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Abstract 
 

Purpose – The research aims to examine to what extends start-ups companies use Customer 

Relationship Management (CRM) technology in order to increase their customer satisfaction.  

Findings – According to academic research, CRM technology is mainly Enterprise Resource 

Planning. However, this technology not in accordance with start-up companies requirements, 

involve the use of different kinds of CRM technology by start-up, which evolve through the 

development step of the company. However, its implementation will not only depend on start-up 

development step but also on the capacity of surpassing existing barriers.  

Originality/value – Notion of Customer Relationship Management is mainly studied through big 

company; however, it is a new area of study concerning the approach to start-up companies. As a 

point of start, this qualitative research will enable future quantitative researches to validate the 

different ideas developed. The research is based on the testimony of two start-up companies at 

different level of development. 

Keywords – CRM, Information Technology, Customer satisfaction, start-up companies.  
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1. Introduction 

1.1. Background 

Since the beginning of the industrial revolution, the economic situation has been 

balanced between two periods: the first one, containing important innovations, and the second 

one, weaker (Schumpeter, 1939). 

According to Schumpeter and its theory of “Kondratiev waves”, also called “supercycles”, 

(Schumpeter, 1939). It is possible to establish a correlation between innovation and economic 

growth (Capitalism, Socialism and Democracy, 1942). 

 

During the first period, Demand was more important than Offer (Schumpeter, 1939). 

Thus, the notion of Mass-marketing appeared, companies used a global strategy without 

differentiation between segments or targets, based on notions of “low price and high sales” 

(Goleman, 2002). 

 

 Nowadays, strong innovations do not appear anymore (Business Cycles, 1939). As a 

result, most companies are able to produce similar products, mass marketing cannot work well, 

and companies have to find means of differentiation in order to stay competitive (Paul Greenberg, 

2010). By doing this, companies decide to focus on customers rather than product (Paul 

Greenberg, 2010). Modern customers have the choice and are much more exigent and complex 

than during the first period (Bernie Neenan et at, 2002).  

They are two possibilities: try to keep customers (customer's retention strategy, (Dwyer, 1997, 

Jain and Singh 2002) or try to steal customers from competitors (customer’s acquisition strategy, 

(Hansotia, Wang, 1997). 

In order to succeed, in both ways, it involves a necessary understanding of their needs to answer 

their requests as much as possible (Levit, 1960) in order to increase their satisfaction and thus, 

their loyalty (Bruhn, 2003).     
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Indeed, during the first period, customers were anonymous and products were 

standardized. Offers are now specialized and messages are individualized (Goleman, 2002). This 

mutation from mass marketing to one-to-one marketing was only possible thanks to the 

development of Information Technology such as Internet, computers, and Enterprise Resource 

Planning which enable companies to gather data about customers and classify them usefully 

(Davenport, 1998).  

This is the beginning of the “Customer Relationship Management” (CRM), which is one of the 

main techniques of one-to-one marketing (Gummesson, 2010). According to many theorists, 

CRM enables companies to have a correlation between economics’ performance and customer 

value (Payne, Frow 2005). 

 

Meanwhile, it is interesting to notice the strong and progressive development of start-up 

companies, which take more and more place in the business area (Kane, 2010). 

Principally focused on service’s activities, start-up has to manage customer satisfaction in order 

to acquire and retain customers and thus, enhances their business (Rade B. Vukmir, 2010). 

Indeed, start-ups are focused on customers, and even more so in the services sector (Berry, 1983), 

it is extremely important for these kinds of companies to maintain and enhance their customer 

relationship (Aes and Audretsch, 1990). 
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1.2. Definition 
·      Kondratiev Waves: Period balanced between big innovation and poor innovation in fifty years. 

(Schumpeter, 1939) 

 

·      R&D: Research and Development 

 

·      RM: Relationship Management (similar to Customer Relationship Management as follow) 

 

·      Start up: A start-up company or start-up is a company or temporary organization designed to 

search for a repeatable and scalable business model. These companies, generally newly created, 

are in a phase of development and research for markets. The term became popular internationally 

during the dot-com bubble when a great number of dot-com companies were founded. (Blank, 

2012) 

 

·     Customer Relationship Management (CRM): Is a term for methodologies, technologies, and e-

commerce capabilities used by companies to manage customer relationships (Stone and 

Woodcock 2001).   

 

·    CRM Technology: CRM technology is the information technology that is deployed for better 

management of customer relationships (Reinartz et al., 2004).   

 

·    Customer satisfaction: Is a term frequently used in marketing, it is a measure of how products and 

services supplied by a company meet or surpass customer expectation. Customer satisfaction is 

defined as "the number of customers, or percentage of total customers, whose reported 

experience with a firm, its products, or its services (ratings) exceeds specified satisfaction goals." 

(Farris et al. 2010). 

 

·      IT: IT (information technology) is a term that encompasses all forms of technology used to 

create, store, exchange, and use information in its various forms (business data, voice 

conversations, still images, motion pictures, multimedia presentations, and other forms, including 

those not yet conceived) (Rouse, 2005). 
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1.3. Problem 
  The democratization of Information Technology enables the explosion of CRM 

technology (Gummesson, 1988), which enables companies “to collect data related to customers, 

to grasp features of customers, and to apply those qualities in specific marketing activities” 

(Swift, 2001).  Indeed, according to Bitner et al (2000), technologies are having deep effect on 

marketing service. 

 However, implementing CRM technology is expensive due to both hard costs 

(software licensing, hardware fulfilment, implementation consulting fees, IT labor) and soft costs 

(employee downtime, integration, training, etc.), (Sunil et al. 2005).  

Thus, it is legitimate to question about the capacity of a start-up company to implement such 

kinds of technology compared to big companies that have stable structure, which enables them to 

implement CRM Technology (Sunil et al. 2005).  

 Indeed, start-up companies, often in phase of launching or development might not have enough 

resources to implement CRM technology (Blank, 2012). 

Though, it has been proved that high customer satisfaction ratings are widely believed to be the 

best indicator of a company's future profits (Kotler, 1991) and that the new way of doing business 

is based on relationship (Whyatt and Koschek, 2009).  

This point might be even more important for start-up companies than big companies knowing 

that they focused their activities on niche market (Burgel and Murray, 2000). 

 

It is possible to question about the following question: To what extent do start-up companies use 

CRM’s technology in order to increase their customer satisfaction? 
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1.4. Purpose 
 The research topic is new; indeed, most of studies dealing with Customer Relationship 

Management (CRM) have been done in big companies’ context. However, no studies about this 

topic in application on start-up companies have been done. 

   

 Recently, some studies have established a strong link between CRM and customer 

satisfaction (Rade B. Vukmir, 2010), but no studies have been done about the use of CRM 

technologies in start-up companies’ area.  

Thus, it is interesting to establish a preliminary research on this topic and create a new 

knowledge, and contribute to future researches. 

  

The purpose of this study is to determine if start-up companies use CRM technology to 

enhance customer satisfaction. 

If this is the case, this study will enable to know what kind of technologies start-up use: same as 

technology used in academic research based on big companies, or other alternative solutions.  

 

Based on research conducted by students, teachers, researchers in business economics; the 

first step consists of acquiring the necessary knowledge about Customer Relationship 

Management, start-up companies and customer satisfaction.  

The second step consists of selecting a research method appropriated to the research topic. 

The last step consists of conducting a practical research and gather empirical data to analyse, and 

compare it with academic research. 
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1.5. Delimitations 
 The selected subject deal with a lack of knowledge, so, the aim will be to conduct a 

qualitative study based on convenience. Indeed, in order to conduct quantitative research, it 

would be necessary to have a large sample of companies to get a representative study. However, 

because of time but also of the entity interviewed, it would not have been possible. 

 

 Above all, even if it would be possible to get information from thousands of start-up 

companies, it would not be relevant enough. Owners would answer to questionnaires without 

getting any relevant information for the development of a new knowledge.  

 

 The study will be focused on the use or not of CRM technology on two small companies; 

the aim is to find two companies at different level of progress in order to compare if there is 

differences along the time for these young companies. 

! The!study!will!be!focused!on!the!use!of!CRM!technology!in!both!startSup!companies!

in!order!to!increase!customer!satisfaction.! !
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2. Frame of References  
 

Conducting a research about Customer Relationship Management, customer satisfaction 

and start-up companies require a clear study of each concept in order to gather the necessary 

knowledge. 

That is why this first part of the thesis consists of finding researches already conducted around 

these three main theories: Customer Relationship Management, customer’s satisfaction and start-

up companies. 

 

2.1 Customer Relationship Management  
The customer Relationship Management, also called Relationship Management 

(Parvatiyar and Sheth, 2001) is a business strategy consisting of managing company’s interaction 

with its customers (Shaw, 1991).   

 

Nowadays, the strong importance of Information Technology (M. Kia, E. Shayan and F. 

Ghotb, 2000) combines with the new preoccupation of companies (mass marketing to one to one 

marketing) lead to an interest that is more and more important of CRM and its democratization. 

Indeed, several authors highlight the potential benefits to switch form mass to one to one 

marketing (Day, 2004).  

To reinforce this idea, “customer relationship is a concept which into business and academic 

thinking since the 1980’s”, and deeply developed by many author such as Len Berry, Evert 

Gumesson, Ted Levitt and many others (Crosby, 2002). 

 

However, this being a recent notion, there is still a lack about CRM knowledge in the 

business area. Indeed, many businessmen and academic people still cannot define clearly what a 

CRM is. For some of them, it could mean direct mail, database, but for other it could be e 

commerce solution (Payne, Frow, 2005).   

According to Ngai (2005), only; “Six hundred articles were identified and reviewed for their 

direct relevance to CRM”. 
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Furthermore, Crosby in 2002 has highlighted the notion of “myths” showing the difference 

between the myth explaining that CRM is about only about information technology and the 

reality considering CRM as a comprehensive business strategy. 

 

The first part will define clearly what Customer Relationship Management is, the second will 

show that CRM is both a technological and strategically notion. Eventually, explain why and how 

implement a sustainable CRM strategy and technology. 

 

2.1.1. Definition of the notion CRM 

Several authors have developed different definitions of Customer Relationship 

Management. Theoretically, a CRM can have three definitions depending on the point of view. 

Customer Relationship Management can be defined as “narrowly and tactically as a particular 

technology solution” (khanna 2001). According to this definition, CRM would only represent the 

implementation of a specific technology to solve a project. For instance, only the use of SFA in 

order to gather data (Payne, Frow, 2005).  

 

 Customer Relationship Management can also be defined as a notion that gather a “wide 

ranging technology” which mean that it represents customers oriented technological solution 

(Stone, Woodcock’s, 2001). 

 

 A third approach consists in defining CRM as a “customer centric strategy”. More long-

terms view, it represents a managerial approach of customer to create value today. Indeed, 

Bagozzi in 1978 was the first to argue that relationships are the essence of marketing.  

The concept of marketing is not only limited to money, but includes social interaction, not limited 

by a onetime transaction of money, but in a long term process resulting into relationship (Levitt, 

1983, Dawyer, 1987). 

 

 It is also possible to establish a fourth definition based on technologies in order to make 

the customer centric strategy profitable. Indeed, some researches have shown the different 

advantages in the operational tasks thanks to CRM technology.  
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According to Rowley (2004) and Xu et al. (2002) CRM technology enables to make 

operational task faster and easier such as online order, e-mail filter, create customer profile based 

on their buying process, calculate the lifetime for each customer, personalize the service. But 

also, to develop better organization of customer’s data and turn them into target, thus, enables to 

deliver adapted marketing message to each target. 

To conclude, different definitions have been defined in order to gain a better 

understanding of the notion Customer Relationship Management (CRM).  

Chronologically changing, the notion of CRM has moved from a technological solution at its 

beginning to a customer centric strategy nowadays. Thus, it shows its progressive importance in 

the new business area.  

 

2.1.2. CRM, a technological solution  

It is important to highlight the correlation of Customer relationship Management (CRM) 

with Information technology (IT).  

Before becoming a strategy, the notion of Customer Relationship Management was only a term 

coming from an IT vendor community in the middle 1990’s. This was used in order to sell 

technologies to companies (Payne, Frow, 2005). 

Indeed, it is important to do not forget the origin of CRM, which is Information Technology. 

Greenberg (2010) defines the notion of CRM and highlights the importance of Information 

Technology in it « CRM is a philosophy and a business strategy, supported by a system and a 

technology, designed to improve human interactions in a business environment ». 

 

It is possible to define the different technological components of CRM. According to 

Markus and Tanis (2000), the use of CRM technology enables the efficiency of the operational 

tasks to be maximized. In the business area, he proved that mainly Enterprise Resource Planning 

(ERP) system dominates CRM technology. Indeed, many studies have highlighted the different 

CRM software used in companies, which are most of them, Enterprise resource planning such as 

SAP, PeopleSoft, Siebel, Sage, Microsoft, Saratoga, Intershop, Firstwave, Epicor… (Mark Xu, 

John Walton, 2005). 
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2.1.2.1 Enterprise resource planning  

The Enterprise Resource Planning is one of the biggest innovations in Information 

Technology. Without a doubt, more and more companies base their organizations on Information 

Technology and thus, on ERP (Al-Mashari, 2003).  

In order to illustrate this theory, in 2002, it was proved that organizations spend more than 72.63 

billion dollars in ERP (Heald and Kelly 1998). 

The principal strength of ERP is its ability to effectively drive businesses (ComputerWorld, 

1998).   

 

Firstly, it has been implemented in industry, then they have progressively been 

implemented in finance, retail, insurance, telecommunication sectors (Chiing and Snyder, 2000).  

It is considered today as one of the main technological system to help the management of 

organizations and businesses (Sweat, 1998).  

 

Thanks to ERP, it is possible to link every department of an organization in intern but also 

in extern (with customers and suppliers through internet and extranet). Thus, it favours inter-

connection between each part of company. It allows companies to be more reactive, flexible and 

efficient (Gummeson, 2004). Today, it has been proved that ERP involves real economic effects 

(Chen and Yin 2010).  

To reinforce this idea, Brady et al. (2005) explain that ERP allows tangible benefits such as 

productivity improvements but also intangible benefits such as customer responsiveness. 
 

 

(P. Kakouris, G. Polychronopoulos) 

 

The development of ERP was not instant; 

many steps were necessary, beginning from MRP 

to today’s date, ERP. 

