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Abstract 
 

 

One of the most important dimensions influencing the behavior of an organization towards its external 

environment is customer relationship management (CRM). The main objective of this article is to examine 

whether customer relationship management has a positive impact on the sustainable development of 

SMEs. The study was conducted among SMEs in Poland. The electronic survey technique (Google Forms) 

was used in the research area. The structural modeling of the partial inclusion square equation (PLS) was 

used to analyze the data. The ability of companies to achieve the desired result in the field of customer 

relationship management affects the development of companies towards sustainable development. First, 

the measure of customer relationship management and sustainable development was analyzed. Second, 

the contribution of CRM to sustainable development was shown. The article is a contribution to further 

research, as it formulates selected conclusions from empirical research. 
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Introduction  
 

Customer relationship management related to the shaping of sustainable development policy is gaining 

importance. New strategic models include the involvement of enterprises in implementing the 17 

Sustainable Development Goals (SDGs) and the strategic cooperation of various stakeholder groups. 

Economic growth is not a sufficient indicator of sustainable development, the social and environmental 

dimensions have also become important for progress. Companies that have started or plan to implement 

sustainable development principles are obliged to change the way they think about stakeholders 

fundamentally (Hahn, Pinkse, Preuss, Figge, 2015). Sustainable future must be about communicating with 

stakeholders, both internal and external, beyond just the story, but including their education, customer 

advice, practical support, ways to track achievements and enable stakeholders to engage. The aim of the 

article is to present, based on a critical literature review and empirical research, the impact of customer 

relationship management (CRM) on the sustainable development of enterprises from the SME sector.  

 

To identify research gaps, the following research questions were asked: 

1. What approaches to CRM elements can be found in the literature? 

2. How to describe the results in theoretical and practical analysis of enterprises, and approaches to 

economic, social, and ecological goals? 

3. How can companies manage customer relationships towards sustainable development? 

 

The theoretical model formulates the relationship between CRM and sustainable development (SD). 

Empirical research focused on checking the developed theoretical model. It was hypothesized that CRM 

positively affects the sustainable development of the company. Using Google Forms, the author prepared 
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an electronic version of the survey. The resulting link was sent to a group managing enterprises from the 

SME sector in Poland. The chapter is divided into five parts. The main problems and conclusions are 

presented in the introduction. The second and third parts are synthetic contemporary views on CRM and 

sustainable development, based on a critical review of the literature. The next chapter presents the results 

of the author's research on the impact of CRM on sustainable development among SMEs in Poland. The 

chapter ends with a summary, an indication of the limitations of the study and a proposal for further 

research. 

 

 

Methodology 
 

An instrument with two constructs/latents was used in this study. The first construct represents customer 

relationship management and was empirically confirmed by A. Garrido-Moreno, A. Padilla-Meléndez 

(2011) based on earlier research on CRM. Another construct representing Sustainable Development was 

taken from (European Commission, 2015). The elements for each structure are shown in the Result. Study 

variables were rated on a 7-point scale. On a Likert scale, 7 completely agree, 6 somewhat agree, 5 

somewhat agree, 4 neither agree nor disagree, 3 somewhat disagree, 2 somewhat disagree, 1 completely 

disagree.  

 

The study was conducted among enterprises from the SME sector in Poland. In terms of the research 

technique, the technique of an electronic questionnaire intended for self-filling (Google Forms) was used. 

Data collection was carried out electronically, mainly using the data of enterprises covered by the research 

come from the Institute of Agricultural and Food Economics - National Research Institute and the Polish 

Federation of Cattle Breeders and Milk Producers. The final sample size was 147 cases. Finally, the 

presented article was examined by enterprises operating in the agribusiness sector, who submitted the 

financial statement F-01/I-01, a report on revenues, costs, and economic results as well as on expenditure 

on fixed assets, this is a statistical financial statement containing, among others, a profit and loss account 

and selected elements of the financial statement.   

