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PURPOSE: The purpose of this thesis is to research how SaaS based CRM systems 

contributes to SME’s growth.  
 
 

 

 

METHOD: A qualitative critical inductive study on SaaS based CRM’s contribution to 

SME’s growth; primary research is based on open individual interviews with industry experts. 

 

 

 

 

THEORETICAL FRAMEWORK: The framework consists of theories on CRM, SaaS, 

SaaS based CRM, SME and SME’ growth. The theories are studied from an SME’s point of 

view with focus on SaaS based CRM’s contribution to growth 

 

 

 

 

CONCLUSION: For a SME SaaS provides a lot of opportunities but still today the 

industry have a few barriers to overcome before reaching its peak. 
 



~ 3 ~ 
 

TABLE OF CONTENT 

Acknowledgement ............................................................................................................................................................. 1 

Summary ................................................................................................................................................................................ 2 

Title: .................................................................................................................................................................................... 2 

Authors: ............................................................................................................................................................................. 2 

Level: .................................................................................................................................................................................. 2 

Keywords: ........................................................................................................................................................................ 2 

Purpose: ............................................................................................................................................................................ 2 

Method:.............................................................................................................................................................................. 2 

Theoretical framework: .............................................................................................................................................. 2 

Conclusion: ....................................................................................................................................................................... 2 

1.0 Introduction .................................................................................................................................................................. 6 

1.1 Problem Background ............................................................................................................................................ 6 

1.2 Problem Discussion .............................................................................................................................................. 7 

1.3 Purpose ...................................................................................................................................................................... 8 

1.4 Research Question ................................................................................................................................................. 8 

How SME’s generate conditions for growth through SaaS based CRM ................................................. 8 

1.5 Limitations and delimitations........................................................................................................................... 8 

limitations.................................................................................................................................................................... 8 

delimitations............................................................................................................................................................... 9 

1.6 Central Definitions ................................................................................................................................................ 9 

2.0 Theory Frame of Reference ................................................................................................................................. 10 

INTRODUCTION ..................................................................................................................................................... 10 

2.1 SME growth ........................................................................................................................................................... 11 

2.2 Definition of SaaS ................................................................................................................................................ 16 

2.3 CRM through SaaS .............................................................................................................................................. 18 

2.3 Advantages and Risks with SaaS .................................................................................................................. 19 

Risks ................................................................................................................................................................................ 19 

Benefits ........................................................................................................................................................................... 19 

2.3.1 Table explanation ....................................................................................................................................... 20 

3.0 Methodology .............................................................................................................................................................. 22 

3.1 Methodological approach ................................................................................................................................ 22 

3.2 Quantitative or qualitative .............................................................................................................................. 25 

3.3 Primary data and secondary data ................................................................................................................ 26 

3.4 Analytical Method ............................................................................................................................................... 27 

3.5 Research quality .................................................................................................................................................. 28 

3.5.1 Validity ............................................................................................................................................................ 28 



~ 4 ~ 
 

3.5.3 Reliability ....................................................................................................................................................... 29 

3.6 Selection of respondents.................................................................................................................................. 29 

3.7 Presentation of the respondents .................................................................................................................. 30 

4.0 Empirical Data........................................................................................................................................................... 32 

4.1 Presentation .......................................................................................................................................................... 32 

4.2 Netrick/Visualsign ............................................................................................................................................. 33 

4.2.1 Definition of SaaS........................................................................................................................................ 33 

4.2.2 CRM Through SaaS ..................................................................................................................................... 34 

4.2.3 Advantages and Risks ............................................................................................................................... 35 

4.2.4 SME Growth .................................................................................................................................................. 35 

4.3 Meltwater ............................................................................................................................................................... 36 

4.3.1 Definition of SaaS........................................................................................................................................ 36 

4.3.2 CRM Through SaaS ..................................................................................................................................... 36 

4.3.3 Advantages And Risks .............................................................................................................................. 37 

4.3.4 SME Growth .................................................................................................................................................. 38 

4.4 Kula Partners ........................................................................................................................................................ 39 

4.4.1 Definition of SaaS........................................................................................................................................ 39 

4.4.2 CRM Through SaaS ..................................................................................................................................... 39 

4.4.3 Advantages And Risks .............................................................................................................................. 40 

4.4.4 SME Growth .................................................................................................................................................. 40 

4.5 Ben Kepes ............................................................................................................................................................... 40 

4.5.1 Definition of SaaS........................................................................................................................................ 40 

4.5.2 CRM Through SaaS ..................................................................................................................................... 40 

4.5.3 Advantages And Risks .............................................................................................................................. 40 

4.5.4 SME Growth .................................................................................................................................................. 40 

4.6 Salesforce ............................................................................................................................................................... 41 

4.6.1 Definition of SaaS........................................................................................................................................ 41 

4.6.2 CRM Through SaaS ..................................................................................................................................... 41 

4.6.3 Advantages And Risks .............................................................................................................................. 41 

4.6.4 SME Growth .................................................................................................................................................. 41 

5.0 Analysis ........................................................................................................................................................................ 43 

5.1 Definition of SaaS ................................................................................................................................................ 43 

5.1 CRM through SaaS .............................................................................................................................................. 44 

5.2 Advantages and Risks ....................................................................................................................................... 46 

5.2.1 Risks ................................................................................................................................................................. 46 

5.2.2 Advantages .................................................................................................................................................... 48 

5.3 SME growth ...................................................................................................................................................... 55 

6.0 Conclusion .................................................................................................................................................................. 58 



~ 5 ~ 
 

6.1 Growth through SaaS based CRM system ................................................................................................. 59 

6.2 Risks with SaaS based CRM system ............................................................................................................. 59 

6.3 Proposal for future research .......................................................................................................................... 60 

7.0 References .................................................................................................................................................................. 60 

Books .......................................................................................................................................................................... 60 

Internet articles ...................................................................................................................................................... 61 

E-books ...................................................................................................................................................................... 61 

Blog posts.................................................................................................................................................................. 62 

Appendix ............................................................................................................................................................................. 62 

interview guide ........................................................................................................................................................... 62 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



~ 6 ~ 
 

1.0 INTRODUCTION  

This chapter will discuss the concepts of SME, CRM and SaaS. The background for the 

problem this thesis concerns will be presented and discussed, accompanied by the research 

question and purpose. Lastly the theoretical frame of reference, limitations and central 

definitions will be explained.  

 

1.1 PROBLEM BACKGROUND 
The world we live in today is an ever changing world with more information produced 

everyday than anyone of us can process. The world today is called the information society or 

the network society (Castells, 2011 p. 1969).  

Where the information and network knows no borders and travel at speed humans cannot 

comprehend. This age has created a myriad of innovative technologies that has forced and 

evolution in the communicative patterns in society at large. From an organization and 

individuals point of view there is no longer only one way communication but it has evolved 

more into a two way communication (Rust, Moorman, & Bhalla, 2010). What this means for 

marketers of today is that it forces marketers to understand the new rules and adapt to the new 

global digital communication environment. Normally the SME’s do not have the time nor 

economy to keep this two way of communication on an individual level with their customers 

in an old manual way without any type of automation. 