From MRP in the 1970’s, to the MRPII in the 

1980’s, and progressively, to the ERP system, these CRM technologies are sold by many ERP 

vendors. However, it is considered the number one market leader with fifty per cent of the market 

share is SAP (Narin Agnes).  

must hold enough stocks to sat isfy cus tomer de mand, and that cus tom ers
would or der what they had or dered in the past, quan tity-and time-wise. In the
1970s and 1980s, when com put ers be came small and af ford able, at ten tion
was fo cused on ma te ri als re quire ments plan ning [MRP] and mas ter pro duc -
tion sched ule [MPS]. MRP started as a sys tem for plan ning raw ma te rial re -
quire ments in a man u fac tur ing en vi ron ment; an idea that was later ex tended
to the “closed loop MRP.” Soon it evolved into man u fac tur ing re source plan -
ning (MRP-II), which used the MRP sys tem as a ba sis and added sched ul ing
and ca pac ity plan ning ac tiv i ties. In the early 1990s, MRP-II was fur ther ex -
tended into en ter prise re source plan ning (ERP), in cor po rat ing all the MRPII
func tion al ity, in ad di tion to Fi nance, Sup ply Chain, Hu man Re sources and
Pro ject Man age ment func tion al ity. Fig ure 1 il lus trates the grad ual evo lu tion
of the ERP with re spect to time.

ERP in te grates key busi ness and man age ment func tions and pro vides 
a view of the hap pen ings in the com pany, in the ar eas of fi nance, hu man re -
sources, man u fac tur ing, sup ply chain, etc. (Dav en port, 1998; James and
Wolf, 2000). An ERP soft ware so lu tion is valu able when it em bod ies the
char ac ter is tics il lus trated in Fig ure 2. ERP soft ware can be built up ei ther by
pur chas ing the whole pack age from a sin gle ven dor or by us ing pieces of
soft ware from dif fer ent sup plier(s). In the first cat e gory, the leader is the Ger -
man com pany SAP AG with its R/3 soft ware, to gether with PeopleSoft Inc.,
Or a cle Corp., Baan Co. NV and J.D. Ed wards & Co. (Jenson and John son,
1999). Any com pany con sid er ing in vest ing in one of these soft wares is faced
with a se ri ous de ci sion as to whether to ac tu ally in vest or spend the re sources
on im prov ing other pa ram e ters of the com pany. If the de ci sion is in fa vour of
soft ware-im ple men ta tion, the next step is to se lect the most ap pro pri ate one
from a broad choice of equally good so lu tions, en sur ing at the same time that
the se lected sys tem will ful fill the planned ob jec tives.

68 Management Research News

En ter prise
Re source
Plan ning (ERP)
Sys tem

 

  Handling of 
Inventories 
 

MRP
-II 

 
ER
P 

 
ERP MPR-II MRP 

 

Figure 1: Evolution of ERP systems 
 

1960’s           1970’s        1980’s        1990’s             
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 Some others exist such as Oracle, Peoplesoft, Baan, JD Edwards, Oynx, Pivotal, 

YouCentric, these are also considered as important ERP system used by many big companies 

(Al-Mashari, 2003; Kumra, 2005). 

 
 (Crosby, 2002) 

 

Based on the diagram develop by 

Crosby, it possible to suggest that start-up 

companies might use CRM’s software 

such as Oynx, Povotal, YouCentric, 

Point, Saratoga, Applix SalesLogix 

because of their capabilities that are 

specifically adapted for small companies.  

 

 

 

 It is also possible to suggest that during the launch step, start-up companies use Point, 

Saratoga or Applix knowing that the functionalities are narrowed. And then, during the maturity 

process, start-up companies use Oynx, Pivotal or YouCentric with wider functionalities allowing 

better using of customer’s data. 

 

! !
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2.1.2.2.!Sales!Forces!Automation!

As Markus and Tanis (2000) said, CRM technologies are dominated by Enterprise 

Resource Planning, however, some other technologies not as enhanced by researches exist. 

The Sales Force Automation (SFA) helps to track potential customers and allows for a 

better control in the sales process. It also allows reducing administration cost of the sales process 

(Kumra, 2005). 

 

Main characteristics of SFA are “lead management, contact management, account 

management, sales forecast, sales analysis, and opportunity management” (Kumra, 2005). 

According to Morgan and Inks (2001), SFA, is based on computer hardware and software that 

enables companies to provide “automated collection and distribution of information to improve 

sales force productivity”.  

 

Indeed, through SFA, salesmen can make their operational task more productive (in time, 

but also, in efficiency with customers) by giving an easy access to profitable and useful 

information (Gohmann et al. 2005). The notion of efficiency is the main goal which explains the 

integration of SFA tools (Erffmeyer and Johnson, 2001). 

This information is collected through various sources: calls, internet, post cards requesting 

information, information from vendors.  

The main advantage of SFA is to « reduce the amount of time spent searching for potential sales 

prospects » (Gohmann et al. 2005). However, if benefits through SFA exist, many are 

unsuccessful from their implementation due to different factors (Schafer, 1997; Stein, 1998). 

According to (Gohmann et al. 2005) factors of failure are the training adequacy, the level of 

managerial commitment, the user involvement, experience and expectations.  

 

 According to Erffmeyer and Johnson (2001), the main reason of failure is the training. 

Indeed, companies do not give enough training in order to manage SFA tools efficiently. Thus, 

salesmen do not use these tools, which could be a real advantage in their daily routine. 

Furthermore, implementation of SFA is not well democratized because of its high cost of 

implementation, which involves a big deal as to whether it is implemented (Robert L. Engle 

2000). 



!
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2.1.2.3.!Functionalities!of!the!different!CRM!technology!

With the democratization of Information Technology, companies can stock more and 

more information that is relative to customers thanks to data warehouse. This information can be 

used in enhanced way thanks to data mining (Davenport, 1998). Thus, the notion of “one to one 

marketing” (Peppers and Rogers, 1993) and “Mass customization” (Pine, 1993) appeared. 

 

Thanks to CRM technology, which is mainly dominated by Enterprise Resource Planning 

(Markus and Tanis, 2000), it was possible to develop data warehouse and data mining 

(Davenport, 1998). 

Through data warehouse: customer’s data are stocked, and classified by group. Data mining 

allows for transforming this data into useful information. For instance, determining how many 

times a mother will go to the supermarket, what she usually buys, and thus, determining the best 

discount offer (Al-mashari, 2003). 

 

CRM technology allows companies to gather customer’s data, which can potentially 

implement success by targeting specific customers and classify them by groups thanks to data 

warehousing and data mining (Annamalai, Ramayah, 2011). However, Alshawi et al. (2003) 

recognized that having CRM technology does not always give success. It will only be successful 

if the company’s management define a specific strategy with a long-term vision. 

 

In conclusion, CRM was firstly a technological solution for companies and only a name used 

by CRM vendor for selling, then, it has turned out as a marketing strategy supported by CRM 

technologies, which understood progressively the potential profitability of customer’s focusing 

strategy. Nowadays, Enterprise Resource Planning dominates CRM technology. However, 

through academic researches released the idea that companies that implement such kinds of 

technology are big and well structured, but is it feasible for start-up companies to implement 

these technologies?    

!

! !
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2.1.3!CRM!as!a!real!marketing!strategy 

Based on the third definition defined in the first part, it is interesting to understand the 

renewed interest about CRM. 

Released with the advanced development in information technology, the sophistication of 

customer’s requests, the high level of market dynamism, the intensive competition and 

disintermediation oblige companies to change strategy (Crosby, 2002).  

Lindgree and Wynstra (2005) reinforce this idea by highlighting the changing environment and 

its progress in the service industry, which involve a focus on quality management and forced 

companies to change their vision from products to customers. 

 

2.1.3.1.!Definition!of!CRM!as!real!marketing!strategy!!

Indeed, Beuenger et al. (2003) define CRM as “a philosophically related offspring to 

relationship marketing which is for the most part neglected in the literature”, for the “exploration 

of CRM and its related phenomena is not only warranted but also desperately needed”. 

 

To confirm this idea of strategy and not only of technological solution, many authors deal 

with Customer relationship Management as a real and profitable marketing strategy. 

In 2000, Swift affirmed that adopting a good CRM strategy would create benefits for companies.  

In 1960, Levitt explained that companies should not focus only on selling products but also 

fulfilling customer’s needs. 

 

According to Payne and Frow in 2005, CRM is “a strategic approach that is concerned 

with creating improved shareholder value through the development of appropriate relationship 

with key customers and customer segments. CRM unites the potential of relationship marketing 

strategies and IT to create profitable, long term relationships with customers and other key 

stakeholders.” 

The key of CRM is not how to sell product anymore but how to create value for the final 

customer, which will create value for the company.  
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With the similarity of products nowadays, the main differentiation is not based on the 

core product but on the total buying experience. Levitt introduced the concept of “Augmented 

product”. 

Gummesson defined the Relationship marketing as a marketing based on interactions, which 

allows the creation of a « dialogue » between customers and marketers with a long-term vision. 

According to Morgan and Hunt (1994), CRM is “all marketing activities directed towards 

establishing, developing and maintaining successful relationships”. 

Ryals and Payne (2001) define it as “information-enabled relationship marketing”.  

 

According to Bruhn (2003): « Relationship marketing covers all actions for the analysis, 

planning, realisation, and control of measures that initiate stabilise, intensify, and reactivate 

business relationships with the corporation’s stakeholders – mainly customers – and to the 

creation of mutual value. » 

 

2.1.2.2.!The!interest!of!using!CRM!strategy!

In 1976, Baker suggested that marketing could be defined as a mutually satisfying 

exchange relationship based on a long-term collaboration with win-win strategy. As a result, the 

core value of the company is the collaboration and creation of mutual value. 

Besides, it is possible to release the point that Customer Relationship Management and brand 

strategy do not have different objectives, but they are intimately connected and serve the same 

purpose (Crosby, 2002). 

It is possible to notice that between every definition, the main point is always highlighted: the 

interaction between the different stakeholders. 

 

In practical, instead of just answering to customer’s expectation, companies start to study 

customer buying habits and trends and try to match it with revenue expectation. The aim is to 

reduce number of complaints, but also to reward customer loyalty (Hoots, 2004). Indeed, 

Customers are more demanding than ever. The intensive competitive marketplace gives today’s 

consumers a lot of choices never imaginable before. Thus, companies who cannot afford the good 

quality value are definitely out of the business (Hoots, 2004). 
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In order to survive, as we said previously, company turn from product orientation to 

customer orientation. It means that instead of analysing operation and then how delivered to 

customers, companies try to understand first the customer, and move inward to operation (Hoots, 

2004). 

 

2.1.2.3.!The!“transaction!marketing”!as!opposite!of!the!CRM!strategy!

In opposition with the Customer Relationship Management and its long-term vision, it is 

possible to highlight the transaction marketing or one-shot deal.  

Focusing on this theory; “a customer may repeatedly use the same supplier because of high 

switching costs” (Jackson, 1985). In this case, the customer does not feel the necessity to enter a 

closer relationship with the supplier. 

 

The one-to-one marketing, in opposition with the mass marketing (Kotler, 2006) involve a 

constant�consideration of the customer as an individual from companies. That is why; companies 

use CRM technology more and more in order to gain a better understanding of their customers, to 

provide an adapted solution. 

 

In summation, with the progressive main importance of customers in the business area, 

companies stopped to be orientated product, and started to be customer orientated.  

Firstly, it has been possible thanks to the appearance of the CRM technology, which enables to 

stock and use customer’s data efficiently. 

Secondly, CRM has been considered as a real strategy supported by CRM technology. It is 

possible to establish that there is a real link between CRM strategy and CRM technology, which 

enables to improve profitability through relationships between companies and customers. 

However, if the profitability of CRM technology for companies is not questionable anymore, how 

is a company to implement it to ensure success? 
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2.1.4. How implement a CRM strategy in a company 

Implementing a strategy of Customer Relationship Management involves a strategic 

framework in order to succeed. The absence of a good strategy of implementation explains the 

numerous failing in CRM initiatives from companies (Grabner – Kraeuter, Moedritscher 2002).  

 

2.1.4.1.!The!difficult!implementation!of!sustainable!CRM!technology!

 Bellenger et al. (2004) have highlighted the numerous failings of CRM technology 

implementation to deliver business results.  

 

Furthermore, Crosby (2002) showed the important failures to meet management’s 

expectation and return on investment. Indeed, many companies spent billions of dollars in CRM 

technologies. However, there was no profitability. According to the Meta group (Johnson, 2004), 

implementation failure rates are extremely high from 55 to 74%. 

 

According to Reinartz et al. (2004), approximately seventy per cent of CRM projects fail 

to achieve improvement in business performance. 

Furthermore, not only about money, the failure of CRM technology implementation can also 

damage relationships with customers (Rigby, Reichheld, and Schefter 2002). 

 

2.1.4.2.!The!necessary!reEorganization!of!the!company!

Implementing CRM Technology such as ERP obliges companies to create new business 

strategies and redefine roles of their own employees, which involve an entire reorganization of 

the company (Brown, 1995; Davenport and Beers, 1995; Dykstra and Cornelison, 1998; Ettlie, 

1998; Hammer, 1999). 

 

Big managerial efforts are necessary to change interaction between customers and the 

organization. These efforts are not always well done which result in failure (Brown, 1995). 

Indeed, giving access to lots of customer’s data to employees will not automatically make them 

good relationship managers, because employees can be overwhelmed by the numerous data and 

not use them efficiently (Crosby, 2002). 

A long-term strategy needs to involve a long process for its implementation. Indeed, 
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Crosby (2002) affirms that CRM strategy is “really about long-term, collaborative 

relationships with customers based on mutual trust”. 

 

Before implementing a strategy of CRM, the business strategy has to be considered first 

in order to understand how to develop the future CRM strategy. They have to make a review of 

the company’s vision (Davidson, 2002), and then review the industry and competitive 

environment. 

Indeed, adopting CRM technologies without focusing on the customers will not give the benefits 

of CRM implementation. The customer has to be considered as the number one factor when they 

invest in CRM technology (Ramsey, 2003). 

 

2.1.4.3!Four!steps!to!implement!sustainable!CRM!technology!

Gumesson underlined four steps to implement a good long term CRM strategy, and thus, 

CRM technology.  

First, identifying the customer individually, secondly try to know how to reach them, thirdly, 

divide customers into different groups depending of their needs and wants, and finally, interact 

with them efficiently (Gummesson, 2004).  

 

According to Crosby and Johnson (2001), in order to have a successful CRM 

implementation, it needs specific attention on four notions: the strategy, the People, The process 

and the Technology. 

 

Secondly, the customer strategy also involves the necessary identification of potential 

customers, and potential possibilities to segment them (Rubin, 1997). Indeed, a lot of research 

shows that CRM activities can create profits only when companies focus on the value of the 

customer (Gupta and Lehmann 2003).  