 

The distribution of the sample is presented in table 1. Smart PLS 7.0, structural modeling of partial least 

squares equations (PLS), was used to analyze the data. The analyzes include the determination of the 

reliability of the research model - determination of the reliability of indicators and internal consistency, and 

the determination of the validity of the research model - determination of convergent and discriminatory 

validity. For the validation of the instrument, the Delphi methodology was followed, likewise, the reliability 

was determined through the Cronbach's Alpha coefficient. Survey methods as a tool for measuring 

innovation and sustainable development are particularly useful when reputation indicators are not 

obligatory for enterprises.  

 

 

Table 1: Characteristics of the enterprises surveyed (N=147) 

Enterprise size Volume Participation in % 

Medium (50-249 employees) 119 81 

Large (over 250 employees) 28 19 

 

 

Approach to customer relationship management 
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One of the most important dimensions that affects the organization's behavior towards its external 

environment is managing the client system, which is at the same time the most important task of socially 

responsible organizations. Customer Relationship Management (CRM) includes individuals, processes and 

technology and it is seeking for the customers’ conception of an organization (Wang & Feng, 2012). P. 

Chaithanapat, P. Punnakitikashem, K. Nay Chi Khin, R. Sirisuhk (2022) posited that CRM is a process of 

ascertaining customer needs; comprehending and inducing customer behavior, making use of quality 

communications strategies so as to obtain and maintain customers’ satisfaction. Apart from the fact that 

Customer Relationship Management entails handling customers and observing their behavior, it also seeks 

to adjust customer’s behavior, thereby leading to increase in the company’s revenue, because the company 

will decide the customers to choose and those leaving (Meyliana, Hidayanto & Budiardjo, 2016).  

 

The primary objective of Customer Relationship Management is to identify and render customized services 

to every customer. Customer relationship management empowers organizations to deliver exceptional 

actual customer service. Several researchers hold different definitions of Customer Relationship 

Management (Kitchens, Dobolyi, Li & Abbasi, 2018). D. Picton and A. Broderick (2005), B. 

Almohaimmeed (2021), viewed CRM as a cordial relationship that must exist between an institute and its 

consumers. It comprises a strategic and tactical management tasks aimed at achieving customer 

relationships, and positive communications in the long run. L. Ryals and P. Adrian (2001) also defines 

customer relationship management as the effort made by organizations to improve cost-effective and long-

term connection with the consumer for the gain of both the organization and the customer.  

 

The goal of CRM is a customer centric enterprise, one where the customer is the key to all interactions. 

While a good CRM software suite can help achieve that goal, it will fail without taking a customer centric 

view of the enterprise. At the very least it will not produce the hoped-for and at the worst it may be a flat 

failure. As a philosophy, customer centricity means putting the customer at the center of the business and 

trying to see everything through the customer's eyes. To achieve this goal, the business strives to present a 

consistent face to the customer across all channels of communication. By sharing information about the 

customer with all parts of the company, the business improves the customer experience in all areas.  

 

Philosophy is important but it is not enough. To achieve success, you must actualize the philosophy and act 

on it. This is where the technology part of CRM comes in (Kaur Mokha & Kumar, 2022). CRM systems 

are software applications used to automate and manage communications with prospective and current 

students, employees, alumni, donors – everyone in your institution’s community. Customer information, 

such as lead’s/customer’s name, gender, educational background, telephone, email, marketing materials, 

social media and any other relevant information across different channels is compiled into a single database 

enabling easier information access, allowing to personalize and customize messages and the channels used 

to deliver the message to the student in a timely manner. Every interaction with the “customer” is tracked 

by the CRM, all in one place. 

 

Approach to Sustainable Development 
 

Classical theories of development consider development within the so-called economic growth and 

development. According to these theories, development is a concept of sustainable development: from the 

beginning to the present, synonymous with economic growth that each country must undergo at a given 

stage, driven by the transformation of traditional agriculture into modern industrialized production of 

various products and services, i.e. the departure from traditional society to the stage of maturity and high 

consumption. These theories consider development among countries constrained by poor allocation of 

resources appearing as a result of strong government and corruption, ineffective and insufficient economic 
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initiatives, but also political, institutional and economic austerity, thanks to which the capture and 

dominance of developed rich countries (Todaro & Smith, 2004, Dridi, 2021).  

