategic alignment, market dynamics,
and regulatory considerations shape the implementation of CRM systems in Polish enterprises. Larger
firms with complex operations, robust IT infrastructure, strong management support, and a proactive
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approach to market and regulatory challenges are more likely to successfully implement CRM systems.
These factors collectively contribute to the effective adoption and utilisation of CRM technologies,
enabling enterprises to enhance customer relationships and achieve competitive advantage.

This article presents research results and an analysis of the determinants of CRM system implemen-
tation in enterprises. We aimed to determine which enterprises implement a CRM system most often,
whether they perceive the benefits and, whether they can identify the reasons for choosing a particular
software and its supplier for CRM systems, and whether the collected data is subjected to effective anal-
ysis. We achieved this purpose. We positively verified all the hypotheses posed in the article.

The practical implications of this article directly relate to the subject under consideration. Enter-
prises that have implemented CRM systems are current customers for these system providers, thus
expanding their knowledge and allowing them to better customise their products and offerings. Enter-
prises that have not implemented CRM are potential customers for such products, and thus, their sup-
pliers can get some clues about attracting possible beneficiaries.

These considerations also have theoretical implications. They allow for revealing certain phenom-
ena in organisations and mechanisms. We can use this to create universal theoretical business models.
The conducted research constitutes a certain contribution to the science of management and quality.
It treats CRM as a specific part of enterprise management with a tool-oriented approach. However, we
are aware that the research primarily focused on larger enterprises, potentially overlooking the unique
challenges and opportunities faced by SMEs. While the research focused on Polish enterprises, the
findings may not be fully generalisable to other regions with different economic, cultural, and regula-
tory environments. Moreover, rapid advancements in CRM technologies mean that some insights may
become outdated quickly as new features and capabilities are introduced.

The authors of this article intend to continue using the collected data for further analysis. Their
subject of interest may be entities that have not implemented CRM and their motivations and actions.
The research identified 142 such entities from the entire research sample. Further work on this re-
search material may include consideration of customer-oriented organisational culture, the correct
definition of CRM in an organisation, or the lack of perceived benefits of CRM by entrepreneurs.
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