Focusing on customer’s value involves a durable change in the ways that customers are managed 

(Mulhern, 1999).    
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Focusing on the customer value is the opposite of cost efficiency and short-term 

revenue. But in the long term, the customer will be less costly, and the customer will be more 

inclined to accept offers from firms they trust (Crosby, 2002). 

 

In order to understand this value, companies have to analyse the “three C’s” meaning the 

Customer, Company and Competitor analysis (Kholi and Jaworski, 1990).  

To gain an understanding well of the three C’s, many concepts such as Market focus (Day 1994), 

market based learning (Vorhies and Hunt 2005) and market orientation (Narver and Slater 1990) 

has been developed in order to understand the customer’s needs, which lead to more efficient 

customer relationships.  

 

All these strategies involve new kinds of management, which are due to a change of 

thinking from companies. Companies understand that equity resides in consumer’s minds (Keller 

1993): from a product brand management to customer management (Sheth 2005), from product 

portfolio to a customer portfolio management (Johnson and Selnes 2004). 

!

2.1.4.4!The!constraint!linked!to!profit!

However, the “profit” factor is usually a short-term objective, which creates an opposition 

between what companies want to implement and what they have to do in the short term (Rowley, 

2005). 

Indeed, CRM technology requires important investments, however, these implementations are not 

always economically justified (Crosby, 2002). 

 

The notion of ROI (return on investment) is primordial. Companies agree to implement 

long-term CRM strategy and thus, important investment in CRM technologies only if they are 

sure to have profitable results. Unfortunately, it is impossible to guess if it would be a potential 

success or a potential failure. This issue represents a real obstacle to democratization of Customer 

Relationship Management (Rowley, 2005). 
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Moreover, Even if the CRM strategy would be well implement, it is important to 

know that customers will not always be inevitably loyal even if services and products are in 

accordance with customer’s requests (Rowley, 2005). 

 

In conclusion, Customer Relationship Management can be considered as real strategy 

marketing supported by CRM technology and could be a source of real benefits for companies 

who would like to implement it.  

However, the issue of profitability represents a real obstacle at its democratization, so, is it still 

possible to think that Start-up Company would try to implement CRM technology? Knowing that 

CRM technology is usually, very costly, and affordable only by bigger companies.  

 The research about customer relationship management enables to highlight that satisfying 

customers may be one of the most important goals for a company.  

Logically, the next step consists of understanding what Customer Satisfaction is and how CRM 

technology enables to increase customer satisfaction. 
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2.2 Customer Satisfaction 
“High customer satisfaction ratings are widely believed to be the best indicator of a 

company's future profits” (Kotler, 1991). If the CRM is linked to profit, the following part will 

explain the different components of customer satisfaction and how it interacts with CRM and 

profit.  

 

2.2.1 Definition of the Concept 

Customer satisfaction has been defined in many different ways, the first one based in the 

long run and the second one in the short run.  

Focusing on the long run, according to the Monash University Business and Economics 

dictionary, the customer satisfaction is the degree to which customers are pleased with the 

product and are likely to purchase the same product, or from the same company, again. In 

addition, studies from Anderson and colleagues (1994) consider satisfaction to be an "overall 

evaluation based on the total purchase and consumption experience with a good or service over 

time". 

 

Focusing on the short run, Kotler (1991) said that satisfaction could be generally 

characterized as a post-purchase evaluation of product quality given pre-purchase expectations. 

Referring to Oliver (1993) satisfaction is an immediate post-purchase evaluative judgment or 

affective reaction. In addition, the evaluation of the consumer satisfaction can be based on 

confirmation or disconfirmation of expectations (Oliver 1997, Yi 1990).  

 

Thus, in both cases, these views hold that a consumer compares what is received with a 

pre-consumption standard or expectation. In addition, in order to reach satisfaction, it is 

necessary to examine potential factors of dissatisfaction (Grandinetti, 2001). 

Moreover, satisfaction is best specified as a function of perceived quality and “disconfirmation”, 

the extent to which perceived quality fails to match pre purchase expectations (Anderson, 

Sullivan, 1993). 
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Going further, high customer satisfaction can lead to increased customer retention and 

loyalty, resulting in positive economic outcomes (Garvin 1988, Bolton 1998). We will examine 

those aspects in the following parts. But firstly, we will focus on a model established in order to 

understand this concept, known as American Customer Satisfaction Index (ACSI).   

 

 In resume, customer satisfaction insures profit. This concept is based on the comparison 

between pre and post purchase evaluation and the degree in which the customer is likely to buy 

again from the same company.  

 

2.2.2 American Customer Satisfaction Index 

 Customer satisfaction has been measured at the overall level (as in the ACSI).  

The ACSI is a general, cross-industry model that provides market-based performance measures 

for firms, industries, sectors and nations. It measures the quality of goods and services as 

experienced by consumers (Fornell, Johnson, Anderson, Cha, & Bryant, 1996) and gauges their 

actual and anticipated consumption experiences (Anderson & Fornell, 2000). 

 

According to the model, a positive association exists between perceived customer 

expectations and perceived quality, perceived value and satisfaction.  

To add clarity on this explanation; the perceived value is the consumer's objective assessment of 

the utility of a brand based on perceptions of what is given up for what is received (Zeithaml, 

1988).  

Then, the perceived quality is the degree and direction of discrepancy between customers' 

perceptions and expectations (Sasser et al. 1978, Zeithaml, Parasuraman 2004).  In turn, 

satisfaction has a positive association with loyalty and a negative association with complaints. As 

such, loyalty is directly explained by customer satisfaction and customer complaints regarding 

the product or service (Insch, Florek, 2008). 
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 To sum up, if the customer satisfaction is deeply linked to profit, it is mostly due to 

satisfaction resulting in customer loyalty. If customers think that the brand sells good quality 

products it means that the perceived value is adapted to the customer expectations. The contrary 

is dangerous for the company if the customer is complaining. In turn, perceived quality 

influences customer satisfaction, which enables customer loyalty."!

Going further, we will define precisely the customer loyalty, which can increase customer 

satisfaction and profits. !
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2.2.3 Customer Satisfaction Metrics  

2.2.3.1 Customer Loyalty 

 Oliver (1997) defined loyalty as a deeply held commitment to rebuy a preferred product 

or service consistently in the future. Hart and Johnson (1999) added that customers are loyal 

when they have been consistently satisfied over time. Like in the ASCI model, loyalty appears as 

a consequence of customer satisfaction.  

 

For example, the customer’s service provider loyalty is defined precisely by Fornell et al. 

(1996) as a favorable attitude toward a specific service provider that leads to a combination of 

repurchase likelihood of additional services from the same provider and tolerance to price 

increases. Thus, behaviorally, consumers can be defined as loyal if they continue to buy the same 

product over a period of time (Jacoby, Chestnut, 1978).  

To sum up, the consumer loyalty is linked to the buying repetition in the long run and the 

increasing price acceptance.   

 

Focusing on the advantages, loyal customers create a viral effect and praise a company to 

their friends, families and colleagues (Reichheld, 2003).  

To continue with the example of the service provider, customer loyalty performs a diverse 

set of behaviors that signal a motivation to maintain a relationship with the local firm, including 

allocating a higher share of the category wallet to the specific service provider, engaging in 

positive word of mouth, and repeat purchasing (Zeithaml et al. 1996). 

 

As we have seen, customer satisfaction is linked to customer loyalty. But customer 

satisfaction is equally linked to customer retention.  “The main objective of customer satisfaction 

programs is to increase customer retention rates” (Lee et al. 2001). The following part will 

develop this aspect.  

To conclude, if the customer satisfaction makes the customer more likely to buy again from the 

same company, customer loyalty is the concrete action of repetitive purchases and the increasing 

price tolerance.  
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2.2.3.2 Customer Retention & Acquisition 

Firstly, according to the Manish University Business and Economic dictionary, customer 

retention is the process by which a firm maintains the existing customer base by establishing 

good relations with all who buy the company's product. 

Customer retention can be perceived as the probability of a customer repeatedly buying from a 

firm (Gupta and Zeitham, 2006). 

 

Two classes of customer retention models exist; "lost for good" and "always a share" 

(Dwyer 1997, Jain and Singh 2002). On one hand, customer defection can be perceived as 

permanent. On the other hand, the “always a share” class considers customers switching to 

competitors as transient. According Dreze and Bonfrer (2005) customers should be treated as a 

renewable resource. 

 

Secondly, according to the Businessdictionnary.com, customer acquisition is the process 

of persuading a consumer to purchase a company’s goods or services.  

Then, studies have suggested models that link customer acquisition and retention. For 

example, Hansotia and Wang (1997) indirectly linked acquisition and retention using a model for 

acquisition and a right-censor. 

 

Moreover, some authors say that customer retention is linked to customer acquisition 

because of the increasing cost of customer acquisition: “As cost of customer acquisition 

increases, firms attempt to maximize returns from existing customers. Many firms believe that 

cross-selling improves customer retention. In other words, customers who buy multiple products 

from a firm are likely to be more loyal. This may indeed be true. However, the evidence to date is 

generally correlational. Causality may, in fact, go in the opposite direction; customers who are 

more loyal to a firm may tend to buy multiple products, instead of the other way around”. (Gupta 

and Zeitham, 2006). 
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In summation, customer acquisition, retention, and cross-selling determine the long-

run profitability or lifetime value of a customer (CLV). CLV is defined as the present value of all 

future profits obtained from a customer over the life of their relationship with a firm.  (Gupta and 

Zeitham, 2006). This allows us to go further and characterize the link between customer 

satisfaction and profitability in the following part. 

 

To conclude, if customer loyalty is the action of repetitive purchases and the increasing 

price tolerance, customer retention is rather the concrete action than the company does to make 

their customers repeat their purchases. Customer retention is deeply linked to customer 

acquisition because if the acquisition cost increases, companies have to keep their customers by 

improving their customer retention. Cross selling is positive for the company because of its 

increases the retention rate in a way. 

 

2.2.4!Customer!satisfaction!and!profitability!

Through increasing loyalty, customer satisfaction helps to secure future revenues (Fornell 

1992; Rust et al. 1994, 1995), reduce the costs of future transactions (Reichheld and Sasser 

1990), decrease price elasticity (Anderson 1996), and minimize the likelihood that customers will 

defect if quality falters (Anderson and Sullivan 1993). 

The research has focused on establishing a link between satisfaction and financial impact. 

Researchers have used different metrics for financial performance: profit, stock price (Gruca and 

Rego 2005; Anderson et al. 2004), return on assets (Hallowell 1996), return on investment 

(Anderson and Mittal 2000; Anderson et al. 1994), cash flows (Rust et al. 2004) and so on. 

 

In most cases, improving customer satisfaction lowers costs associated with defective 

goods and services, such as warranty costs, field service, reworking/replacing defective goods, 

and handling/managing complaints (Crosby 1979; Fornell and Wernerfelt 1988; Garvin 1988, 

Gilly and Gelb 1982, TARP 1979). Word-of-mouth from satisfied customers reduces the cost of 

attracting new customers and improves the firm's general reputation, while dissatisfied customers 

naturally produce the opposite effect (Anderson 1994; Fornell 1992). Then, empirical work 

suggests that firms providing superior quality enjoy higher economic returns (Aaker and 
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Jacobson 1994; Anderson et al. 1994; Capon et al. 1990, Nelson et al. 1992). As we have 

seen before, satisfaction is deeply linked to perceived quality.  

 In addition, according to Rust and Zahorik (1993) there is a positive relationship between 

customer satisfaction and market share. This demonstrates that a firm's ability to satisfy its 

customers is an important determinant of its business performance.  

 

However, according to Anderson et al. (1997) the association between customer 

satisfaction and profitability is not always compatible. Principally because increasing customer 

satisfaction is expensive.  

In addition, the Anderson’s team’s findings indicate that the association between changes 

in customer satisfaction and changes in productivity is positive for goods, but negative for 

services. Furthermore, while both customer satisfaction and productivity are positively associated 

with return on investment (ROI) for goods and services, the interaction between the two is 

positive for goods but significantly less so for services. 

 

Going further, appropriate applications of information technology may improve both 

customer satisfaction and productivity simultaneously (Anderson et al. 1997). Thus, there is a 

direct link between using IT and improving customer satisfaction. 

In addition, IT can be perceived as a part of marketing theory, because IT has changed 

RM by the new networks it has generated within which we can interact (the Internet, email and 

mobile telephony), (Gummersson, 2008).  

In the last part, we will characterize the link between CRM’s technology and customer 

satisfaction. 

 

In resume, effectively enhancing customer satisfaction is a way to increase future profits, 

especially on the long run. Actually, rather than increase profits directly, customer satisfaction 

lowers costs, which has a positive effect upon profits. Customer satisfaction is possible thanks to 

IT.  
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2.2.5 Customer satisfaction and Customer relationship management 

Whyatt and Koschek (2009) explained that the new way of doing business is based on 

relationship, and that CRM, loyalty and quality are constantly linked. This correlation leads to 

increased customer satisfaction, which is profitable for companies (Vukmir, 2010). 

 

CRM allows creating interaction between both parts, which means, the internal links 

(entire organization) with the external (customers). In this way, it allows for a better 

understanding of what the customers want, what are their needs, and in this way, offer services 

and products in accordance with the customers’ requests (Rowley, 2005). Concerning the CRM, 

it is possible to highlight two strategies, the notion of Offensive (customer’s acquisition) and 

defensive (customer’s retention) strategy (Rowley, 2005). 

 

She explained that it is easier to keep customers than looking for new customers. 

Reichheld and Sasser (1990) found that retaining 5 percent more of its customers enable the 

business to increase its profits by 25/125%. 

Another statistic according to the study by the Gartner Group; « profits would be raised 100% by 

retaining another 5% of customers ». 

Not opposing both strategies, but making them complementary, using CRM enables firms 

to keep customers and at the same time, attract new customers (Whyatt and Koschek 2009). 

 

Pressey and Mathews (1998) opposed this idea by emphasizing difficulties to keep 

customer’s loyalty and the satisfaction. 

Even if the CRM strategy would be well implemented and answered demand in the right 

way, it is important to know that customers will not always be inevitably loyal (Rowley, 2005). 

Not only waiting for product that they want, it is also necessary to innovate and create requests. 

“You can’t just ask customers what they want and then try to give that to them. By the time you 

get it built, they’ll want something new.” - Steve Jobs, Co-founder, Apple                           

It is necessary to consider the “human” factor as non!rational and uncertain, furthermore 

in a context of economic crisis. 
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 According to Wu and Walton (2005), the main reason for managers to implement 

CRM is to improve customer satisfaction levels, retain existing customers, improve Customer 

Lifetime Value (CLV), provide better strategic information to a firms areas (sales, marketing, 

finance), acquire new customers and finally save cost. But improving customer satisfaction levels 

remain the most important criteria.  