 

According to Miniwatts Marketing Group on Internet World Stats statistic from June, 2012, 

show that more than 2 billion people are currently using the internet and the number of people 

using the internet has grown more than 550 % since the year of 2000(Miniwatts Marketing 

Group, 2012). That is more than 34 % of the population on earth in the year 2012. With these 

numbers and the growth the internet has experienced those numbers are even higher today and 

for a company to not be on the internet and not to try to exploit the communication tools of 

the internet is an action that can result in catastrophic losses in competitiveness and market 

share.  
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Over 96 % of all the companies in the UK (Federation of Small Business, Sweden (European 

Commission), USA (SBE Council), Germany (European Comission) etc. are small or medium 

sized enterprises, better known as SME’s with a max limit of 250 employees. The SME’s 

generally make up for more than half of these high income countries (The World Bank, 2012) 

GPD (The World Bank, 2012, p. 10).  

Not only is SME to most common form of a business they are also the biggest contributors to 

the world’s economy.  

 

1.2 PROBLEM DISCUSSION 

The general problem in small business marketing is that business owners have product or 

service knowledge of what is being offered to customers but are not experts in the field of 

marketing and therefore struggle with implementing strategic planning, a marketing plan, and 

other elements necessary for success (Armstrong, Kotler, Saunders and Wong, 2005). Small 

businesses struggle due to lack of marketing knowledge that is aimed at understanding 

specific marketing problems (ibid.). Small business owners are generally having issues 

understanding the benefits of marketing and measure the ROI of marketing efforts (ibid.). 

 

The complex nature of SaaS is as follows described by both A. Wohl (2008) and G. Blokdijk 

(2008) when establishing that SaaS isn’t really a product itself, it is a service providing a 

product in the form of software including additional services on a web based platform. One 

part of what defines a SaaS is that it’s built as a pay per usage model (Blokdijk, 2008) which 

presents SaaS as a cost effective alternative. Furthermore SaaS exists in a cloud environment 

(ibid.). By existing in a cloud environment SME’s that want to adopt a SaaS face a relatively 

short period of adaptation.  

One of the largest barrier SaaS and other internet based BI (Business Intelligence) system 

faces are the perceived risk from the customer's point of view is to store a lot of vital business 

information on the internet with the risks this comes with (Benlian et. al, 2009 p. 366) 

The workload amongst people in SME’s are usually higher, there is a lot of extra time-

consuming jobs to be done, like entering additional data into their business systems, operating 

complex systems or implementing new technology into their processes and this have to be 

balanced with substantial benefits. In addition, they have to use their flexibility to find market 
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niches and have to work differently in highly competitive market which they are a part of 

(Davos, et. al, 2014). 

 

1.3 PURPOSE 

The purpose of this thesis is to research how SaaS based CRM systems contributes to SME’s 

growth. The research will furthermore lift opportunities for how marketing tools can be 

implemented as SaaS solutions to and assist companies to expand. 

The objective of this thesis is to see how SME’s can leverage from the technology and grow 

their businesses. 

 

1.4 RESEARCH QUESTION 

 

HOW SME’S GENERATE CONDITIONS FOR GROWTH THROUGH 
SAAS BASED CRM 

1.5 LIMITATIONS AND DELIMITATIONS 

LIMITATIONS 

The research was limited due to the researches idea to focus on respondents that are leading in 

the SaaS industry with decision making positions in their companies and also companies that 

have seen a period of growth which could be traced to a contribution of SaaS based CRM 

systems. This idea of achieving top of the line respondents lead to a lot of resources being 

spent on searching for the respondents fitting our profile which turned out to be a time 

consuming part of the research. Based on our profile requirements the researchers learned that 

people with decision making power and successful entrepreneurs are hard to reach and they 

have a minimal amount of spare time. 

Most of the empirical data was collected through Skype interviews which can lead to 

unconsciously dishonest answers from the respondents. Furthermore the researchers own 
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reality can be coloured and the interpretations of the data could be coloured by their reality 

and not completely objective.. 

DELIMITATIONS 

The theoretical frame of reference are studied from a SME’s point of view, therefore this 

study is limited to only SME’s growth theory. Furthermore it is limited to how SaaS based 

CRM system works, including advantages and risks. The research will apply SME’s growth 

theories on SaaS based CRM theories to research how SaaS based CRM systems contribute to 

SME’s growth. The research is furthermore processed with the hypothesis that SaaS based 

CRM systems generate growth and will focus on how this phenomenon is achieved.  

 

 

 

 

 

 

 

 

 

1.6 CENTRAL DEFINITIONS 

 Small and Medium-sized Enterprises (SME) 

 

Company Category Employees Turnover or Balance Sheet Total 

Medium-sized < 250 ≤ € 50 m or ≤ € 43 m 

Small < 50 ≤ € 10 m or ≤ € 10 m 

Micro < 10 ≤ € 2 m or ≤ € 2 m 

(European commission 2003) 

For a company to be called a SME it needs to have up to 250 employees and up to 

€50,000,000 in turnover or a balance sheet result of maximum €43,000,000 according to the 

European commission (2003) which is the definition used in this dissertation. 
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 Software as a Service (SaaS) -For a service to truly be called a SaaS it should be 

multi-tenacity not only should everyone from individuals to large organizations be 

able to use the same custom program it should also be able to connect third-party 

programs that cooperate with the original SaaS (Blokdijk, 2008). Furthermore SaaS in 

its basic definition is a software delivered over the internet (Wohl, 2008) 

 Customer Relationship Management (CRM) - Is a process that for a company means 

handling detailed information about individual users to increase their loyalty towards 

the company. This is more than just a marketing concept, it is also a tool that helps the 

company to integrate and connect different parts of the company. This is something 

that affects employee behaviour and the culture within the organisation (Ruzzier, 

Ruzzier & Hisrich, 2013).  

 

 

 

 

 

 

 

 

 

 

 

2.0 THEORY FRAME OF REFERENCE 

 

INTRODUCTION 

In order to be able to use this chapter as a solid ground for this research there are some 

terms and expressions that needs to be defined and explained. This theory chapter will focus 

around how SME’s generate conditions for growth through SaaS based CRM to succeed in 

their respective field of work. The theories that will be presented here will be used as starting 

point to give an answer to our purpose and reach our objective.  
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2.1 SME GROWTH 

 

Michael J. Baker, the author of The book of marketing (2003) explain that it is very important 

to recognize SME’s (Small and medium-sized enterprises) instead of seeing them as little big 

businesses. Furthermore he also says that the only difference between SME’s and large 

companies is not only the size, it is the number of companies within the two groups. In a city 

one can see that a large majority is small and medium sized companies and there are usually 

only a few that can be seen as large businesses. A noticeable consequence of this is that most 

marketers work in SME’s and a proportionally much smaller part work in the high profile 

marketing jobs in the larger companies. 

 

The lack of financial strength is something that is very common among SMEs, even though 

there are some exceptions (ibid.). Therefore the marketing work that is actually performed is 

affected by not having enough money. The lack of expertise might also be seen as another 

reason not to spend the money, because if they are used in the ineffectively or unwisely, the 

company may just end up wasting it all. The lack of money also means that the performed 

marketing is also likely to only have a small impact on the market. As a consequence of this it 

means that the enterprise have to highlight their differentiation and characteristics to the 

market (ibid.). 

 

Baker (2003) says that marketing in SME’s does not necessarily have to be different from 

larger companies but by simply asking the question about how the nature of marketing looks 

like in an SME, one simply suggests that there is a difference. When it comes to marketing 

planning Baker (2003) says that most literature agree on this as a very important tool when 

used; this because it follows a logical process in action and implementation that passes the 

stages of appraisal, evaluation and analysis.  However Baker (2003) believes that it is very 

difficult for an SME’s to use when it comes to following the textbook framework because of 

the lack of market dominance and size of the organisation. A formal marketing planning 

makes it very difficult to be as reactive and flexible as an SME need to be in order to follow 

the twist and turns of the market.  