 

According to several neoliberal and modern development theories established over the last 60 years (Willis, 

2005) and modern understanding, development is a process that results in an improvement in the quality of 

life and increase in self-sufficiency of economies that are technically more complex and dependent on 

global integration (Matos & Silvestre, 2013; Lagoarde-Segot, 2020). The primary goal of this process is to 

create a stimulating environment where people can enjoy themselves and live long, healthy and creative 

lives. Growth theory suggests that economic growth is the result of the internal state or corporate system, 

and that knowledge and ideas play a key role in economic growth (Todaro & Smith, 2004, Fabris, 2020).  

 

The endogenous growth theory model consists of four basic factors: 1) capital measured in units of 

consumer goods, 2) work commitment, individual skills, 3) human capital, including education, learning, 

development and individual training, and 4) technological development. According to this model, if 

countries want to stimulate economic growth, they must encourage investment in research and development 

and the accumulation of human capital, given that an adequate level of state capital stock is the key to 

economic growth.  

 

Various taxonomies of the meaning of the term development can be found in the literature and the following 

meanings are most often emphasized: 1) development as structural changes, 2) human development, 3) 

development of democracy and governance, and 4) development as environmental sustainability (Vázquez 

& Sumner, 2016). According to A.B. Thomas (2004), development is associated with positive changes that 

society has experienced throughout history and continues to experience, while Sharpley's (2009) 

development outlines the plans, policies, programs and actions undertaken by specific institutions, 

governments and other governmental and non-governmental. Accordingly, the most recognized 

development indicator is the Human Development Index (HDI), which integrates various categories of 

socio-cultural, economic, ecological and political development of individual areas (WMO, 2015).  

 

The term sustainability literally means "the ability to maintain some entity, outcome or process over time" 

(Jenkins, 2006) and to perform activities that do not deplete the resources on which that ability depends. 

Accordingly, ecological sustainability has become the basic framework for socio-cultural and economic 

sustainability considerations, but also the subject of contention in the concept of sustainable development.  

 

The concept of sustainable development boils down to functioning based on the achievement of three basic 

goals: 

• economic, expressed in meeting the basic material needs of humanity using techniques and 

technologies that do not damage the environment. 

• social, which ensures the minimum subsistence (end of hunger, misery and poverty), health 

protection, development of the human spiritual sphere (culture), security and education. 

• ecological, consisting in stopping environmental degradation and eliminating threats (European 

Commission, 2015). 

 

The circular economy means reducing the negative impact on the environment and rational use of resources. 

Waste is becoming more and more costly and is no longer socially acceptable. Circular economy can be 

defined as a broad dimension of product responsibility and product life cycle (Kulczycka, 2020). The 

circular economy has attracted much attention from policy makers, researchers and practitioners around the 

world as a means of promoting the Sustainable Development Goals (Niero & Hauschild, 2017). 

 

Model and hypotheses 
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For the customer relationship management variable, a description was adopted using six measures: two-

way communication, leadership, organizational culture, technologies, employees, customer orientation. 

These measures were selected from the business model presented by A. Garrido-Moreno, A. Padilla-

Meléndez (2011). This measure was chosen in the study due to its clear embeddedness in the marketing 

concept, it can also be considered process-based (Pukas, 2019). In the literature on the subject, there are 

various approaches to the components of CRM. Most often, the authors point to customer satisfaction, 

quality, customer service, and complaint management. However, it can be noted that all CRM structure 

proposals focus on three components: technology, people, and business processes (Ali & Alshawi, 2003; 

Rahimi, 2017; Al-Alawi & Alalawi, 2020) (table 2). 

 

Table 2: Measures of Customer Relationship Management - CRM 

Code Dimension Item 

CRM1 two-way communication Two-way communication 

with key 

customers/stakeholders 

leads to competitive 

advantage. 

CRM2 leadership Clear business goals are a 

company's highest priority. 

CRM3 organizational culture The organizational culture 

is designed in accordance 

with a customer-centric 

approach. 

CRM4 technologies The company has 

appropriate software to 

service its customers and is 

able to consolidate all 

information obtained about 

customers in a 

comprehensive, centralized 

and up-to-date database. 