 

 To conclude, CRM strongly links companies and customers thanks to IT. In this way, it 

manages interactions between both. CRM enables customer retention, acquisition and satisfaction 

as well, because it enables companies to answer the demand in the right way. Improving 

customer satisfaction levels is the main reason for managers to implement CRM solutions.  
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2.3 Start up  
Symbolizing the integration of the notion of “individual customers” effectively and of 

new technologies, start-ups are usually more orientated services and places the customer in the 

main centre of their preoccupations (Aes and Audretsch, 1990). 

It is possible to say that start-up is one of the main actors of the new business area. 

Creating on average, three million jobs per year, which represents approximately five per cent of 

the total employment creation (Kane, 2010), start-up definitely plays a real role in the new 

business area as important as big companies.  

We will try to understand in the first part, which are the characteristics of a start-up, then 

understand their importance and efficiency in the business area. To finish, understand which main 

key of success of start-up. 

 

2.3.1 Start-up characteristics 

 This new kind of company has three main different elements that characterize them. 

Firstly, the small size, according to the Kauffman Firm Survey which interview more than five 

thousand businesses per year, more than ninety eight per cent of start-ups have fewer than twenty 

five employees.  

Secondly, the importance of new technologies in their business, indeed, according to Wahlsham 

and Sahay (2006), Information Technology takes such an important place in every step of the 

development of the company.  

Thirdly, the strong potential of growth of start-up company; Working on unexpected fields in 

order to answer to future population’s requests, start-up companies are highly involved in 

creation of innovation (Aes and Audretsch, 1990). 

 

 To sum up, small size, new technologies and strong potential of growth thanks to a 

constant commitment in the answers to customer’s expectations are the main characteristics of a 

start-up company.  

Usually in phase of launching and development, it is relevant to think about a question, do start-

ups really have a necessity to use CRM technologies knowing that they are working on unknown 

field in order to create new products, services on existing or un-existing market? 

!
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2.3.2. Start-up efficiency in business area 

According to Wennekers and Thurik (1999), important entrepreneurial activities are 

positive for the economic growth. However, in an economic crisis context, it is hard for big 

companies to increase business, and most of them have policy of cost reduction (Power, 2011). 

Though, many start up succeeded to make profit, certainly thanks to its small size, infrastructures 

and employees are less costly. 

For instance, Tocaboca implemented in Stockholm create funny smartphone apps to entertain or 

help people in everyday life, or J’aime attendre implemeted in Paris, allows people in real time to 

know rush hours of call centers in order to call at better hours, not full of calls. 

 

However, it is necessary to put things into perspective. If small firms are more productive 

about future industrial knowledge, larger firms can still definitely be better in order to use 

innovation to make profits (Cohen and Klepper, 1996).  

Besides, to reduce the lack of productivity in innovation, bigger companies have a strategy of 

“property rights buyers” or “firm acquirement” in order to benefit of this new knowledge (Cohen 

and Klepper, 1996). 

 

To remake a link between economic growth and innovation, it is possible to highlight the 

fact that small companies such as start-up are twice as productive in innovation than bigger 

companies with less spending in R&D (Aes and Audretsch, 1990).  

To confirm this theory, it is proved that rates of research productivity are higher for small 

companies than for big companies (Bound et al. 1984), and that a critical role is played by 

anindividual inventor, by noticing that more than half of innovations are not created in research 

organization (Jewkes, Sawers, Stillerman 1958). 

 

However, it is important to contrast this idea. Productivity of small firms is not global, but 

usually “ a niche market” in some industries, which involve technological opportunities. Besides, 

the productivity of small firms will be different depending of the country. For instance, according 

to previous studies, productivity in United States is more conclusive (Scherrer, 1984). 
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To conclude, due to the global crisis by which the economic world is confronted with, 

bigger companies have difficulties to develop themselves. The size and innovative advantage of 

start-ups allows them to be considered as a future important player of the modern economy.  

Thus, considered as the future and being concerned by the potential of customers, it is possible to 

think that start-up might use CRM technology in order to make better customer acquisition and 

customer retaining. However, many others factors included in the process play important role in 

the success of start-up. The next part consists of analysing which is the key of success for start-up 

companies. 

 

2.3.3 Key of success of start-up companies 

 Even though if many start-ups are launched, lots of companies fail. According to many 

authors, there are keys of success to consider in order to make companies sustainable. Many 

factors are important such as the motivation of the manager to develop his company. 

The capabilities of planning which means, to have a long term vision in order to prepare the 

future, and anticipate potential threats or opportunities to make sure to prosper in the long term.  

The market choice is also very important, trying to find opportunities in business instead of doing 

like other companies and working on unexpected field and potential technologies. 

And finally, the notion of resources which could be financial or human in order to develop the 

company is important as well (Greve and Salaff, 2003; Park and Bae, 2004).      

   

To reinforce the idea of resource, it is possible to affirm that resources and institution are 

the factors, which will determine the survival and growth of a start-up (Meyer and Peng 2005). 

 

According to Lee et al. (2001), resources can be divided in two parts: internal and 

external.  

The internal one has positive effect on performance of a start-up (Lee et al., 2001) and includes 

financial resources, technological capabilities and human capital (Lee et al., 2001; Meyer and 

Peng, 2005). 

The external one includes network of people (social or business), which could complete the 

internal part. For instance, knowing that big companies have lack of investment in potential 

technology because of their ignorance, big companies give financial resources in order to help 
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start-ups to develop their researches, and hope to be able to benefit from the potential future 

success available (Greve and Salaff, 2003; Lee et al., 2001; Packalen, 2007). 

 

The institution can also be divided in two parts. The formal institution, which represents 

the entire rules, regulates the market, the business and the country. It is important for start-up 

companies to consider them well, because they can protect Information Technology investments 

(Walsham and Sahay, 2006).  

The second part is the informal institution. Indeed, it can also represent the entire social norms 

and cultural aspects. Depending on the country, it will have an important role in Start-up 

Company’s activity (Meyer and Peng, 2005). 

 

In resume, in order to prosper, a start-up has to take into consideration the power of IT 

and customers, but also, its resources that can be internal or external, and the power of 

institutions that could guarantee a good survival and a good growth.  Furthermore, others factors 

are sources of sustainability and success such as motivation of the manager, its ability to plan in 

long-term range and market choice are very important for a sustainable business development. 
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3. Methodology  

3.1 Deductive or inductive 

 It is possible to determine whether the research is deductive or inductive.  

The research will be deductive if it starts from general ideas and theories to specific and 

particular situations (Neville, 2007). 

An inductive research starts from a particular situation to general ideas (Neville, 2007). 

 

 
Neville, 2007 

 

Working on topic where there is a lack of knowledge, it was necessary to understand 

every key notion of the thesis clearly. That is why, the frame of references enabled to get the 

necessary knowledge to develop a new theory.   

Starting from general ideas about start-up companies, Customer Relationship Management and 

Customer Satisfaction, we tried to compare the general ideas, with particular situations by 

observing real start-up companies. 

!
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3.2. Quantitative or Qualitative research  

According to Powell (1999) and Kim (1996), quantitative research consists in practising 

descriptive, exploratory or explanatory studies. Patton (2002) defined qualitative research as 

attempting to understand the unique interaction in a particular situation. The purpose of 

understanding is not necessarily to predict what might occur, but rather to understand in depth the 

characteristics of the situation and the meaning brought by participants and what is happening to 

them at the moment. The aim of qualitative research is to truthfully present findings to others 

who are interested in what you are doing. 

According to Williams (2003), qualitative research is concerned with the qualities that things 

have. It is used in order to develop in depth studies of small groups or individuals. 

 

According to Patton, the main difference between qualitative and quantitative is based on 

the method of sampling.  

On one hand, the qualitative uses judgement sampling (non-probabilistic), which involves the 

selection of representative elements (Deming, 1950), a smaller size smaller than quantitative 

research (Bradley, 1993), more subjective and involves examination on intangible aspect such as 

values, attitude and perception. Usually easier to start, it can be difficult to interpret and present 

findings (Neville, 2007). On the other hand, according to Neville (2007), quantitative researches 

main objective is to collect and analyse numerical data in order to measure a phenomenon. It is 

difficult to design initially and can be easily presented statistically. 

 

 According to Relevant Insights, LLC (2010), qualitative research is used to develop an 

initial understanding of an issue or a problem, look for a range of ideas or feeling about 

something, understand different perspective between different groups, uncover underlying 

motivations and factors that influence decision-making, provide information needed to design a 

quantitative study, explain finding from a quantitative study. 

 

 Differently, quantitative research is used in order to recommend a final course of action, 

find whether there is consensus on a particular issue, identify evidence regarding cause-and-effect 

relationships, describe characteristics of relevant groups of people, test specific hypotheses and 

examine specific relationships or identify and seize market segments. 
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 Being aware of the difference between qualitative and quantitative studies, its 

advantages and disadvantages, qualitative research is the more appropriated to answer the 

research question. Indeed, studying the use of CRM by small companies has not been studied 

through academic research; this study can provide primary knowledge that could design a 

quantitative study later on.  

Secondly, a qualitative study has many advantages for the issue studied. Indeed, contrary with 

quantitative study which allow verifying and checking an existing knowledge, a qualitative 

research has the advantage to be able to “Develop an initial understanding of an issue or a 

problem”.  

 

Besides, a qualitative data are usually in the form of words rather than numbers (Miles 

and Huberman, 1994). Words are based on observation, interviews, or documents (Wolcott, 

Prior, 1992, 2003). In addition, Silverman thought in 1997 that most qualitative inquiry is 

grounded in information collected from observation, text, talk, and interviews. In addition, more 

than the books, Internet communication can be perceived as a tool for qualitative research 

(Markham, 2008). Annette N. Markham added that Internet technologies have the potential to 

shift the ways in which qualitative researchers collect, make sense of, and represent data. 

 

Then, in one hand, interviews are a way to support qualitative research (Miller, 2001). But 

in another hand, according to Denzin in 1993, it is impossible to understand a real-life person 

“between the two covers of a text”.  

In addition, qualitative data can be based on visual data (Emmison, Smith, 2000) or face-to-face 

interaction (Heritage, Maynard, 2004). Thus, it matches perfectly with the new problem 

investigated.  

 

 

 

 

 

! !
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3.3.!Type!of!research!

Literally, The term “Research” means search for knowledge. More orientated student 

academic study, according to Clifford Woody, research is “defining, redefining problem, 

formulating hypothesis and suggested solutions; collecting, organising and evaluating data, 

making deductions and reaching conclusions”.  

For Redman and Mory (1923), it is “a systematized effort to gain new knowledge”. According to 

Degu and Yigzax (2006), there are two types of research. The basic research, allows generating 

new knowledge, and applied research allows identifying priority problems. 

The main purpose of doing research is diverse. From reviewing existing knowledge, 

through providing solutions to problems, exploring general issues, or explaining new 

phenomenon to generate new knowledge or even combining most of these purposes (Collis & 

Hussey, 2003). 

 

 3.3.1. Primary and secondary research 

The objectives of studies are to find out answers to questions through the application of 

scientific procedures. 

There are two kinds of research, which are primary and secondary. 

 

 The primary research is the study of a subject through investigation and observation.  

In order to do it, it is possible to analyse the workplace or the conduction of a survey interview in 

order to have more information, or analysing a literary or historical text (Clarke, 2005).  

Information from a primary source can be statistical data, historical data. The secondary research 

involves the examination of studies done by others researchers. The secondary sources can be 

books, articles, journals, and scientific debates etc (Clarke, 2005). 

Usually, in order to have a good research, it is usually necessary to involve both kinds of research 

(Clarke, 2005). 

 

The secondary research, based on examination of studies, is the model used for the frame 

of references. Starting with no such big knowledge about the issue, it was compulsory to get the 

necessary knowledge to resolve the problem. In order to understand the different key notions, the 

research has been based on a secondary research. 
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In order to go further, and willing to compare the theoretical situation and the practical one, 

the conduction of a primary research to get investigations and meet start-up owners to understand 

is necessary. 

 

3.3.2. Descriptive, exploratory and explanatory research 

 The research involves the choice of the kinds of research use. According to theories, there 

are three models of research. There is the Descriptive research, which involves describing the 

situation and phenomenon. 

According to Degu and Yigzax (2006), a descriptive study refers to the population and the time. 

According to the Neville (2007), descriptive research allows to identify and classify elements of a 

subject. Usually, quantitative techniques are used to collect, analyse and summarize data. 

 

 Then, there is the Explanatory research, which involves clarifying why and how there is 

relationship between two or more aspect of a situation.  

According to Neville (2007), Explanatory research also called analytical research is an extend of 

the descriptive approach and allows to understand why and how something is happening. Main 

characteristics of this kind of research are in locating and identifying the different factors 

involved. 

 

 To finish, there is the exploratory research used to explore an area where knowledge is 

weak. 

According to Degu and Yigzax (2006), an exploratory study consists of doing a small-scale study 

in short time. Usually use when the knowledge about a subject is little. It is possible to balance 

with description to make some comparison.   

According to the Bradford School of Management, exploratory research is used when few or no 

previous studies exist. The aim is to find out hypotheses, ideas that can be test and will form the 

basis for further research. Usually, case study, observation and documentaries reviews are used to 

conduct this kind of research. 
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Exploratory research fits totally with the issue, because the research regarding the 

relation between start-up companies and CRM is really poor. Exploratory research is a good way 

to explore “an area where knowledge is weak”. 

Based on the frame of references, and the theoretical situation analysed by academic studies, the 

analyse of data will permit to analyse if this theoretical situation in big companies is applicable in 

small companies such as start-up.  

 

3.4.!Sampling!

In order to conduct a qualitative research, the study focuses on a sample because it is not 

possible to study the entire population that we are interested in. It would be too costly in time and 

money (Babbie, 2001). 

 

3.4.1.!Definition!sampling!

According to Trochim (2006), sampling is “the process of selecting units from a 

population of interest so that by studying the sample we may fairly generalize our results back to 

the population from which they were chosen”.  Thus, it consists of choosing a part of population 

being studied. Many techniques exist in order to collect data from sample. 

 

According to Ranjit Kumar, sampling is the process allowing selecting few people (the 

sample) from a bigger population (sampling population). Thus, a sample is a subgroup of the 

population we are interested in.  

 

According to Degu and Yigzax (2006), Sampling involves the selection of number of 

people defined from the study population. The population is too large, that is why it is necessary 

to collect data from a sample hopint that it would be representative of the target population. There 

is the target population also called the “study population” which is the population about an 

investigator wants to draw conclusion. (Degu and Yigzax,  2006). 