 

When it comes to performing textbook style market research it can prove to be very difficult 

because of the numerous limitations that an SME have to face. Low level of expertise as well 
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as a short time schedule and poor funding in many cases forces the owners or managers to 

adapt and instead use a more natural and casual approach to market research, which can be 

seen as a collection of information in different ways instead of researching the market (ibid.). 

There are a lot of theories, tools and techniques that is not applicable for SME’s and therefore 

the limitations of the organisation as well as the characteristics by the entrepreneur or owner 

and how decisions are made creates the nature of marketing within the organisation (ibid). 

 

Jan Devos, Hendrik van Landeghem and Dirk Deschoolmeester wrote in their book, 

Information systems for small and medium-sized enterprises (2014) that a CRM-system is 

very different in an SME than to what it would have looked like in a larger enterprise. The 

workload amongst people in SME’s are usually higher, there is a lot of extra time-consuming 

jobs to be done, like entering additional data into their business systems, operating complex 

systems or implementing new technology into their processes and this have to be balanced 

with substantial benefits. In addition, they have to use their flexibility to find market niches 

and have to work differently in highly competitive market which they are a part 

of.  According to Devos et. al (2014) the day-to-day business in an SME is prioritised before 

other projects going on. This means that an implementation of CRM-systems have to follow 

different rules than what would have been applied in a larger business.  

 

Maja Konecnik Ruzzier, Mitja Ruzzier and Robert D. Hisrich writes in their book, Marketing 

for Entrepreneurs and SMEs: A global perspective (2013) that by using CRM it allows SMEs 

to have a two-way dialogue with individual consumers to determine what they really need and 

want. These relationships and the information that it gives is very important for SME’s 

because it makes it possible for them to adapt faster when the consumers’ needs and the 

market trends are changing. This information a company can use to create a more customized 

product or service which later on will bring more value and benefits to the consumer. This 

increases the consumers’ willingness to pay a higher price for the product/service and/or make 

more purchases.  

 

Ruzzier et. al (2013) says that It is unusual for smaller business to have formal processes or 

written procedures and they are still trying to establish their business routines. SME’s can 

secure their sales and profits a lot more effectively with a bit more formalized and secured 

databases about customers, key company information and other stakeholders. It is very 

important that CRM systems are carefully designed, managed and secured so that no 
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important and valuable information can be lost.  

 

CRM is a process that for a company means handling detailed information about individual 

users to increase their loyalty towards the company. This is more than just a marketing 

concept, it is also a tool that helps the company to integrate and connect different parts of the 

company within and across the SME. This is something that affects employee behaviour and 

the culture in the organisation (ibid.).  

 

SME’s usually pay very little attention to market share, this is because the benefits that are 

gained from this often is too small in comparison to the resources that would be needed to 

perform this type of measurement. The outcome of knowing your enterprises market share 

would be an effort to increase it, however this is unlikely to happen due to the lack of 

resources and ability to have an impact on the market (Baker, 2003). 

 

Pricing strategies is usually something that is heavily featured in the textbook literature and 

often are said to create a type of control over the decision making process in the customers 

mind. There are a lot of people that believes that a company can apply any marketing strategy 

in any coherency (ibid.). Baker (2003) says that this could work in a very general aspect, 

however SME’s work at a more situation specific level, in which the strategies have to be 

applied with consideration of a uniquely individualistic aspect. 

 

Baker (2003) believes that depending of the SME’s momentarily state in the life cycle the 

enterprise will perform marketing differently than they would in another stage. Reactive 

marketing practices is something that is dominating the marketing in the start-up phase of an 

enterprise, mostly because they have to be able to be flexible and change regarding to 

customer enquiries and changes in the market. Later on as the business develops, they tend to 

be more experimental with their marketing techniques and usually try out a variety of 

different alternatives. When the enterprise gets more and more established on the market, one 

will be able to see a marketing style that is more personal and characterized by how it has 

been worked with along the way. Through their experience they learn what techniques that 

can be used on their market and what thing to avoid. A large difference can be seen in the 

control the business have over its own marketing actions, instead of as in the beginning 

always having to be flexible in certain ways towards the circumstances that may appear  on 

the market (ibid.). 
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Margi Levy and Philip Powell writes in their book; Strategies for growth in SME’s (2005) 

that every year there are lot of companies starting up, and for them survival becomes more 

difficult. The first three years are without a doubt the most critical, with almost 50% of the 

companies going bust. Levy & Powell (2005) writes that failure is usually caused by the 

SME’s willingness to look inwards and not paying enough attention to customer and market 

requirements, also limited management skills and the owners belief that they can do 

everything is what most often bring them down. 

 

They continue with saying that most of the SME’s are setting up with the intention of growth. 

Most business owner is entrepreneurs and there is a general ability to take risks and respond 

quickly when circumstances changes and this is essential for firms in the stage of expanding. 

There is one issue that usually arises amongst growth firms and that they set up a monitoring 

system when starting up, but they do not continue to invest in them (ibid.). One danger 

for  many SME’s is  their attitudes to managing uncertainty and risk which in the end is 

usually leading to short-term decision-making and they then tend to ignore their strategic 

objectives.  

 

Levy & Powell (2005) says that success or growth is at the point when the firm is well 

established with a reasonable customer base when they have manager to support activities 

such as finance, marketing and operations. At this stage SMEs can take a various number of 

different paths and it all comes down to the owners’ attitude to growth. Firms at this stage 

need to be ready to adapt in order to maintain a desirable market position, otherwise they 

might fall back to the survival stage once more. The vision for future growth is something that 

needs to be shared throughout the entire organization, from owner to staff and at this stage the 

strategic planning is essential. The need of control and management to ensure profitability 

while managing the growth becomes greater for the company. To manage an expansion in a 

company’s customer base they need to work actively with information systems. In the 

expansion stages the company requires more formal systems to manage increasing complexity 

of business processes as well as relationships on the market.  

 

Levy & Powell (2005) writes that the business systems that are usually used in SMEs tend to 

be simple. When SME’s is expanding and the need to organize becomes arises the demands 

on the business systems also increases. The information systems usually only consist of 
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operational systems; but in the expansion phase of a business there is often investments in 

operational management systems such as production, sales, and some financial monitoring. 

Smaller firms usually need external information to be able to grow as a company, and this 

information is usually acquired through involvement in professional associations and personal 

relationships.  

 

Kotler et. al (2005) say in their book Principles of Marketing that a lot of managers of small 

businesses usually prioritize to retain market information by observing things that is 

happening around them. For example this means that they can observe how people act in a 

certain store or by visiting their rival companies to see the difference and gain information 

about the opposition.  

 

Dennis J. Cahill (1997) starts to explain in an article published by Emerald group publishing 

limited that all customers are different and says that this is very important to remember when 

targeting customers. He continues with saying that a target market simply is the market where 

a company wants to aim their messages towards. For this group of people the company will 

focus their marketing time, resources and attention. In this type of marketing Cahill (1997) 

explain it as following; it is better to use a rifle than a shotgun to get results. He also says that 

when the sales in the targeted segment are higher than the one in the non-targeted segment, 

the company will definitely benefit from it financially (ibid.). This is something that is agreed 

upon by Kotler et al. (2005) when they say that it’s important to focus on the buyers who have 

larger interest in purchasing the product (the ‘rifle’ approach) than to spread their marketing 

efforts (the ‘shotgun’ approach).  

Kotler et. al (2005) says in their book Principles of Marketing 4th edition that there are not a 

lot of companies nowadays that use mass marketing. Most of the companies instead chose to 

practise target marketing by identifying market segments, and through selecting one or more 

of these segments, developing a marketing mix and a product that is suitable for these groups. 