CRM5 employees The company has qualified 

employees and resources 

needed to implement the 

customer relationship 

management strategy - 

training in CRM 

techniques is conducted. 

CRM6 customer orientation The company attaches 

importance to after-sales 

service, complaints, and 

grievances. 

  Source: study based on A. Garrido-Moreno, A. Padilla-Meléndez (2011). 

 

According to the results of the theoretical analysis presented above, the economic, social and ecological 

goals were described using four measures. The process of economic change towards a circular business, 

the process of economic change in terms of economic goals, the process of social change and the process 

of ecological change were considered. The dimensions of the economic, social and ecological goals are 

presented in table 3. 
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Table 3: Measures of Sustainable Development - SDGs 

Code Dimension Item 

SDGs1 Circular business Socially responsible 

practices in the company 

definitely affect the 

reduction of losses, 

contribute to the circular 

business. 

SDGs2 
Economic goals Socially responsible 

practices definitely bring 

economic benefits, 

influence innovations, 

increase sales and market 

share. 

SDGs3 Social goals The company is definitely 

focused on long-term and 

stable growth, loyalty of 

customers, stakeholders, 

local community, image 

improvement. 

SDGs4 Ecological goals The company is definitely 

changing in the direction of 

sustainable development. 

Source: study based on European Commission (2015, 2020). 

 

The results of the literature review led to the following hypothesis:  

 

 

Hypothesis H1. Customer relationship management positively affects the sustainable development of 

enterprises. 

 

 

Results 

 
Evaluation of the measurement model table 4 presents the measurement analysis of the model based on the 

reliability and validity of the measurement scales. In terms of reliability, the scales' internal consistency is 

demonstrated by Cronbach's alpha (between 0.719 and 0.735) and composite reliability (between 0.826 and 

0.834). For convergent validity, all factor loadings are above 0.659. Similarly, all scales have extracted 

mean variance (AVE) percentages greater than 50%. The discriminant validity of the construct was tested 

using the Fornell Larcker criteria, which verify the independence of each scale, considering that the square 

root of the AVE is greater than the correlations with the other scales. In all cases, the assumption was met.  

 

 

Table 4: Result of the model measurement analysis 
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Variables 

Cronbac

h 

alpha 

Composite 

reliability 

Factor 

loads 

(range) 

Average 

variance 

extracted 

(AVE) 

Discriminan

t 

Validity 

CRM 0.719 0.826 0.703-0.764 0.542 0.736 

SDGs 0.735 0.834 0.690-0.767 0.558 0.747 

          Source: Autor’s study based on the results. 

 

 

As indicated in table 4 in all cases the assumption was met. As shown in Figure 1, on average an R2 greater 

than 0.500 was obtained, which is very significant showing that the model significantly explains the 

variance of the conceptual constructs of the dependent variable. 

 

 

 
Figure 1: Result for the hypothesized model with structural equations 

 

After verifying the validity and reliability of the measurement model, the relationship of the constructs was 

tested. The hypotheses were tested by examining the road coefficients and their significance levels. 

The table 5 shows the contracting of results, where the hypotheses H1 is accepted (p<0.05). 

 

 

Table 5: Result of the model structure analysis 

Hypothesis 
Mean 

sample 

Standard 

deviation 
Beta P value Decision 
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CRM >SDGs 0.256 0.087 2.943 0.003 Accept H1 

 

 

Discussion 
 

As a result, the impact of customer relationship management on the SDG goals was confirmed. In the case 

of medium-sized enterprises in Poland, the impact and correlation between variables are high. The 

relationship is strong (0.735) according to Cronbach's alpha and the impact on CRM criteria (p < 0.05), H1 

is accepted. The results are comparable to those of Gil Gomez et al. (2020). Their study designed and 

developed a research model to empirically validate the impact of three CRM components (sales, marketing, 

and service) on customer knowledge management and innovation, as well as on companies' digital 

transformation efforts and sustainable business model innovation. Their research model was built according 

to each potential combination of the three CRM modules and the three dimensions of sustainability 

economic, environmental, and social.  