And the study population also called sample which is population choose about a conclusion can 

be made (Degu and Yigzax, 2006). 

 

 



!

!

44!

The sampling process is long and rigorous. By sampling, the aim is to make an 

“estimate” of the average of population in order to analyse in lower scale the different results 

(Ranjit and Kumar).  

 

 The first step consists of defining the population also called “the study population”. The 

population represents all people or items with the characteristics that we want to understand  

(Kumar, 2005). 

Being too timely and costly, it is not possible to analyse the entire population that is why it is 

necessary to choose a group in the population based on criteria, which could represent the 

average. It is called the sample (Ranjit and Kumar, 2005).   

 

 The process of sampling is long and rigorous from determining sampling frame to 

collection of data. Usually, it is possible to define five steps. The first one is to determine the 

sampling frame, the second one is to determine the sampling method, thirdly to determine the 

sample size, then to create a sampling plan and to finish sampling and collecting data. 

 
 Working on start-up, it involve the use of a sample of companies with the three main 

characteristics developed in the frame of references about start-up companies such as the small 

size, the importance of IT in their business, the strong potential of growth due to their 

involvement in creation of innovation.  

A fourth characteristic has been defined: the level of development. Indeed, according to the frame 

of references, Customer relationship management is used in big companies. However, start-up 

usually in launch step or in development step will have different resources and requirements 

depending on their growing process. That is why, it is interesting to add this characteristic to 

analyse later the possible difference of use due to the growing process. 
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3.4.2. Methods of sampling 

According to academic research, there are two main categories of sampling techniques: 

the statistical sampling also called probabilistic sampling which integrate simple random 

sampling (whole population randomly), stratified sampling (random in target groups), systematic 

sampling or cluster sampling, and the non-statistical sampling also called non-probabilistic 

sampling methods (Degu and Yigzax, 2006), which integrate judgemental (also called purpose 

sampling), accidental sampling, quota sampling or snowball sampling (Ranjit and Kumar, 2005). 

According to the research conducted, the non-probabilistic sampling method is the more 

appropriate to the research knowing that a qualitative study is conducted. That is why, the next 

steps consists of defining what the different options are as non-probabilistic sampling, and which 

one will be chosen. 

!

3.4.2.1. Non probabilistic sampling 

 The non-probabilistic used for qualitative research is more subjective and involves 

examination on intangible aspect such as values, attitude, perception (Neville, 2007). In the non-

probabilistic sampling, there are four different options. 

 Firstly, the Accidental Sampling also called convenience sampling is based on the 

convenience to access to the sampling population. Unlike Quota sampling, which integrates 

criteria, convenience sampling does not at all. The accidental sampling has almost the same 

advantages and disadvantages (Kumar, 2005).  Accidental sampling; “is a method in which for 

convenience sake the study units that happen to be available at the time of data collection are 

selected” (Degu and Yigzax, 2006). 

 

 Secondly, following the convenience sampling, there is the Quota sampling: Based on the 

convenience, quota sampling also adds some criteria and characteristics. The quota sampling is 

between the judgement and the convenience one. 

The advantages are the least expensive way of selecting sample, it is not necessary to have any 

information and it guarantee the integration of type of population needed. 

However, the disadvantages are that quota sampling are not probabilistic, thus it is not possible to 

generalize findings to the population. (Ranjit and Kumar, 2005). Quota sampling “is a method 
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that ensures that a certain number of sample units from different categories with specific 

characteristics appear in the sample that all these characteristics are represented”. The 

investigator stops interviews when he has filled his quota. (Degu and Yigzax, 2006). 

 

 Thirdly, there is the Judgemental sampling also called Purposive sampling, which is based 

on the judgement of the researcher to know what the best information to provide study objective 

is. Convenience is not considered; the researchers only contact people that he considers as useful. 

The main advantage is to describe a phenomenon and develop knowledge about new subjects. 

However, it is difficult to use this kind of sampling, because it is costly in time and money. 

(Kumar, 2005). Also called purposeful sampling, it is focused on a limited of respondents chosen 

strategically in order to have the best information into an issue about which little is known (Degu 

and Yigzax, 2006). 

 

 To finish, the Snowball sampling is based on selection of sample using networks. First, 

few individuals are selected, then, these people will select people who will be part of the sample 

and so on. This process continues until the saturation point is reached. 

The main advantage is its possibility to analyse even if we know few about the sample, because it 

allows making a first contact, and then the selection is automatically done. However, the study 

can be biased knowing that the selection of people resulted from first people choice.  

Building up a sample through informants; for instance, start with one person who suggest another 

one and so on (Neville, 2007). 

 

According to Degu and Yigzax (2006), all these methods are not always representative of 

the population. Besides, it is possible that some random errors will false the reliability of the 

study.  Moreover, it is difficult to evaluate the quality of the data (Litwin, 1995). However, it is 

necessary to make sure to collect data as good as possible, which are reliable and valid. In order 

to have at least, the best quality of data possible, it is possible to establish guidelines on sampling 

procedure, a clear explanation of the purpose and an instruction sheets to understand how to ask 

and record answers (Degu and Yigzax, 2006). 

3.4.2.!Sample!size!determination!

 Before starting the study, it is necessary to decide how many people will be studied. It is 
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necessary to consider the whole study before beginning. If the study is too small, results 

could be imprecise or false. However, if the study is too large, it will be too costly in money and 

time (Degu and Yigzax, 2006).  

Thus, the perfect size is between the desirable and the feasible. The feasible is determined with 

the available resources, and the desirable is determined with the better objectives (Degu and 

Yigzax, 2006). 

 

The desirable situation would be to sample as many as possible of companies at different 

level of development in order to have the more relevant data possible.  However, based on the 

feasible situation, it is necessary to deal with the available resources: time, traveling capabilities, 

and budget. 

 Moreover, conducting a qualitative study, trying to find out if start-up companies are 

using CRM technology, and if it the use is different depending on the development step of the 

company, it is not necessary to collect as much information as possible. It is more relevant to 

collect from two companies at two different level of development. 

 

The two companies selected at two 

different level of development are 

Elinnovation AB, a young start-up 

company implemented in Halmstad 

and 1dea’/s, a matured start-up 

implemented in Barcelona.  

Working on a qualitative research 

and based the research on two start-

up company, the next step consists 

of doing two case study of 

Elinnovation AB and 1dea’/s. 

! !

How!?!Thanks!
to!interviews!
with!managers!!
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3.5.!Case!study!

 Conducting two cases study, it is necessary to understand what is a case study and how to 

conduct it. 

According to Yin (1984), a case study allows for the understanding complex issue. Considering a 

case study is necessary when the main question is how and why, and that it is not possible to 

manipulate behaviour of those involved in the study. Besides, case study can be used when 

researchers believe that there is a continued phenomenon, which could be explained (Yin, 2003). 

Case studies are selective and are focused on a few issues (one or two) in order to understand 

them (Tellis, 1997). 

   

According to Miles and Huberman (1994), diverse sources can be used to conduct cases 

studies such as interviews, documentation, and observation. 

According to Soy (1966), it is possible to define the case study researches in 6 tasks. The first one 

is to determine the research question, the second one is to select the cases and determine the data 

gathering techniques, the third one consists of preparing to collect data, the fourth consists of 

collecting data in the field, the fifth consists in analysing data gathered, the last one consists of 

preparing a report. 

 

 It is important for researcher to be careful to not have too many objectives for a study, in 

order to avoid it; it is necessary to create boundaries (Stake, 1995).  

 Yin (1993) identified three kinds of case studies: Exploratory, Explanatory and 

Descriptive.  

Then, in 1995, Stake has identified three others: Intrinsic (when researcher has an interest for the 

subject); Instrumental (In order to understand more than what is already known) and Collective 

(When a group of cases is studied). 

 Yin highlighted three models; the explanatory cases study is used in order to find answers 

when an issue has been practically identified, but which is not possibly explained thanks to 

survey or others methods (Yin, 2003). The exploratory cases study is used to explore situations in 

which intervention evaluated have no clear answers, outcomes (Yin, 2003). And the descriptive 
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cases study is used to describe a phenomenon in a real life context in which it occurred (Yin, 

2003).  

 Based on a qualitative study, and using an exploratory research, in order to develop a new 

knowledge, quantitative questionnaires would not make sense. Willing to have deep information 

to develop case study about the two companies, the best way is to meet start-up companies 

owners. Participative method would not be possible due to the available resources that we have. 

How organizing a meeting with many owners? This situation would be desirable. However, it is 

not feasible, because of the difficult planning. It is already hard to find time with owners 

individually, so it would certainly be harder together. 

 Finally, the best way to collect data is in depth interviews. Allowing gathering precise and 

deeper data than questionnaires, but also, enables to meet and discuss with the owners, it would 

be possible to understand their point of views, their situations. 

 The next part consists of understanding, which are the different instrument collective data, and 

why the interviews have been chosen. 

 

3.6. Instrument collective data 
 Before choosing the instrument, it is necessary to identify every tool. Many solutions are 

possible. However, depending on time and money that each researcher has, it is necessary to 

adapt the solution to use. It is possible to highlight the importance of the reliability and the 

validity of data when researchers want to collect data (Babbie & Mouton, 2001). 

The choice of tools is based on the accuracy of information gathered and on the practical 

consideration (time, resources, facilities) (Degu and Yigzax, 2006). 

 

 According to theories, there are three main ways to collect which are participant 

observations, questionnaire or interviews.  

However, based on a qualitative research in order to realize case study, the questionnaire is not in 

accordance with the requirements.  

Indeed, questionnaires are used because it allows for the collection of data by asking each 

member of the sample, the same question. Questionnaires can be printed or in electronic forms. 

(Saunders, Lewis & Thornhill, 2003).  
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According to Degu and Yigzax (2006), every respondent answers by himself with the 

possibility to have an interviewer present to give assistance. This technique is one of the simpler 

ways to collect data and it is also cheaper. However, some questions about the reliability and 

validity can be released. 

There are different kinds of questionnaires: online, postal, telephone, interview (Saunders, Lewis  

& Thornhill, 2003). 

 

 Thus, two solutions remain possible, the participant observation and interviews.  

According to the Bradford School of Management, participant observation is when research 

observes the group in order to analyse them. This method can be used as complement as well as a 

primary way to gather data.  

The researcher can play an overt or covert role (Gill and Johnson 1977).  

Willing to have deep information from owners of start-up companies, the participant observation 

is not in accordance with the research requirements.  

 

 The only solution, which is the more in accordance with the exigencies of the research, is 

the interviews. Indeed, interviews have many advantages in order to get deep information.  

The advantages of interviews are the possibilities to stimulate the respondents interest, to limit 

the anxiety with interviewer help, the capacity to ask follow up question to clarify answer, and to 

make observation at the same time (Degu and Yigzax, 2006). However, it needs the experiment’s 

interviewers to be neutral (Degu and Yigzax, 2006). 

 

 According to Neville (2007), there is three kind of interviews: structured, semi structured 

and unstructured. 

According to the Neville (2007), structured interviews involve use of questionnaires based on 

determined set of question. Questions are read out with neutral tone. 

According to Degu and Yigzax (2006), semi-structured interviews one can be used when 

interviewer already identified aspect he wants to be ensured. It is possible to decide areas to 

cover, and tolerate unexpected answer from respondents in order to have more details and more 

discussion. It involves series of open- ended question based on the topic to cover. The interviewer 

can also change question to have original response. 
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S Compare!academic!research!about!
CRM!in!!big!companies,!and!!the!

empirical!research!about!CRM!in!

startSup!companies!

 According to Neville (2007), structured interviews involve a list of themes and areas 

to be covered. Some question will be standardized, but some others will be from free expression 

depending on the situation. 

To finish, unstructured interviews have no structure at all. The aim is to discuss a limited number 

of topics. The questions are based and previous answers. The main difference with semi 

structured is that the non-prepared set of question. 

 

 Usually, qualitative interviews are informal. However, it will depend on skill in 

conducting the interview (Degu and Yigzax, 2006). 

According to Neville (2007), is based on informal discussion where interviewer tries to explore a 

topic in spontaneous way. Even if there is no set of question, the interviewer has a pre decided 

range of topics to cover in the discussion. 

 

 According to the Lingayas Institute of Technology, the researchers set questions plan use 

trough planned interviews. 

In order to avoid time consuming, and non-relevant question, a guideline has been developped 

(Appendix p. 78) to establish clearly the main objectives, and collect relevant data following a 

logical order. However, answers will not be only focused on question plan, and good liberty will 

exist for the interviewed person to go further, explain deeper. 

 

  

Organizations!
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4. Empirical Study 
 Based on a guideline developed (appendix p.80) for the interviews, deep information has 

been collected on both companies. The following part is a double case study about Elinnovation 

AB and 1dea’/s, and focus on four main points: why both companies are start-up, the practical 

use of CRM technology, the effect of CRM technology on customer satisfaction and the CRM 

implementation process in both companies. 

 

4.1. Case study of Elinnovation AB, start-up in launching step 
Created in October 2012 after her one-year independent project at Halmstad University, 

Elin Olsson, a young and active entrepreneur launched her start-up company. Bringing 60.000 

sek of personal capital, Elinnovation AB is in its launched step. 
Notion Theories (academic research) Empirical in start-up companies 

Start-up companies Characteristics:  

# -Small size 

# -Importance of IT 

# -High potential of growth (answer to 

future population’s requests through 

innovation) 

# -The owner is working alone 

The company does not make profit  

It is on the launching step 

# -Software to stock data and develop 

product are used 

# -The product suits to customer 

expectation and is unique => strong 

growth potential 

Customer Satisfaction # -Customer Retention 

# -Customer Acquisition 

 

# -Customer acquisition step  

-No retention 

Customer Relationship 

Management 

Strategy:  

# Customer orientated 

 

Technology: 

# Enterprise Resource Planning 

Sales Force Automation 

Strategy: 

# Customer oriented => Customer 

oriented fire alarm 

Technology: 

# Microsoft Office 

# No Enterprise Resource Planning 

# No Sales Force Automation 

CRM implementation # -Identify the customer individually 

# -Try to know how to reach them 

# -Divide customers into different 

# -Customer identified on Microsoft 

Excel (Data warehouse) 

# -Customer oriented product 
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groups depending of their needs and 

wants 

# -Interact with them efficiently 

#  

# Customer are divided into different 

groups (B to B, B to C) depending 

on their needs and wants 

# - No efficient interaction knowing 

that the company does not have 

customers yet 

 

4.1.1. Elinnovation AB, a start-up company 
The company Elinnovation AB has been launched in 2012 and is at its beginning. 