This also gives the seller an opportunity to develop a product that is adapted for these groups 

when it comes to price, distribution channel and advertising to reach their targeted group of 

the population as effective as possible.   

 

Market targeting consist of process where the company evaluate the different segments on the 

market and their respective attractiveness to be able to choose one or more of the market 

segments to aim their marketing towards. Target marketing is also very helpful when a 
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company is looking for market opportunities and when they are looking to develop a product 

that better suits the consumers as well as for the development of effective marketing mixes 

(ibid.). 

 

2.2 DEFINITION OF SAAS 

 

The areas for where SaaS can be used are almost unlimited and according to Blokdijk (2008) 

its definition will be evolving due to the flexibility of SaaS to be altered and modified to suit 

the users need. Leading companies in the industry have however worked out four 

cornerstones to define the meaning of SaaS on a fundamental level (ibid.). For a service to 

truly be called a SaaS it should be multi-tenacity not only should everyone from individuals to 

large organizations be able to use the same custom program it should also be able to connect 

third-party programs that cooperate with the original SaaS (ibid.). The next cornerstone are 

that a SaaS should have a feedback mechanism so customer and the software are able to 

immediately transfer feedback as the program is being used (ibid.), this is what makes SaaS so 

flexible and adaptable due to the instant feedback which create opportunity to have frequent 

updates. The last and most important according to Blokdijk (2008) is that SaaS is a service for 

which the customer only pay as you use, it means that the customer only pay for for the 

resources they consume and doesn’t get bound for a long period of time (ibid.). Bart Czernicki 

(2010) strengthens previous definition of SaaS by explaining that the SaaS model cornerstone 

includes hosting, maintaining, and updating the service from a centralized location. 

Furthermore Wohl (2008) claims that the definition of SaaS in its most basic format is a 

method of delivering a computer program to users using the internet. Simplified, Czernicki 

(2010) describes that that basically means that the consumer receives content via the internet 

and from domains the consumer doesn’t own. 

 

Within these limitations SaaS can be used for anything from analyse sales and marketing 

effort to CRM and acquire new staff through mapping potential employees.   

SaaS applications are sometimes called web-based software, on-demand software or hosted 

software. Whatever the name, SaaS applications run on a SaaS provider’s servers. The 

providers manage access to the application; including security, availability, and performance 

(Blokdijk, 2008). 
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To elaborate further, SaaS is an online service joined by applications which exists on a 

platform, managed by the SaaS vendor, within the user company's premises (Wohl, 2008). 

These applications can be reached via computer desktop, mobile devices like laptops, 

smartphones and pads, and are consistently synchronizing what users did in the applications 

with the online versions to keep everything up to date (ibid.). She continues with mentioning 

the reason for this is to allow work to progress without interruption and to exclude the online 

factor as a necessity. By excluding the online factor users are now able to use the service 

without an online connection, even during network failures, traveling via airplanes, or are 

located in remote locations; however the synchronization process will be put on hold till the 

user reach an internet connection (ibid.). 

The storage for all data produced by the user company is provided by the SaaS vendor 

together with all necessary technical maintenance and support of the service (Blokdijk, 2008). 

In return the user company subscribes to the service and normally pay a regular fee monthly, 

annually or even per use basis (ibid.). Further he mentions that the services are available for 

the user instantly after payment and that no installation of the service is needed due to its 

structure and natural environment on a cloud platform. Furthermore he claims that the SaaS 

business model is achieving an increasingly greater market among start up business and small 

companies. To summarize the reasons for SaaS increasing popularity Blokdijk (2008) 

mentions, among others, the following reasons; with SaaS pricing model it is often a minor 

investment together with a unconditional flexibility on software use which is a rapidly 

increasing important factor for modern SME’s. 

To additionally add to this definition of SaaS P. Brereton, D. Budgen and M. Turner (2003) 

describes the objective with SaaS which is to break down limitation barriers regarding the 

usage of software, deployment and evolution which is traced to the mobility of the service 

through separate the user from the possession and ownership. Furthermore P. Brereton et.al 

(2003) claim that the size of the user company is irrelevant and that all sized companies 

would benefit from using SaaS to generate new markets and increase their market shares.  

As discussed earlier the customer does not buy a SaaS license but instead all the cost of 

infrastructure, usage rights, hosting maintenance and support are bundled up into a monthly or 

pay-per-use invoice (Bernd, Lin, Kwei-Jay, Narasimhan, Priya, (2007). Due to this revenue 

process Bernd et.al (2007) mentions that SaaS not only brings lower TCO (Total Cost of 

Ownership) but also a better ROI (Return On Investment). Furthermore Bernd et.al (2007) 

discuss that SaaS services covers most of the application areas e.g. CRM (Customer 



~ 18 ~ 
 

Relationship Management), HRM (Human Resource Management) through achieving a 

prosperous development.   

 

2.3 CRM THROUGH SAAS 

Barton J. Goldenberg (2008) writes in his book CRM in Real Time: Empowering customer 

relationships that companies that are providing CRM software solutions usually use the SaaS 

model. In the late 1990s a lot of SaaS start-ups went out of business because a lot of 

companies were very hesitant with letting a company on the outside be in control of their 

important applications due to the lack of rumbustious integration tools. The last couple of 

years however a big change in attitude have been made and now a lot of companies, both 

large and small have started using SaaS systems and the SaaS model to dodge a lot of the 

more traditional problems with their client server such as high prices, troublesome 

employments and unavoidable software upgrades (ibid.). Blokdijk (2008) says that hosted 

CRM have shown to be a very helpful tool for a lot of companies when it comes to sales 

improvement, customer satisfaction and after sales follow up. It can also have a positive effect 

on companies’ profitability and market performance. Adriana Limbasan & Lucia Rusu (2011) 

agrees in their article; Implementing SaaS solution for CRM when they say that the 

maintenance of a database for CRM with information about the customers, their preferences 

and their behaviour can bring a lot of advantages for the company. Such as a significant 

reduction in time when it comes to choosing the company’s target segment and customizing 

e-mail campaigns based on their targeted segment of people to address their needs in a more 

direct way. 

 

Blokdijk (2008) explains that companies CRM must be extremely good if they want to 

succeed in the market. Blokdijk (2008) claims however that the better alternative on the 

market that is called hosted CRM. This requires a very small effort from the companies and 

has also been proven to be an effective and cost efficient way to go. The only things a 

company will need for this is a computer and a reliable internet connection. 

 

Goldenberg (2008) also tells us that many CRM-system suppliers have added functions 

beyond CRM due to the competition within the business. One of the largest companies on the 

market called Salesforce.com for instance made some improvements to their AppExchange, 
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their internet platform and their directory where their customers can select and add different 

types of functionality to their Salesforce.com application. The only downside with this has 

been as Goldenberg (2008) highlights that the customers become more and more dependent 

on the provider and their servers instead of relying on their own. Blokdijk (2008) continues 

with saying that today most of the providers offer the companies a great deal of flexibility and 

this means that the companies subscribing to the hosted CRM service can change the 

applications to better suit their needs. 

 

It is now a lot easier for marketers, when the CRM providers give alternatives for generation 

and management of search engine keyword marketing campaigns. These are performed 

through a specific click-through URL address that imbeds with Google AdWords or as a 

sponsored search on an alternative search engine (Goldenberg, 2008). Furthermore he says 

that companies using these systems can access built-in analytics for example to see the 

number of clicks, click- through rate, ROI and the total cost for each search engine keyword 

marketing campaign. The significance of getting a good mix of people, processes and the 

technology to drive CRM successfully is something that for instance customers, vendors and 

implementation firms just recently started to grasp (ibid.). During this the SaaS model 

continues to grow rapidly. Because SaaS is a “multi-tenant” application that can be seen not 

as just an application but instead can be more accurately be seen as an outsourced framework 

service to build any type of application. Even though this concept is not brand new it is still 

not widespread in today’s market. 