 

Other research by M. Kucia et al. (2021) also indicates that to meet customer requirements in the era of 

sustainable development, companies should develop a process of identifying, acquiring, and appropriately 

using information related to customer engagement.  From the perspective of business practice, a company 

should stimulate customer engagement by making use of the online environment, thus gaining greater 

control over the entire process of co-creation of value for both customers and itself. Also, S. Das & H.M. 

Kamrul Hassan (2021) assessed the impact of sustainable supply chain management, competitive 

advantage, and customer relationship management (CRM) on organizational performance. The authors 

emphasized that companies must respond to consumer demands in connection with product and industry 

development and transfer appropriate resources to improve production processes that combine 

technological and managerial efficiency. This research has important implications for professionals, 

especially those working on value chain sustainability in developing economies. 

 

 

Conclusion 

 
Regarding the impact of customer relationship management on the corporate sustainability of enterprises, 

the current study revealed that it had a positive, direct, significant impact on marketing performance; thus, 

H1 was supported. This result is in line with previous studies that indicated that key customer focus plays 

a key role in improving marketing performance. This result is consistent with previous research that has 

shown that customer-centricity can play a key role in improving the balance of economic, social, and 

environmental outcomes. The model allows for a better understanding of cooperation with customers as 

modern customer knowledge management. This consolidates and integrates cooperation with customers 

and creates new knowledge about their needs. The tool indicates what CRM strives for constituting both a 

strategic tool and a business philosophy of leading companies.  

 

This mix of exploitation and future exploration is the principle of sustainable development. In this light, 

CRM is an effective technological solution that helps companies in the ongoing exploitation of their 

resources, because it can influence the introduction of innovations in all areas leading to sustainable 

economic development and financial growth. In this study, a research model was designed and developed 

to empirically validate the impact of CRM components on sustainable business models. My research model 

was built between CRM modules (two-way communication, leadership, organizational culture, 

technologies, employees, customer orientation, and dimensions of sustainable development (economic, 

environmental, social and circular business).  

 



Issues in Information Systems 
Volume 25, Issue 1, pp. 117-127, 2024  

 
 

125 

 

CRM is one of the developing IT systems that collects information about customers. This is valuable 

business data, especially regarding three areas related to CRM: sales, marketing, and services. Proper CRM 

management enables a positive, reinforcing correlation between each CRM component and each 

sustainability dimension. In this light, CRM management can be considered a specific typology of digital 

transformation and innovation in sustainable business models. To achieve sustainable development, an 

enterprise must understand the complexity of the environment in which it operates. It is important to learn 

about the connections between various elements of the enterprise and the relationship between the 

enterprise and its environment. It is worth considering how the environment affects the functioning of the 

enterprise, but also how the enterprise can influence its environment. Establishing lasting relationships 

based on trust with stakeholders becomes crucial.  In the area of agribusiness, customer relationship 

management and sustainable development are becoming increasingly important.  

 

The study has some limitations. The first limitation is related to the sample size and the unit of analysis. 

The study focused only on medium-sized enterprises (50-249 employees). Therefore, future research may 

include conducting similar research among both large companies, also interesting results among small and 

micro companies. Second, the research model presented in these pages is very general and basic. It should 

be supplemented with specific, enabling evaluation indicators validation of models in specific sectors and 

business environments. Thirdly, in this study, CRM is understood as a combination of three main 

components (sales, marketing, and services). Each CRM component is discussed in a standardized and 

therefore comparable way, thus disregarding the differences between each CRM vendor and/or 

manufacturer. In the future, the model can be developed into a more detailed methodology, suitable for any 

sector and/or enterprise standards, to test and empirically evaluate the impact of each CRM strategy on a 

company's overall business performance. 

 

The work attempts to note how companies direct their efforts to make effective investments in improving 

both internal and external business processes. In this sense, empirical validation of my proposed research 

model may allow researchers to quantify the impact of each axis on the development and implementation 

of pioneering and effective sales, marketing, and service policies. In agribusiness, customer relationship 

management and sustainability are becoming increasingly important. 
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