Working alone in her company implemented in Science Park, the infrastructure welcomes many 

young entrepreneurs.  

While she was studying engineering techniques she developed an innovative product. She signed 

a partnership with Science Park, a public agency that helps young entrepreneurs to create their 

company; she worked there for two years in her personal office. Science Park is a good 

opportunity to meet start-up owners and exchange precious information during the Fika (typical 

Swedish break).  She explained what the process was in order to create her first product (more 

information www.safire.se). 

 

 The second characteristic, which shows that Elinnovation AB is a start-up company, is its 

importance of Information Technology in the process of creation of the product, or the 

communication. 

About the potential of growth, working on an innovative product, which could make the design of 

fire alarm better, the company is clearly looking for innovation which matches with the 

environment and customer’s requirements. 
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4.1.2. Elinnovation AB and Customer satisfaction 

 Elinnovation AB is in launching step, thus, the start-up company does not have customers 

yet and needs to acquire them. Customer acquisition cost is important for the company because it 

is outsourced. However, the company tried to facilitate the customer acquisition through the 

creation of a product, which will probably suit customer’s expectations and enable customer 

satisfaction.  

Indeed, before creating her product, she tried to understand what the needs in Halmstad were. 

After taking consideration of the environment (customers, firemen), she creates her first product: 

SAFIRE.  

 

 The fire alarm, which has a classic look, she succeeded to incorporate the fire alarm with 

a lamp structure in order to hide the fire alarm.  

The start-up company as orientated customers, creating her first product based on the 

environment’s needs; the owner studied the environment, and the potential requirement. 

Furthermore, she already planned to create more innovation also based on desires and needs. 

 

 However, the product is not on the market yet. So there is no way to talk about customer 

retention. Moreover the product is innovative; the company will not have direct competitors, 

which will decrease the necessity to improve customer retention according to the theory.  
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4.1.3. Elinnovation AB and Customer Relationship Management 

 It is possible to affirm that the company is customer orientated with customer relationship 

management strategy since the creation of the company. Not planning it as a real strategy yet, she 

is practising a “natural CRM strategy”. 

Being in a very small company, it is sure that Elinnovation AB is not using Enterprise Resource 

Planning. 

Indeed, at the launch of her start-up company and not big enough, it is not necessary for it to 

focus on the organizational and operational task, knowing that it is mainly focused on the 

creation of a product in accordance with customer’s requirements.  

Being in Customer Relationship Management strategy, she uses basic CRM technology to 

acquire customer such as the Internet: Website (www.safire.se) to enter in contact with the 

company to email stakeholders and Excel: Creation of databases of customers. 

 

Focusing on data warehouse, it is possible to ensure that the company, using CRM 

technology, is using Excel for creation of database in order to keep contact with every stake 

holders (customers, agent, companies…). Her Excel file is a complete database to gather data 

(phone, mail, name, address, function and so on).  

To collect data, the young entrepreneur uses large Information System collecting information 

directly from the Media like Newspapers and by using the Internet as well. She made an online 

survey to ask people how they use fire alarms. She talked directly to the fireman and used their 

database to collect information. 

Focusing on data mining, thus the use of customer’s data, knowing that the start-up company is in 

launching step, and creation of product, the only requirement is database to stock information 

from survey and other way to collect information. Then, through the database, create a product in 

accordance with the different customer’s data.  

Knowing that she did not start to sell product, it is not possible to go further in the interview.  
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4.2. Case study 1dea’/s, start-up in development step 
Pierre Laurent Sinigaglia, 37 years old, is an expert entrepreneur. Already an owner of 

many start-up companies, he is currently living in Spain, and managing his start-up company of 

consulting for implementation of infrastructure applies in SAS (Service as Software). 
Notion Theories (academic research) Empirical in start-up companies 

Start-up companies Definition:  

# -Small size 

# -Importance of IT 

# -High potential of growth (answer to 

future population’s requests through 

innovation) 

#  

# -4 employees only 

# -The company provides online 

services => IT is important 

# -Provide advices for companies in B 

to B in accordance with their 

requirement and offer the possibility 

to implement technologies in their 

companies. 

Customer Satisfaction # -Customer Retention 

# -Customer Acquisition 

#  

# -1dea’/s tries to retain customers 

due to the rivalry is intense through 

staying in touch with active 

customer every two weeks 

# -The company tries to acquire new 

customers as well through offering 

services perfectly in accordance with 

their needs. 

Customer Relationship 

Management 

Strategy:  

# Customer orientated 

 

Technology: 

# Enterprise Resource Planning 

# Sales Force Automation 

Strategy: 

# Customer oriented : Provide advices 

about implementation of 

technologies to other companies 

Technology: 

# 1dea’/s uses SAS 

# No enterprise resource planning 

# No sales force Automation 

CRM implementation # -Identify the customer individually 

# -Try to know how to reach them 

# -Divide customers into different 

groups depending of their needs and 

wants 

# -Identifies small and medium 

organisation and provide customized 

solutions 

# - Practice Data warehouse and Data 

mining on Zoho CRM by Google 
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-Interact with them efficiently  # - Divide customers through Zoho 

CRM 

# -Use Zoho CRM to interact with 

them efficiently 

 

4.2.1. 1dea’/s, a start-up company 

 Graduated of the “EM Business School of Lyon” with an entrepreneurship specialization, 

he launched his first company at 22 years old, Acceland in 1999. Sold it in 2002, he owned a 

second company, Intradot Labs between 2006 and 2008. Now, he’s managing his third start-up 

1dea’/s based in Spain, Barcelona. It is clearly possible to say that Mr Sinigaglia is a precursor in 

IT start-up company’s orientated services on Internet.  

 

Always based on service activity linked to IT, his first start-up company Acceland 

provided open source software for marketing offers and provided a service of 24/7 supervision 

and monitoring service for B to B. 

The second one Intradot Labs, which is bigger, rose thanks to private investor for a security 

software publisher for B to B. 

Thanks to his many experiences in start-up companies, the entrepreneur developed a strong 

knowledge about start-up companies but also, about Customer Relationship Management because 

of his activities of services, which involve a constant adaptation to its customers. 

 

Living nowadays in Spain, in Barcelona, the entrepreneur in 2009 created 1dea’/s, a new 

IT services start-up company composed of four collaborators. 

Always interested about new IT solutions, the owner is a real new technologies’ addict which 

allows him to manage real CRM technology nowadays. 

 

The main activity is advices small and medium organizations with their online 

communication issue, which include setup of collaborative tools, web content management, 

newsletter management, marketing, communication and operational processes. After two 

successes with Acceland and Itradot Labs, Mr Sinigaglia has created 1dea’/s. As the owner said: 
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“Less than 4 collaborators, not existing since more than 5 years and less than 5 million of 

turnover, yes my company is a start-up!”   

Besides, we can add the fact that the company is clearly IT orientated with a real potential of 

growth by providing services for B to B customers in accordance with their requirements. 

 

4.2.2. 1dea’/s and Customer satisfaction  

 About the customer satisfaction practiced in 1dea’/s, the company involves the notion of 

acquisition and retention in its strategy.  

The company have to practice customer retention because of the intensity of rivalry on the 

market, which make harder customer acquisition. 

 

Understanding the importance of answering customer’s requests in the most efficient way 

thanks to Information Technology, he was a precursor on offering a service of CRM technology 

implementation solutions in B to B at the end of the nineties.   

 

The owner practices customer retention through CRM technology, which helps in every 

process by which the company interacts with the customers, by facilitating daily routine 

operational tasks (filter mails etc.), by improving relationships between company and customer, 

by helping to keep active relationship with recent customers.  

 

 Besides, focus on the loyalty, we have not studied 1dea’/s consumers, so we do not know 

how loyal they are. But we know that 1dea’/s is working on improving loyalty due to working on 

its satisfaction.  
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4.2.3. 1dea’/s and Customer Relationship Management 

Since his earlier studies in the EM Business School of Lyon, 1dea’/s owner knew that he 

wanted to be entrepreneur at the end of his studies. Having a strong background in computer 

sciences, and having a strong interest in Information Technology, he decided to launch his first 

company, then a second and then a third that he is currently running always customer orientated. 

As he said “a good start-up company is just the perfect mix of timing, resources, and ideas”.  

 

His different companies had objectives to give a real service of implementation of IT 

infrastructure and techniques for B-to-B Companies. Knowing that the aim of the activity is to 

provide knowledge and competencies to use profitably customer’s data, it is clear that every 

company is involved in the Customer Relationship Management. 1dea’/s owner is an expert in 

start-up but also in CRM technology.  

According to him, Customer Relationship Management is a new topic which is not clearly 

studied by academic people yet, having a strong interest for it; he got the natural mind to be 

customer orientated, but also, a strong theoretical knowledge about it which allowed him to 

develop CRM technology for his different companies.  

 

Indeed, regarding the owner, he used much different CRM technology that he is calling 

CRM software. Developed by himself for his first company, based on open source software for 

its second (Sugar CRM and then V tiger), and nowadays, for his current company, using the 

Service as software (SAS) offered by Google “Zoho CRM”.  

 

According to the owner, not as complete as the ERP system, CRM software focused on 

the management of customer’s data in open source, or under licence. Currently using “Zoho 

CRM” which is a CRM software developed by google for only 12€ per month. The technology 

enables 1dea’/s to have a complete simple CRM technology without hard investment and cost of 

maintenance.  

 

Thanks to the democratization of Software As a Service (SAS) in 2008, 1dea’s/ is using a 

sustainable, simple, and cheap. Besides, it does not provide a wide enough action for different 

sectors, but only focused on the main importance of a start-up company: The customer.  
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4.3. Analyse of empirical data 

As seen in the frame of references, researches regarding Customer Relationship 

Management and customer satisfaction are not focused on Start-up Companies at all. Indeed, 

research has highlighted the link between CRM and customer satisfaction, but only based on big 

companies. As a recent notion, no studies have been done at all regarding Customer Relationship 

Management in start-up companies.  

 

 If through the frame of references, it is possible to affirm that big companies used CRM 

technology such as Enterprise Resource Planning in order to increase customer satisfaction, there 

have been some questions released about the use in Start-up companies: firstly, do start-up 

companies practice Customer Relationship Management to attract or retain customer? Then, do 

start-up companies need to implement CRM technology such as ERP knowing that they are in 

launching or development steps and have small size? 

 

The following part consists of a comparison between the academic research done in the 

frame of reference and the empirical data collected through the interviewed of Elinnovation AB 

and 1dea’/s. 
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4.3.1. Start-up companies  

According to academic research, a company can be considered as start-up if it involves the 

three following characteristics: small size, importance of IT and high potential of growth. 

For Greve and Salaff (2003), many factors for the sustainability of the company are important 

such as motivation of the manager to develop his company. The capabilities of planning as well 

which means, to have a long-term vision in order to prepare the future, and anticipate potential 

threats or opportunities to make sure to prosper in the long term. The market choice is also very 

important, trying to find opportunities in business instead of doing like other companies and 

working on unexpected field and potential technologies. Then the resources which could be 

financial or human enable the company’s development. 

 

According to the data collected on Elinnovation AB, which is in launching step; the 

owner, by working alone in her company, it validates the first characteristics (small size). Doing 

most of her daily routine through her computer and cellphone validate the second characteristic 

(importance of IT). Focusing her effort in the launch of her innovative product, it validates the 

third characteristic (high potential of growth). 

According to the data collected on 1dea’/s, the company is in development step and composed of 

four collaborators (validate the small size characteristic). The company provides an IT service for 

B-to-B’s company, which validate the second characteristic (importance of IT) and always 

orientated their actions for the customer (high potential of growth). 

 

 In a start-up company, the numbers of collaborators is weak, which involve a strong 

polyvalence of the different actors.  

Thus, all functionalities offered by Enterprise Resource Planning are not in accordance with 

requirements of a start-up company. 

According to the owner of 1dea’/s, expert in Information Technology, using technology such as 

Enterprise resource planning is not affordable by start-up companies. The reasons are: cost in 

time for implementation (code adaptation for each data), economic cost (maintenance of the 

system and investment price in the system). 
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 Another reason released, not related to cost, and not mentioned in the frame of 

references: the non-requirement of the numerous functionalities. Indeed, if an Enterprise 

Resource Planning enables the company to “link every departments of the organization in intern 

but especially in extern”, it is not useful for start-up companies in which, size is small, number of 

collaborators is weak, and where owners are doing “everything” to quote the entrepreneur of 

Elinnovation AB.   

 

4.3.2. Start-up companies and customer Satisfaction 

Anderson and colleagues (1994) consider satisfaction to be an "overall evaluation based 

on the total purchase and consumption experience with a good or service over time". For both 

companies, it is not possible to measure customer satisfaction because this study does not focus 

on the consumer but on the way companies try to reach customer satisfaction. As seen before, 

companies try to acquire customer or retain them through satisfaction (Gupta and Zeitham, 2006).  

 

 The results of the interviews have shown that some start-up companies are customer 

oriented at each step of the development, but in different ways. At the early beginning, when the 

company is launching in the market such as Elinnovation AB, the company tries to insure future 

customer satisfaction by making a product adapted to customers’ expectations. In fact, the young 

entrepreneur was supposed to create a product based on a consumer need. She realized that in 

Sweden too many people die during building fires. Then she tried to understand why the people 

are dying and what she can do to avoid it. On the launching step, the company tries to acquire 

new customers.   

When the start-up is developed such as 1dea’/s, it tries to improve customer satisfaction through 

enhancing relationships between the company and its consumers. Through customer oriented 

businesses actions, the company tries to retain them make them loyal.  

 

 In this step, CRM technology enables to make better and easier operational tasks in intern; 

For example, 1dea’/s employees are able to know which customer is a priority for the company 

through automatic mail filter, development of customer profile (active or non active)… But it 

also makes better customer satisfaction in extern. For example, CRM technology enables to 
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practice acquisition thanks to creation of service in accordance with customer requirements, 

and retention thanks to the help of CRM technology to enhance relationship with the customer. 

Thus, satisfaction is not only a matter for big companies; CRM technology has oriented actions to 

improve customer satisfaction, which seems to increase over time.  

 

 However, it is necessary to answer carefully. If the study demonstrates that it is possible 

in some cases, it cannot suggest that every start-up tries to reach customer satisfaction. It is 

imaginable that start-ups who really have a singular product or service may not need to improve 

its relationships with customers because the product is unique and the customer needs it anyway.  

A quantitative study is required in order to know which proportions of start-up companies adopt a 

customer satisfaction process.  