 

2.3 ADVANTAGES AND RISKS WITH SAAS 

 

Risks Benefits 

Lack of Control Accessibility 

Security Pay-per-usage 

Continuity Reduces administration and operational 

overhead 
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Cannot access if your network, ISP or broadband 

connection fails 

Security management 

 Flexibility/Adaptability 

David Nickson, table 8.3, page 118, (2008) - IT Procurement Handbook for SMEs  

 

2.3.1 TABLE EXPLANATION   

2.3.1.1 RISKS 

Lack of control: With a SaaS systems the client has outsourced the control to the supplier 

and is suffering a risk of unwanted updates or software changes without much choice or 

power to control the maintenance (Nickson, 2008).  

 

Security: From the clients perspective they are depending on that the safeguard the supplier 

provide are appropriate to you are dependent on the supplier having appropriate safeguards in 

place to preclude data to leak or disappear (ibid.). 

 

Continuity: Nickson (2008) also mentions that the clients are dependent on formidable 

recovery and disaster recovery procedures which the client are completely relying on the 

provider to supply to protect the client service provision.  

 

Cannot access if your network, ISP or broadband connection fails: If this is the case of 

scenario Nickson (2008) insinuates that it will most likely hamper the client to access the 

service provision which will constrain the client until the error is located and taken care of.   

 

2.3.2.2 BENEFITS 

Accessibility: Nickson (2008) reasons that the nature of SaaS creates the possibilities to 

access top of the line services from antecedent computers using one of the accustomed web 

browsers. 
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Pay-per-usage: Furthermore Nickson (2008) mentions that with the nature of the 

compensation process for SaaS the client will have, to a greater extent, control of costs since 

one of the cornerstones of SaaS is to pay for what you use or regularly. 

 

Reduces administration and operational overhead: According to Nickson (2008) the client 

does not have to bother with backup data, operate servers and search after licenses etc due to 

the providers responsibility to include these services in the package.  

 

Security management: A risk can also be a benefit due to the fact that the client will save 

cost and time since they don’t have to bother with data security and disaster recovery which 

should be done and guaranteed by the providing company (ibid.). 

 

Flexibility/Adaptability: Nickson (2008) also claims that the client have access to all the 

latest upgrades, applications and have the possibility to tailor make the service with choice of 

application to suit their unique needs and wants.  

 

Katarina Stanoevska, Thomas Vozniak and Santi Ristol writes in their book Grid and Cloud 

Computing: A Business Perspective on Technology and Applications (2010) that when 

looking from a user’s perspective, the main motivation for obtaining software as a service is 

the cost advantages, this is due to the pay-per-use model and this means that there are no 

upfront infrastructure investments. A SaaS application can be developed on an existing 

platform and after that it can be outsourced to a third party user. SaaS is very attractive for 

companies because they do not have to make a big investment or a license but it still keeps 

them very flexible. The growing openness from businesses for software as a service and a 

constant pressure of reducing IT costs are one of the largest drivers for the growth of SaaS 

and the high demand.  

 

Stanoevska et.al (2010) says that users only pay for the amount of IT resources that they use, 

and at they take advantage of the scalability and flexibility that comes with using the Cloud. 

Cloud computing offers an easy and fast scaling of required computing resources on demand. 

 

The disadvantages are according to Stanoevska et.al (2010) actually quite a few and the first 

one they mention is that clouds serve a lot of different customers, and users of a cloud service 
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do not know who else runs their job on the same server as their own. They also mention that a 

company usually work with a cloud outside of their own firewall, and even though this maybe 

does not have a big impact on a consumer's decision to use it, it can have a large impact on a 

company’s decision to use cloud services. The user also has to rely on the SaaS providers 

promise on reliability, performance and quality of service. The users also have to put their 

trust in the hands of the provider that no unauthorized access will take place.  

 
 

 

 

 

 

 

 

 

 

 

 

 

3.0 METHODOLOGY 

 

This chapter will cover the reasoning in deciding the research approach. It will highlight the 

different data collection method and justify the utilized approach. Furthermore it will cover 

the discussion carried of what research units to be utilized and how the collected data should 

be analysed. The methodology chapter will additionally explain justified validation and 

interpretation of results. 

 

3.1 METHODOLOGICAL APPROACH 

 

Bryman & Bell (2003) wrote in their book Research Methods in Business Studies: Practical 

guide, that in order to decide what is true and false to be able to draw conclusions, that two 
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different methods can be used, induction and deduction. Induction is based on evidence that is 

empirical and deduction is instead based on what is logic. When drawing a conclusion using 

deduction, it’s done through logical reasoning, although it does not have to be true, but it is 

logical. In this type of research hypotheses are usually created by the researcher from existing 

knowledge. These hypotheses can be tested which means that its can also be either accepted 

or rejected. The researcher’s job is not only to build these hypotheses from existing 

knowledge; it is also to use operationalization in order to present them in operational terms. In 

this type of research theory comes first as well as the hypotheses built on it, influence the 

continuation of the research process. In the deductive way of doing research it is usually 

connected with quantitative types of research (ibid.). D.I. Jacobsen (2000) wrote in his book, 

Vad, hur och varför that the deductive way of research have earlier been criticised for only 

highlighting a very limited form of information, and that means those type of set-ups could 

become more and more like a self-fulfilling prophecy, a lot because the researchers only 

found what they were looking for and wanted to find. He also says that the deductive way of 

research usually limits the perspective of the researchers.  

 

Bryman & Bell (2003) continues saying that when using the induction method of doing 

research we draw conclusions from our empirical observations. In this type of research the 

researcher goes from making observations to evaluate the findings from observing to later on 

forming theories, as findings are assimilated into already existing knowledge in order to 

improve theories. This means that we cannot sort out any specific type of empirical facts just 

because it does not fall into the framework as we would have imagined. In these researches 

induction is usually associated with a qualitative type of research. This process goes from 

assumption to conclusion (ibid.). 

Since this study includes a rather unfamiliar subject for the researchers it was decided to use 

the deductive approach to gain an understanding of the phenomenon before gathering our 

empirical refers to the empirical evidence from how CRM system on an SaaS platform 

contributes to grow we will during this research use induction, because just as they described 

it as being based on empirical evidence instead of what would seem like the most logical 

result. 
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Table 1.0 explaining the inductive methodological approach 

 

According to Jacobsen (2000) the criticism towards the induction type of research is based on 

people who instantly thought it was impossible and naive to think that someone could walk 

out into the real world with a completely objective view. Modern psychological research says 

that: A person is not able to collect all relevant information, and there will always be a 

limitation regardless of it being intended or unintended. All people have some type of 

prejudice about what is important and what is not before they start an empirical research, and 

this will be of importance when it comes to which type of information that will be collected 

(ibid.).  

 

This means that the difference between induction and deduction is that when using induction 

is that facts is acquired through observation which leads to theories and hypotheses. With 

deduction and logical reasoning we instead accept or reject these hypotheses or theories, these 

acceptances or rejection creates the chance to explain or predict. In this process, research 

begins with ideas and facts that then lead to propositions, theories and projections. New 

theories and predictions leads to facts and new ideas which then again leads to new theories 

(Bryman & Bell, 2003).  