 

4.3.3. Start- up companies and Customer Relationship Management 

According to the theory, the progressive appearance and importance of IT in the business 

area, the notion of Customer Relationship Management represents both strategy and technology. 

Indeed, CRM is a strategy involving a constant link between the customer and the company and 

supported by CRM technology. To link with the notion of customer satisfaction, CRM enables to 

improve profitability through relationships between the company and the customer. Gummesson 

defined CRM strategy as follow: “all marketing activities directed towards establishing, 

developing and maintaining successful relationships”. Based on both interviews, it is clear that 

CRM strategy is well implemented by start-up owners.  

 

According to Markus and Tanis (2000), the use of CRM technology enables the efficiency 

of the operational tasks to be maximized. In the business area, he highlighted that mainly 

Enterprise Resource Planning dominates CRM technology.  

Indeed, many studies have highlighted the different CRM software used in companies, which are 

most of them, Enterprise resource planning such as SAP, PeopleSoft, Siebel, Sage, Microsoft, 

Saratoga, Intershop, Firstwave, Epicor (Mark Xu, John Walton, 2005). 
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Comparative of different famous ERP’s software (Crosby, 

2002) 

Based on the diagram develop by Crosby, start-up companies 

seems to use CRM’s technology such as Oynx, Povotal, 

YouCentric, Point, Saratoga, Applix SalesLogix because of their 

capabilities that are specifically adapted for small companies.  

  

 According to the collected data from the two start-up companies at different level of 

development: one in the launching step and the other one in the development step, Elinnovation 

AB and 1dea’/s are customer orientated, and use customer relationship management as a real part 

of their strategy. According to them, in order to success sustainably, the only way is to make a 

profitable relationship with their customers and thus, increase the customer satisfaction.  

This strategy involves the use of technologies, from basic one such as Microsoft office for 

Elinnovation AB to more functional one such as Zoho CRM for 1dea’/s. 

 

 According to the owner of 1dea’/s who launched his first start-up at the beginning of the 

emergence of Customer Relationship Management, the democratization of such strategy is only 

possible thanks to the Information Technology power.  

As seen with the Enterprise Resource Planning technology in the frame of references, these 

technologies enable both companies to stock and classify data (data warehouse) through 

Microsoft Office for Elinnovation AB, and a good and efficient use (data mining) through Zoho 

CRM for 1dea’/s. Indeed, through both interviews, it is possible to establish the idea that CRM 

technology is used in order to create product in accordance with customer requirement and 

validate the idea of customer acquisition. Furthermore, it also used to facilitate the permanent 

contact with active customers and being efficient in the operational tasks related with customers 

in the daily routine. 
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In resume, according to this study, the main difference is that, dealing with CRM 

technology is different in practice than in theory. Indeed, CRM technology are mainly 

represented by Enterprise Resource planning, however, it was not the case with both companies 

interviewed. 

CRM technology viewed in the academic background: mainly ERP is not the technological 

solutions of CRM used by start-up companies. Too costly in time, in effort, in money and 

because of the non-necessity of the its numerous functionalities, start-up companies use other 

ways to maintain a good CRM strategy. Consequently, the notion of CRM technology always 

linked to ERP system in the frame of references appeared as different in comparison to the 

practical situation.  

 

 Through Microsoft office during the launching step, which is enough to collect and stock 

data like Elinnovation AB; then when the start-up company is in development step, thanks to 

CRM technology as SAS (Software as a service) like 1dea’/s. 

Strongly developed since 2008, Service as software (SAS) enable to have access to wide range of 

CRM technology less expensive, and not as functional as ERP.  

Indeed, on the contrary with an Enterprise Resource Planning, which has wide actions in diverse 

sectors (Finance, Human resources, Marketing, Sales), CRM technology as SAS is only focused 

on the customer and the company, SAS like Zoho CRM used by 1dea’s/.  

In the era of the Internet, SAS enables start-up companies to have their own account on CRM 

systems managed by companies who provide CRM’s systems to stock and classify customer’s 

data efficiently.  

Consequently, it is possible to create a figure resuming the use of CRM technology in start-up 

companies 
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 Cheap, without implementation of infrastructure in the company, and easy to use 

nowadays, CRM technology for start-up companies do exists, however their implementations are 

not democratized yet due to existing barriers. 

 

4.3.4. CRM implementation in start-up companies 

 According to the frame of references, the implementation of Customer Relationship 

Management depends on different factors.  

According to Crosby and Johnson (2001), in order to have a successful CRM implementation, it 

needs specific attention on four notions:  strategy, process, technology, and people.  

The notion of people is centric, indeed, a lot of research shows that Customer Relationship 

Management can create profits only when companies focus on the value of the customer (Gupta 

and Lehmann 2003).  

Focusing on customer’s value involves a durable change in the ways that customers are managed 

(Mulhern, 1999).  Besides, not only in extern, it involves big managerial efforts are necessary to 

change interaction between customers and the organization (Brown, 1995). 

Only dealing with the factors regarding big companies, theories do not consider the 

implementation of CRM technology in small companies such as start-up.  

 

 According to the owner of 1dea’/s, a real problem appears with the use of CRM 

technology. If he knew the many forms of CRM technology that mentioned during the interview: 

“Oynx, Povotal YouCentric, Point, Saratoga, Applix or SalesLogix”, he clearly explained the 

different barriers for their implementation in start-up companies. The most important barrier is 

the cost barrier. Costs of entry represent a real barrier to the implementation of the existing CRM 

technology in start-up companies.  

 Usually giving numerous functionalities, which enable companies to balance the different 

sector of a company, the necessity in start-up is not proved knowing that the number of 

collaborators is weak and that usually, each members of the start-up is doing “everything”. 
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 Balanced between cost of investment and advantages is not good enough to justify a 

strong investment like this. Besides, the cost of investment is not the only one, it exists also the 

maintenance costs and licence costs, which are too expensive for small companies such as start-

up. 

 

Indeed, implementing CRM technology is not only linked with cost, but it is also a 

difficult task. Concretely, forward every data in standard code in order to be able to be manage by 

the CRM technology is a hard task, which represents a real barrier for start-up companies. 

According the collected data, a link between the different uses of CRM technologies depending 

on the development level of a start-up company has been deduced, it will define its requirements. 

 Indeed, even if a start-up company needs a certain financial power to CRM technology’s 

implementation, the company has to deal with other requirements mainly linked to the start-up 

owner in intern, and the market in extern.  

This study permitted to highlight these potential barriers:  

 

Factual, based on 

Elinnovation AB study  

Deduction Barriers to CRM technology 

implementation 

The owner did engineering studies She is not a marketing expert Start-up Owner qualification will change the way 

they perceive CRM utility 

The product is not on the market 

yet 

She reduces costs in order to avoid 

losing money 

Budget will permit or not to buy a CRM Software 

The start-up is at the beginning of 

the creation process 

There is not feedback from the 

customer 

The step in which the company is on the 

development process will make it possible or not 

Elinnovation AB has few 

experience in doing business 

it focuses on the product development 

part and outsources the rest 

Experience on the market enable the company to 

reach added value from the consumers 

The owner didn’t hire employees 

yet, she is working 11h per day 

The owner does not has time to work 

deeply on customers 

The Available working time enables or not CRM 

implementation 

Safire is a customer oriented 

product 

She wanted to focus on the need rather 

than the product 

Motivation is necessary to implement CRM 
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Factual, based on 1dea’/s 

study 

Deduction  Factor influencing CRM technology 

implementation 

The owner did Business Studies He knows very well the necessity to 

reach customer satisfaction 

Start-up Owner qualification will change the way they 

perceive CRM utility 

CRM is expensive according to the 

start-up owner 

Budget is determinant in CRM 

implementation 

Financial power will permit or not to buy a CRM 

Software 

The owner implemented advanced 

CRM software in every of his mature 

start-ups 

The company maturity influences CRM 

implementation 

The step in which the company is on the development 

process will make it possible or not 

1DEA/’ owner has a lot of experience 

on the business area 

He knows who to do business and 

answer the demand 

Experience on the market enable the company to reach 

added value from the consumers 

The owner said ; “CRM software 

help me to save precious time” 

The owner is busy The Available working time enables or not CRM 

implementation 

The owner implemented CRM 

solutions by his own and was 

precursor 

He saw a potential benefit in doing this 

action 

Motivation is necessary to implement CRM 

The owner said ; “Increasing number 

of customers and business actions to 

fulfil make CRM use compulsory” 

CRM help to organize and fulfil 

increasing businesses actions 

CRM utility depends on start-up dynamism 

His companies are acting on a 

competitive market and need to retain 

customers 

On a competitive market customer 

retention is more important than 

customer acquisition 

Intensity of rivalry on the market favours CRM 

implementation or not 

 

The owner said ; “Some other 

companies which does not have the 

same activity does not  need to 

implement CRM” 

Some activities does not need such a 

large customer consideration 

 

 

   

It!will!be!profitable!or!not!to!implement!a!CRM!

solution,!depending!on!the!activity!sector!
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 To summarize, financial power is a barrier to CRM technology implementation. 

But choosing a market that does not require the customer’s consideration makes it useless to 

implement CRM strategy and its technologies. So the activity sector is determinant.  

 

 Moreover, a start up manager without academic knowledge (qualifications) about CRM 

and customer satisfaction will not see the advantages of using CRM technology, and which one 

they need to use. Thus, even if the qualification is important, the motivation is determinant.  

Then, the number of consumer and businesses actions makes CRM technology necessary or not. 

So start-up dynamism impacts CRM implementation. 

In addition, the more the rivalry is important on the market the more start-ups have to retain their 

customers instead of acquiring new ones. 

If the rivalry is a potential important factor, the available working time is an important barrier as 

well because start-ups have only a few employees who have a lot of different activities and 

focused on day-to-day operational tasks. Some tasks like accounting for example can appear as 

more important than implement a CRM strategy, which will produce its effects in the long run. 

 

 Moreover, the interviews have shown that the step in the development process influences 

CRM technology’s implementation. At the beginning, when the company is launching its 

services or products on the market, acquiring customers is the main priority. Satisfaction takes 

part in the strategy in order to retain them when the company starts to get experiences and already 

has a good portfolio. 

 

 Finally, by deduction, experience on the market will enable the company to use IT in the 

right way to catch the customer’s added value. 
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The following drawing summarizes the barriers to CRM technology implementation: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 According to the study, it is possible to establish a graph showing the use of CRM 

technology in order to increase customer satisfaction, by linking the two previous figures. In fact, 

the time factor seems to be important because the CRM technology implementation change over 

time as seen with the two different start-up companies at two different level of development, 

probably because the satisfaction requirements and the resources evolve in the same time that the 

start-up company is growing. 

 

  It is possible to deduce that a start-up owner that is customer orientated will implement 

different CRM technology depending on his requirements and resources from basic excel to 

Service as Software.  

However, not only based on idea, the choice of implementation of different technology will also 

depend on the capacity to surpass existing barriers, indeed, the non capacity to surpass them 

involve the non implementation of more functional CRM technology, and remain with basic 

technology.  The following graph sum up the situation:   
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The!evolution!of!implementation!of!Customer!Relationship!

Management!technology!based!on!time!growing!and!barriers!
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5. Conclusion  
 In resume, the study is a preliminary approach to the use of Customer relationship 

management technology in start-up companies in order to increase their customer satisfaction.  

Indeed, the main idea was to understand if start-up companies implement these kinds of 

technology in order to increase their satisfaction and if they are using the same as big companies.  

The first point is that comparison between academic research and empirical data has shown that 

the existing theory about Customer Relationship Management is not adapted to the reality of 

start-up companies. 

 

 To answer to the research question, it is possible to affirm that firstly, start-up companies 

seem to seek for customer satisfaction from its launching on the market to its development. As 

long as the product or service is customer oriented, start-up companies are using CRM 

technology in order to practice data warehouse and data mining to answer better the customer’s 

expectations and to enhance their relationships with customers but also, in order to facilitate their 

daily operational tasks linked to the customer. 

 

 Secondly, do not having the same needs and resources than big companies, start-up focus 

on these relationships between consumers and the company while big companies extend the 

process to every sector of the company, from financial to marketing. Too expensive and not 

adapted to start-up companies requirements, they do not use Enterprise Resource Planning as 

CRM technology, but they are truly doing data warehouse and data mining through different 

software and alternative solutions from Microsoft Office at their launching step to software as 

service such as Zoho CRM used by 1dea’/s. 

 

 Thirdly, even if start-up companies has means to implement CRM technology, sometimes, 

they will not because of different barriers such as: step in the development process, financial 

power, intensity of rivalry, qualification and motivation, available working time, company 

dynamism and experience and activity sector which force them to adopt alternative and less 

expensive software solutions.    
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6.!Limitations!!
However, the study meets some limitations. Even if we had the possibility to approach 

start-up companies at different levels of development (launch and development) and at different 

activity sectors (product or service), it focuses on two companies only. We might have missed 

some barriers to CRM technology implementation and we did not get all alternative SAS 

solutions used by start-up owners to implement CRM strategy.  In order to get an overall 

knowledge, a quantitative study is required to check every qualitative data from this study.  

 

Moreover, the main limitations are linked to the selected type of research. Because the 

research is qualitative, there is an indirect a problem of objectivity. If we tried to stay as objective 

as possible, we selected both companies by convenience and built up a guideline in order to focus 

on different points that we selected previously.  We might have missed some interesting points in 

that way.  

 

It would have been interesting to compare two companies in the launching process and 

two companies in the maturity step in order to strengthen the results. Then, the theory was poor 

on the topic, so we had to link the concepts together to get an available knowledge, which made 

this study harder to fulfil. In resume, this study is a new approach of this recent phenomenon, 

which enables future research to go further.  
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7. Further researches  
 If this study succeeded to show that CRM technology is used by start-up companies, at 

every level of development, and with different tools, it would be necessary to conduct further 

researches, especially quantitative researches to validate the research. 

 

 These studies could focus on quantitative data about: how many start-ups, which are in the 

launching, process use Microsoft Excel or alterative similar software? Which proportion of start-

up companies is customer oriented? How many start-up owners are qualified in CRM? How 

many start-ups try to reach customer satisfaction? And so on, this area of study is large and 

everything needs to be checked.  

  

 Moreover, another qualitative study, which consists of listing these IT solutions, could be 

interesting in order to define all the existing CRM software that is different to ERP as seen in the 

frame of references.  

In addition, the activity sector is important and determine in which extent the company has to 

reach customer satisfaction rather than another sector, but this study does not mention which 

sector needs stronger efforts on the customer. 

Finally, knowing that the cost of implementation is an important factor, it could be interesting to 

know the real price of the alternative solutions adopted by some company’s owner as the price of 

the different SAS for example.  

  

 To summarize, this study produced qualitative data, which can be used as a base for 

further researches. A better understanding of CRM technology in start-up companies could be a 

precious help for future start-up owner in order to integrate CRM technology implementation in 

their strategy since the beginning by offering them the required knowledge.
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9. Appendix 
 

9.1 Guideline 

 

IMPROVING CUSTOMER’S 

SATISFACTION TROUGH THE USE 

OF CRM TECHNOLOGIES 

 
Do start up use CRM Technologies in order to increase 

its customer satisfaction? 
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Interview with start up’s manager 

Part I: General information 

About you 

1. How long have you been working for the company or when did you create the start 

up? 

2. What is your job consisting in? 

3. Why did you choose this startup/ how did you find this idea? (salary, values, 

job’s tasks, Study, special skills, opportunities, relationships, networks, imitation)  

4. What is your career evolution within the company since you have been hired 

or you have created the company? (Evolution of your daily routine tasks) 

5.              How many hours do you work per week?  
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About the company 

1.             Can you provide us more information about the company? (historical, market 

share, importance on the Halmstad, Halland and Swedish market) 

2. What are the company’s values and beliefs? 

3. Is it important for you to work in a company with strong values?  

4. Do you think it can affect the degree of your involvement for the company 

and why? 

5.              Is it a classical start up if we compare with any other one?  

6. How many employees are working for the company?  

7. Does every procedures are formal or informal? 

1.              What are you selling? 

2. Who is the target? 

3. Who are your competitors?  What are the differences of your products with 

your product’s competitors  

4. Are you focusing on local, regional, national market? 

5.              Did you plan to make the company growth? Do you think you have a strong 

potential?  

6. For you, why is … using a CRM strategy? (Values, competitive advantage, 

company’s image, customer’s satisfaction) 

7. Since you are working for the company, have you noticed some evolutions on 

the CRM? Why? 
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Part II: Customer satisfaction 

1. Do your company is more focus on selling a lot, or developing relationship with 

their customers? (relationship marketing or not?) 

2. Do you give importance to the good understanding of their needs? 

3. Do you give importance in order to try to satisfy them? 

4.              How do you consider the importance of the customer within your 

strategy? (suppliers, customers, others) 

5. Do you get feedback from customers? 

6. Do you have any kind of after sales service? 

7. Do you have a kind of loyalty program? Formal or informal? (Softer in    

bargaining with regular customer or specific loyalty card). 

8.              Is there any guideline for the staff which explains how to behave with the 

customers? 
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Part III : CRM implementation 

1.              Do you use software, intranet for organization of the company? 

2. What kind of software do you use?  

3. Do you collect data about the customers? 

a. Do you collect data in local, regional or national environment? 

b. How do you get this information? 

4. Do you keep this data in databases? 

5.             Do you take advantages of this data? 

6. Do you think that use of IT help to develop their satisfaction by offering 

product in accordance with needs? 

7. Do you think that using IT like you help to understand customer’s 

satisfaction?  

8. In your opinion, do you think start up truly use CRM technologies? 
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9.2. Transcription interview Elinnovation AB 
 

Quentin: Now we can start so, what’s your name? 

Elin: Elin Olson. 

Quentin: For how long have you been working for the company?  

Elin: It depends on how I count the years. But i started after my one year’s independent project at school 

in Halmstad. I studied and worked for it and I have worked here for two years. So I will say that I have 

worked for like three years.  

Jonathan: So you did a kind of school and internship?  

Elin: Yes, we can say that. 

Quentin: So, was it a kind of contract with the company? 

Elin: No it is only me the company. I have tried to both have a school and a company. But the company is 

taken from my sign. 

Jonathan: It was a way to win money and learn things at school at the same time. 

Elin: Exactly 

Jonathan: We have almost the same thing in France.  

Quentin: Ok, what is your job consisting in? What are you doing in the company?  

Elin: Everything… yes it is only me in the company. 

Quentin: Ah ok, you have your own company. So when did you create the startup? 

Elin: In October 2012. 

Jonathan: Ok but I have seen AB AB AB AB, what does it means? 

Elin: I don’t know in English… It is like the biggest company you can have. 

Jonathan: Is it the form of the company? 
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Elin: Yes it is the form of the company. 

Quentin: Ah ok 

Jonathan: You can do an AB even if you are alone? 

Elin: Yes 

Jonathan: But I guess you have to bring some capital right?  

Elin: Yes, 60000 

Jonathan: So you’ve bring by yourself 60000, it is a big investment  

Elin: Yes, but it is not so much 

Quentin: Ok, and how many hours do you spend working per week? 

Elin: It depends on the time of the year. Right now I work like 9 hours per day. But sometimes I work like 

13 hours per day, so it depends on when. 

Quentin: Ok 

Jonathan: The point is that in the future we would like to open our own company. That’s why we decided 

to study on startups. That is good for the research because it is something new but also for us because it is 

quite impressive for us to see you. I don’t know, you are quite young I think and you have invested 60000 

so, that is great. 

Quentin: Ok so, Could you tell us how your daily routine is? What are you doing when you arrive for 

example?  

Elin: I start everyday answering mails for one hour and then I do a list about what I should do in the day 

for 5 minutes. And then I put some tasks on the list and then we have a… How do you call it? The 

Swedish word is Fika. 

Quentin and Jonathan: Yes a Fika of course!  

Elin: We are going all together downstairs and we talk about what we have done in order to help each 

other.  

Jonathan: And the guys who are working here are working for themselves for the moment? 
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Elin: Yes, exactly.  

Quentin: Science is linked to the government?  

Elin: Yes I think so. Then, I work to get the certification of the prototype. 

Quentin: In which step of your company’s development are you? Because now you’ve said that you have 

your prototype. Is it ready for the moment or it is still improving?  

Elin: Yes my prototype is ready; I just need to get the certification. And then manufacture, so I think my 

product should be on the market in December 2013. 

Jonathan: Actually, you come from engineering studies? 

Elin: Yes 

Jonathan: And then you created your own product and now you try to sell it. 

Elin: Yes 

Quentin: Interesting… So when did you get the idea to create this company? Three years ago?  

Elin: Yes 

Quentin: Ok and how did you get this idea? 

Elin: It started at the school project. We should find a need and then create the product. 

Quentin: So you focus first on the consumer need and then you try to answer it. 

Elin: Yes 

Quentin: What was the need that you’ve tried to answer?  

Elin: The first problem is that people die in fires… So I picked some problems and I tried to understand 

why are the people dying? What can I do to avoid it? And then I come with the first product but I 

understood that the people don’t want to buy because it is too big and ugly, so I focused on more 

information and more statistics. The main problem is that people don’t have fire alarm, that’s why they 

die.  

Jonathan: How do you reach all these information? You look on internet or you try to contact some 

professionals, you did a survey or… 
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Elin: In first I read some newspaper and that’s why i came to the need and then I talk with some 

firemen. I came into their statistic website. And I also saw how people use fire alarm asking to the people 

on internet. 

Jonathan: So you created a kind of survey to ask directly to the people? 

Elin: Yes 

Quentin: And your prototype is a typical fire alarm or is it something else?  

Elin: I can say that I have two products in one, a fire alarm and a… I think it’s easier if I show you. The 

plus is the hook to incorporate the fire alarm in the cellar lamp. So you hide the fire alarm.  

Jonathan: Because for example we live in Strandparken, and it is not a camping but. You can buy your 

alarm in Maxi, you put a battery and you clips.  

Elin: Yes, that is what you can do normally. 

Jonathan: But what is the real advantage because I guess it is much more expensive.  

Elin: Yes, but my product is a design product, you can put your lamp.  

Jonathan: So you don’t do the alarm you just do the concept of adding a lamp? You buy the alarm from 

someone?  

Elin: No I produce the alarm too.  

Jonathan: I am interesting in that thing because my father as is company of electrical installations.  

[…] 

Elin: There is a law in Holland, it is compulsory to put a fire alarm in this country.  

Quentin: In Sweden it is not the case yet? 

Elin: No, not yet 

Quentin: Because in France it could be in 2016.  

Elin: Yes, but they also talked about it in Sweden. But anyway that’s why I looked at export market. I am 

not only focusing on the Swedish one. 
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Jonathan: So the point is that your product, you try to not only focus here in Sweden but you focus in 

other country as well because here there’s not yet a law but in other country this is the case.  

[…] 

Jonathan: In order to be sure, your big innovation is to put the alarm and the lamp together? 

Elin: Yes exactly.  

Quentin: And you are able to do the electrical part but did you study some design?  

Elin: Yes a little bit at the college. Yes but you know the design of my prototype is very easy.  

[…] 

Jonathan: Ok so Safire is a kind of big company and you sell your products to this company and the 

company has to spread the product or? 

Elin: No, Safire is the name of the fire alarm. 

Jonathan: Ah ok it’s you.  

Elin: Yes, then my company is called Elinovation AB, like Elin and Innovation. 

Jonathan: So to sum up, for the moment you just have this product? At the end of the college project, you 

tried to understand a need and then you tried to go deeper, you did everything by yourself. You will try to 

sell your product by yourself as well? Using your website for example?  

Elin: No I will sell to a company, not directly to the consumer. Maybe I’ll have a way to sell it from my 

website too. So my part of the job is to produce and develop, I don’t think my part is to sell, that is why I 

choose other company to do it.  

Quentin: So your job is to convince them?  

Elin: Yes.  

Jonathan: How many agents have you got? 

Elin: I think I’ll have two agents. For the moment I have contact with everybody. One for the consumer 

and one for the electrical things.  

Jonathan: So you have one in B to B and one in B to C? 
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Elin: Yes. 

Quentin: So you will strat by Halmstad’s market or Halland’s market, a larger market?  

Elin: I will start with the Swedish market. Then I will go to Finland and Great Britain and then I will go to 

other markets.  

Jonathan: So for the moment your distributors are in Halmstad or in all Sweden. 

Elin: I am looking for distributors in all Sweden for the moment.  

Jonathan: And your product has certification or not? 

Elin: Not for the moment, it should be for the summer. That is my hardest part I think, because I am a little 

one. That is why I go with an agent.  

[…] 

Quentin: But I guess that it is not free to use an agent. 

Elin: Yes it is because they have interest to sell the product. 

Jonathan: Ok but what is the process they follow?  

Elin: I don’t know exactly but I thing they only try to sell it to the business or maybe the contact some 

building owners.  

Jonathan: But have you ever try the product, for you, is it ok? 

Elin: Yes for me it is ok.  

Quentin: Well, the point is that we are focusing on CRM technologies and we would like to know how 

startups find a way to avoid buying expensive CRM software to get the information about the customer. 

So I guess you built up some databases about your relationship between you and the different 

stakeholders?  

Elin: I have got an Excel document. Let me show you: I created a contact list with a lot of information 

about the different person, why I joined them, who they are (certification, media, manufacturing), it is 

very useful. 

Quentin: So you did everything by your own?  
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Elin: Yes, I know that maybe I should have a bigger system, because it is a lot of names.  

Quentin: But for the moment it is enough for you. 

Jonathan: All the data that you collected, was it because you did something, like meet someone? Or that 

was from your initiative for I don’t know, use The Internet and then, try to take information. 

Elin: No, it is only for the person I have contacted, or I have their card. I put what we have talked about as 

well. It is only why the people come to me.  

Jonathan: Yes but you didn’t start to sell your product so it is hard to get feedback already. 

Quentin: And did you write down your strategy somewhere, I mean, In marketing I will do this or 

everything is in your head? 

Elin: Mostly it is in my head, after December, the product is finished, after the summer, the certification is 

finished. But now I work with the investor and I have to manufacture the product. So I have it on my 

phone here. But I don’t have something really precise.  

Quentin: Are you using Excel only or you have other kind of software?  

Jonathan: Because in order to compare the theory and the practical. Usually the company collects data 

about the customers and then they try to use data. For example they sell alarm; they sell a lot of alarm. 

Then they collect data about the alarm owner like: “how do you use it, why, how did you get it”. Then 

they analyze the data which is a feedback from the consumer and then they try to make better the product 

or service. For that, company can use a kind of software that they call IRP. So you have done the same 

thing for your product? 

Elin: Yes 

Jonathan: Do you try to make profitable these data for the moment or not at all? Or maybe you will try 

doing it when you will reach the market?  

Elin: Yes but now I don’t use it so much; I think that I have to contact the customers again. After the 

manufacturing process I think I am going to contact the customers. So now I use it a little bit but I have to 

use it more.  

Jonathan: But as a startup you still think that it is important to have data about your customers?  

Elin: Because I contact so many people and it is so easy to forget why I contact this or that person.  
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Jonathan: So for you it is a way to reach customer but also for organizational fact so double purpose. 

Understand customers and organize your business.   

Quentin: And you have said that you have three prototypes, why, did you get feedback from your 

manufacturer?  

Elin: The first was done over three years and then I made another prototype two years ago and one six 

month ago. I had some feedback and I worked with it to improve the product. But I worked a lot on the 

market and how they want.  

Quentin: “The market” as you said, was it the manufacturers?  

Elin: Different persons, first I talked with the firemen, and now I talk with the agent.  

Quentin: Do you think the way you are working is different comparing to the other companies? 

Comparing to the people you met in your Fika for example? 

Elin: I thing that it is quite the same way but my hardest part is the certification. So because my product is 

special I work in a special way to come into the market. But yes I think they are working like me.  

[…] 

Jonathan: Do you think you will create your production line or always ask businesses to manufacture and 

sell your product? Are you going to stay a startup to create ideas or you will decide to become a “real 

company”?  

Elin: My dream is to have my own company with machines and so on to produce all things. Because I 

think it is cheaper. Maybe when I will come to the third product, maybe then I will buy machines.  

Jonathan: Okay, just to sum up because I think we got everything we needed. So, CRM technologies and 

IT can provide good benefit for the company, they can help it to better answer the customer needs and you 

said at the beginning that you tried to understand what they want to create the product. The first point in 

your step is to understand the “Why”, what are the needs of the customers and now “What” they finally 

want. First step why; second step what you are doing now which is the organizational part, the “How” I 

will do it. You keep all information about customers to use it later. When you will sell your product you 

will get feedback and you will improve your product.  

Elin: Yes. 
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Quentin: Did someone tell you that it could be a good idea to have a design product or this part was 

your idea?  

Elin: It was my idea.  

Quentin: I think we have got our theory for the thesis.  

Elin and Jonathan: Ah ah ah 

Elin: I wanna ad something, some company here in Sweden are only focused on the product, they totally 

forget the need. I think this aspect depends on the university you are from and the city you are working.  
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