Since this study means to research the complexity in how SaaS based CRM contributes to 

SMEs growth we have chosen what Patel & Davidson (2011) means is an intensive design, in 

contrast to an extensive design. The characteristics of an intensive design that is appealing for 

Interpretation 
Level 1  

•The examined 
makes his 
interpretation of 
reality 

Interpretation 
Level 2 

•The researcher 
interprets the 
information the 
examinee has 
given 

Interpretation 
Level 3 

•Anyone who 
reads the results 
interpret them in 
their own way 
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our research is the opportunity to generate a nuance, detailed picture from the depth of the 

phenomenon. With the intensive design the result will be difficult to generalize in contrast to 

the extensive design where a great number of objectives are studied, however the extensive 

design risks becoming shallow and irrelevant (Jacobsen, 2002) 

 

3.2 QUANTITATIVE OR QUALITATIVE 

 

Jacobsen (2002) mentions that quantitative methods of research are based on that the 

researchers categorize the information before it is collected have questions that are fixed and 

the answer alternatives should be given. Furthermore he describes qualitative method to be 

more flexible than a quantitative approach, which for this study makes it significantly more 

effective to adapt the empirical data collected to the environment that the respondents 

inhabits.  

Karin Widerberg - Practical qualitative research (2002) mentions that qualitative research 

studies the character of a phenomenon while the quantitative approach measures the amount 

of a phenomenon. The quantitative approaches research among others the connection between 

phenomenons (ibid). 

This study means to research the connection between SaaS based CRM and SME’s growth, 

this is why the qualitative approach has been chosen. 

Jacobsen (2002) elaborates and explains that the qualitative approach allows the researches to 

dig deeper and creates the opportunity to give a more nuanced portrayal of the phenomenon in 

its environment. This contributes to give the study an intensive research approach. 

We have because of this chosen to use a qualitative method of research, to be able to get a 

clearer view and more impressions about not only the interview object that we are speaking 

with but also the surroundings such as the company that the person is representing. This will 

give us a better perspective of the company itself to be able to determine how they work and 

also get a perspective of the role of the interview object within the company. When 

approaching the qualitative research method Jacobsen, (2002), discuss a number of strategies 

to use like the individual open interview, group interview, observation and document 

research. He also mentions that different strategies suits different needs, the open interview 

works best when a few number of objectives are used to collect data, when the researcher is 

interested in what the individual object say or when interest lays in finding how individuals 

interpret a particular phenomenon. Before choosing strategy it is important to understand the 
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research problem (ibid) and this thesis problem is about researching a phenomenon impact on 

another phenomenon; how SaaS based CRM system can contribute to SMEs growth. From 

the problem it is also readable that we want to find out what individual industry experts say 

about CRM, SaaS systems, and SME’s growth and then reach a state of saturation where new 

findings are rare, which make a group interview strategy illogical. To find an answer to the 

thesis problem we need to collect intensive data and only from a few objects which the 

individual open interview is best suited for. This is why we have chosen to use that strategy as 

our primary strategy. This choice is also strengthen with the fact that understanding how our 

objectives interpret a phenomenon (ibid), in this case SaaS based CRM system and SME’s 

growth, is needed to reach a validate conclusion.  

For this study an open interview approach has been chosen to leverage on the opportunity to 

gain more intensive information from the respondents. However all our interviews will not be 

done eye to eye because of the geographical location and distance between us and the 

interview object. The interviews that will not be performed eye to eye will instead be done 

through Skype, as we see that as more descriptive way of interviewing than email or a 

telephone call. A quantitative research would not give us all this information in the same way 

and would as Jacobsen (2000) say, not give us a fulfilling description of the situation.  

 

3.3 PRIMARY DATA AND SECONDARY DATA 

 

We have chosen to have a qualitative strategy with open interviews we will be collecting new 

data from individuals as our source for primary data. Jacobsen (2002) mentions that primary 

data is new data collected directly from individuals or groups. In contrast the secondary data 

has already been collected and is collected for another research problem. To apply the 

collected secondary data on another research problem might create difficulties. Consequently, 

when selecting secondary data, being aware of the secondary data’s purpose and weighing the 

information becomes of critical importance (ibid).  

 

Secondary data is the data collected from others, usually for another purpose but can still be 

used for our research (ibid). The secondary data in this report is collected through scientific 

articles, literature in the field of SME’s, marketing strategies, entrepreneurship and social 

media. The secondary data is used as a base for the method and theory chapter. 
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To this study secondary data was used as a complement to support the primary data who in 

contrast was gathered as the main source of information due to its nature of addressing the 

specific research issue. The risks with secondary data mentioned above were thoroughly 

considered when selecting the secondary data. 

 

3.4 ANALYTICAL METHOD 

The analytical method was chosen from Jacobsen (2002) description where the first step is to 

describe the data, followed by systematize and categorize, and the last step to combine and 

bring structure to the data. 

The first step in the analytical method in this study was to transcribe the interviews that were 

holding over Skype. Gillham (2005) describes this as the process to produce a written version 

of a recorded interview. To be aware of the losses of hidden verbal communication is 

something he discusses risks during a transcription, like emphasises and tone. To avoid a 

significant amount of these losses during a transcription process the writer should try to 

explain in written language the meaning of tones and emphasises (ibid.). During the 

transcription process we have been aware of these risks and used a language emphasizing 

meaning behind words. We aimed to complete the process the day after the interview which is 

to prefer due to the fresh memory of what is being said (ibid.). 

We have chosen a combination of analytical methods where on one hand we observe every 

individual respondent’s answers and on the other compare several respondents to gain a closer 

look on the problem (Jacobsen, 2002). Most qualitative studies require a combination of both 

due to the complement each provides for the other (ibid.) 

 

When we overlooked the data we emphasized Jacobsen (2002) that categories “must emerge 

from the observations and interviews we have available”. Even though Gillham (2005) 

mentions that every interview are unique and the complexity of finding similarities in 

interviews about human opinion and behaviour a couple of similar themes emerged. We 

categorized these themes into SaaS definition, CRM through SaaS, Advantages and Risks and 

SME growth, a few sub-categories emerged within the advantages and risks category.  
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The last part of the analytical method was bringing structure to the data (Jacobsen, 2002). To 

achieve structure the theoretical frame of reference was compared to the categories to use as a 

complement to describe the research problem.  

 

3.5 RESEARCH QUALITY 

3.5.1 VALIDITY 

Ryen (2004) says that Validity is referring to a truth that you can get a grip of through words 

and relates to a stable social reality. Jacobsen (2002) discuss two different types of validity.  

 

3.5.1.1 INTERNAL VALIDITY 

The internal validity where we actually measure what we are supposed to measure. Ryen 

(2004) describes it as a measurement on how causal claims are supported by a study in a 

specific environment in which the researcher’s job is to reject all the potential threats toward 

these claims. Since our respondents has been from a variety of positions within their 

companies, but all with a proven record we consider that we have had access to trustworthy 

sources. We assume that they have answered at their best capability and provided correct and 

truthful answers. According to Jacobsen (2002) the intensive design often is characterized by 

high internal validity. 

 
3.5.1.2 EXTERNAL VALIDITY 

Jacobsen (2002) describes the external validity as when the result can be transferred to other 

areas and generalized. This definition is something that is agreed upon by Ryen (2004) as well 

by saying that the external validity is a measurement on how some casualties can be 

transferred into other environments as well and see if it possible to generalize. By researching 

a problem that focus on the complex relationship between SaaS based CRM and SME’s in an 

expanding phase we have ruled out a number of options to be able to make sure the research 

have a high validity. By using open interviews we will be able to reach the intensive data 

required to be sure we measure what we intend which will increase the internal validity. 

 

·     
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3.5.3 RELIABILITY  

Björklund & Paulsson (2003) describes that to achieve a high level of reliability a study 

should, without depending on whom the researchers are, conclude in the same research result. 

This is also mentioned by Denscombe (2004) who consider a study to have a high level of 

reliability if the result can be consistent. 

However, a qualitative study can never reach the same level of reliability as a quantitative 

research where the result is measured in numbers (Langemar, 2008). Jacobsen (2002) 

describes the researcher effect where the researchers have preconceptions about the world and 

this will colour their judgement and ability to fully objective analyse the data. We are aware 

of the researcher effect described by Jacobsen (2002) and we can never eliminate it 

completely, however by using comprehensive questionnaires and strive for saturation we 

think this report will be reliable. By also be aware that the objects have different preferences, 

difference in their view of the world and might answer untrustworthy the responses we as 

researchers will always have to ask us the question ‘why’ when analysing the data collected. 

By being aware of potential flaws and actively work to prevent them we can reach a high 

reliability.  

 

3.6 SELECTION OF RESPONDENTS 

 

Ryen (2004) says that to start with, you have to formally get access to the respondent by 

identifying or chose the field or the environment where you will perform the project. That 

means where you are going to start looking for respondents, by for instance chose a company. 

This were done by choosing to target some of the market leading SaaS providers and experts 

to obtain as much expertise, knowledge and information as possible about or field of research. 

When we reached out to major representatives of companies like Salesforce.com and HubSpot 

we were told that they did not have time at the moment and referred us to their blogs with the 

explanation from Salesforce.com that “you can find data on how SaaS and CRM is used in 

SME’s by industry leaders on our blog” and from HubSpot that “the information you are 

looking for is available on our blog at blogs.hubspot.com”. So therefore we decided to use 

Salesforce.com and HubSpot.com as sources for our collection of empirical data along with 

our personal interviews. As Jacobsen (2002) say consequently, when selecting secondary 

data, being aware of the secondary data’s purpose and weighing the information becomes of 
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critical importance. We are well aware that obtaining the empirical data from a second hand 

data source is not the ideal source of information, but after evaluating the information we 

collected as well as the author. We decided to consider these two blogs as trustworthy sources 

because of the credibility of both the author as well as the credibility of the website.  

 

The respondents are chosen by the researchers and the sample is small. When performing 

qualitative interviews the purpose is not to compare the units, but to instead get access to 

information that is relevant for the research topic. It is the actual possibility to reach deep in 

these few interviews that is the strength with qualitative studies (Ryen, 2004). From this we 

chose people with a lot of expertise in order to get obtain as much information and knowledge 

of the market as possible. The four people that we came in contact with were located in New 

Zealand, Canada and two of them in Sweden, this also to see if there were any differences 

depending on the geographical location. 

 

Even though you record an interview, Ryen (2004) thinks that it is still important to take 

notes. Those notes are the start of the analysis chapter. During the interview you can expect 

from writing down what is being said also take notes on your own reflections and 

associations. The interviews were personal interviews done over Skype and we choose to do it 

in that way because of the geographical location and because it was more time efficient. In 

this way we could also get more open interviews that staged more interactive interviews than 

what we would have got through email or by phone. During the interview we both recorded 

the interview and took notes to be able to capture as much information as possible. 

 

 

 

 

 

3.7 PRESENTATION OF THE RESPONDENTS 

The respondents were chosen from a high standard profile which is shown below. 

 

Respondents’ profile 

 

1. Experienced with SaaS, CRM systems and SME’s 

2. Decision making role in their business 
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3. Part of a SaaS based growth within their company 

4. Companies considered to be a ‘star’ or a ‘cash cow’ according to the BCG-Matrix  

5. Industry leading advocate 

 

 

From this profile we found eight different respondents matching our profile. Their role in their 

company and experience within the field of our research are shown below in the chart. 
 

Company Respondent Position Interview form Date 

Meltwater Group Nicolas Westdahl Business 
Development 
Director 

Open interview 12/5-2014 

Kula Partners Jeff White Principal Open interview 13/5-2014 
VisualSign Erik Rudling Principal Open interview 5/5-2014 
 
 
Forbes 

 
 
Ben Kepes 

Journalist,  
Angel investor,  
SME owner, 
consultant,  
board member 

 
 
Open interview 

 
 
9/5-2014 

Kula Partners Jesse Mawhinney Marketing manager Blog post 13/1-2014 
 
 
Hubspot.com 

 
 
Mike Brown Jr 

Genral Partner 
Bowery Capital 
Previous Co-
founder of AOL 
ventures 

 
 
Blog Post 

 
 
20/12-2013 

Salesforce.com Laura Fagan Brand Journalist, 
Salesforce.com 

Blog post 9/5-2014 

Salesforce.com Lincoln Murphy Gainsight, 
Sixteen ventures 

Blog post 7/5-2014 

 

 

With these high standards we were sometimes forced to use blog post from industry leading 

sources rather than using less experienced respondents. 
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4.0 EMPIRICAL DATA 

 

In this chapter our empirical facts will be presented that we have obtained through four 

individual interviews from experts in three different countries of the market of small business 

and SaaS systems. We have also been forwarded from two different industry leading 

companies within the software-as-a-service business to their blogs in order to answer our 

questions. 

 

4.1 PRESENTATION 

Erik Rudling today have to firms, Netrick which is his own firm where he works as a 

consultant with smaller companies and helping them on how to use Google applications and 

how to work with for example online documents, emails and so on. Then he started a business 

with a colleague four years ago that is called VisualSign that focuses on SaaS and they assist 

large companies to make both their internal and external communication more efficient. Here 

they have had large production industries like for example, Carlsberg and Arla.  

 

Nicolas Westdahl, 37. Have been in the IT business for 15 years and today he works for a 

company called Meltwater Group where he is the Business Development Director. By 2006 

Meltwater were the European leading in online media monitoring and by 2008 one of the 

largest companies in the world in their market.  

 

Jeff White is one of the two principals of Kula Partners. Jeff is a creative who can also think 

in code. He is also as much of a developer as he is a designer and is able to transform business 

needs into beautiful applications that function the way people expect them to work. Jeff 

frequently lectures on social media, interface design, typography and internet marketing. 

 

Ben Kepes is a journalist that writes for Forbes Magazine, but he also does a lot of consulting 

and advisor work as well as a bit of Angel investing. He also owns a couple of small 
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companies. The list of companies that he have consulted is long but a few of them are 

Salesforce.com, Hewlett-Packard and Toshiba. 

 

Salesforce.com is leading within cloud computing for companies. Their social and mobile 

cloud techniques - including their sales and CRM function help customers, partners and 

employees in new ways.  

 
4.2 NETRICK/VISUALSIGN 

4.2.1 DEFINITION OF SAAS 

SaaS is a very broad subject. What is specific with SaaS is that the cost for a consumer is low. 

The consumer pays per month or usage, with google aps per year. You pay less and become 

more flexible. Not only because the investment is low but also with software updates and you 

become platform independent meaning you can reach your things from several platforms. I 

would have said that it’s very clear that the flexibility increases greatly. When we started 

Visualsign for four years ago I would have a working and running office within a day with 

everything that before required installation of servers and other hardware. You are able to 

handle the changes a lot quicker which is grateful for small companies. If you have an idea 

you don’t need large investments to get going. You can get the right foundation running a lot 

quicker than before. 

With Netrick I have focused a lot on helping small companies to get started, it’s not just about 

to press a button but more on how you get your company up and running. With Netrick I do 

my marketing via adworks and similar services together with emails using SaaS systems. I 

don’t give Netrick that much attention today, I put more focus in another firm me and a 

colleague started four years ago called Visualsign that also focus on SaaS. Visualsign assist 

large companies to make their communication, mostly internal but also external, more 

efficient. 

For example we have digital note boards for Hallandstrafiken where information about the 

next bus or train is but also they can show their campaigns, prices and changes. We also have 

quite large production industry companies like Arla and Carlsberg. And all our products are 

working via SaaS in the cloud. 
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4.2.2 CRM THROUGH SAAS 

 

At the moment we use the CRM Insightly where, as I mentioned before, everyone in the 

company gets their own account which goes through google apps which makes it a tool to 

google apps. To give a visual explanation, if we receive a support mail we can instantly create 

a CRM errand where all colleagues sees what everyone has done and makes sending back and 

forth instant. As mentioned it also helps with the sales, if a colleague sees an opportunity you 

just leave a note in the CRM, value it with the chance of success and then everyone in the 

company can see it. We can also save the mail conversation and make it visible for everyone. 

We also use SaaS for mailing. It's like in my first company in the early 2000's where there 

was not that much stuff like this, but there was e-commerce. Even my bulk emails, I drove in 

a local program, installed an application on the computer and had a client list. There was not 

that much traceability. But now the whole process of creating a newsletter is complicated, you 

have to follow a lot of guidelines. People should be able to deregister they must have applied 

to join our newsletter it is positive that SaaS can help you to follow these steps or else you 

risk being seen as unserious. It will be a completely different flexibility of your handling of 

customers and which ones are getting your messages, newsletters and while providing a very 

good traceability how long people have read who opened it, where they are from and so on. 

So that's the form of direct marketing that we use. Google adwords is pretty much a little 

more indirect marketing. Google adwords are all very well but the clique of visits you want on 

your website are organic so you should have a good website with good information so Google 

can find your website and puts you high in the results so there will not be sponsored. In 

summary so, the company must spend time and money on a website that is SEO. People get a 

little sceptical if they see an ad and they have less chance of getting an opportunity then. 

Besides newsletter and adwords we will call people too but it's a little tougher to cold call.  

You may want to create a consciousness, I focus a lot on facebook, do case studies videos on 

youtube, thus creating a consciousness; This company has been around for quite a while and 
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can concretely show that there are good companies which people may come to themselves so 

we do not push it down their throats. 

 

4.2.3 ADVANTAGES AND RISKS 

First there is the start cost, what you save in money and time to start will generate great winnings 

and a completely different level of flexibility. Even the opportunity to evolve, earlier you needed 

a big expensive office license which costs thousands of kronor and hours to update and implement 

in the whole organisation. You would experience a lot of down-time where people can’t work 

properly. Today you don’t even think about if software is updated, you might notice it if they 

change the visual layout. If the update changes anything you usually receive videos explaining 

what the upgrade did and what was new to teach us. If the update is concerning something small 

technical you often don’t even notice, it’s fast and easy and it doesn’t require you to put up a loan 

on the house to get started. 

 

Major challenge, as statistics nerd I know what I put into marketing and what comes back, 

good traceability to look how the customer has come in, you see how the company got the 

opportunity, how the customer reached you or we them and then conducts monitoring and 

have track of it so you see what you spend and what you get back. The principle is basic but it 

is difficult to pursue it, I think people just put money on marketing and hope it does 

something. You do not want to spend money needlessly either. It is a behaviour you can work 

into yourself, if someone calls us we always ask how people found us. Then does the 

employee a notice on customer documents in case they found us on Google etc. but it is a 

little challenging but it's what we do anyway. 

 

 

 

 

4.2.4 SME GROWTH 

Pretty much everywhere, where I focus my time is where there is a great need for cooperation. 

It can be to handle all clients online. We cans tart support errands and see what all employees 
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have done and said to that client also see who has done and said what when it comes to sale. 

So there is a lot of focus on the cooperation part. We do a lot of our marketing via google 

adwords which works really good and we use SaaS for mass mail and newsletters. SaaS 

works great when collecting statistics about our segments. We collect data when it comes to 

who has visited our site, how long they been there and what they’ve done there and we 

receive a report every Monday which I preset it to automatically do. This gives us some sort 

of advantage when we can see which costumer that is interested and not, we don’t have to 

spend time go through a long list of clients but know instantly who are interested. 

 

4.3 MELTWATER 

4.3.1 DEFINITION OF SAAS 

How to define software as a service, I think that the title itself is quite describing. It is 

software that is delivered over the internet. Which means I can reach it no matter where I am 

and no matter what kind of device I´m using, if it is a computer or cell phone? I would use the 

phrase accessible software, from software to the platforms I am using. 

Our SaaS are web based where the client can log on. Their account is customized to what suit 

the clients need and a typical client can be the marketing manager from a firm. He or she are 

interested to see what is written about the company’s brand, what is written about their 

products. What our service then does after it is loaded with specific search words is to find 

what has been written bout their brand, products from all over the world. It does not matter if 

its editorial medias or social, our service still captures the information, then lands this 

information in a structured way in the platform. This platform can then speak with several 

decision makers at the client. It can send an email to the marketing manager and let them 

know that this week we have had a number of mentions in social media and these mentions 

have been about product a and an email to the COE about the competition. So it can segment 

who it speaks to and what it say depending on what the different person would be interested 

of.  

4.3.2 CRM THROUGH SAAS 
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If you look at a business process today, it contains so many steps and I have to internally talk 

to so many people to bring out all the parts to the business proposal and then be able to share 

this information in a convenient way and have access to it in a smooth structural way. Also 

historical data, let’s say that a company has an employee between two to five years before the 

employee change job. So to then retain all history in a smooth manner it's great to have a 

CRM system in the cloud where I can access everything. 

 

Marketing for me is often connected to sales in some way although it intention will strengthen 

a brand. All marketing will benefit sales. So if you look at the sales side, a service like the one 

we have can generate leads, let’s say for example if I’m a recruitment business I will be able 

to do a search on reorganization, new marketing manager etc. which then leads back to the 

salesforce which receives information about the organisation that are going through a 

reorganisation, looking for a new marketing manager. Basically all marketing that is 

essentially dependent on some form of insight. I can collect all data from your web browser, 

and all data from your web browser will be collected and sold. 

 

The marketing will be smarter, just check how Gmail works. I get advertising on what I want. 

The companies will have a greater understanding of the target group's behaviour and again, it 

will be linked to CRM, it will be linked to different learning pages, it will be linked to 

programs that detect where you've done. When you're on our site, I can already see where you 

come from how long you visited each page and what you did. It's also a kind of SaaS which 

delivers the insight to me. This means I know what I’m going to talk to you about when I can 

talk about things you hopefully are interested in allowing my marketing to hit a little closer to 

your heart. So in short, it will be more accurate; it will be more effective and will minimize 

noise. 

4.3.3 ADVANTAGES AND RISKS 

Previously, I ran a company in Meltwater that handled backups, a system that at once saved 

your data on a server in the cloud. And the biggest complaint we had about this was that 

"what happens if your office burns down? I am not worried that my office burns down, but 

what if yours does?” Then you had to talk very much about redundancy between different 

data centres, and how information is mirrored between two servers so I think much of this is 

an education issue of the target audience.  
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I also think it plays a big role when you are born. Are you born in the late 40's and you have 

these questions , if one person on the other hand was born in the 70s , this is a non-issue when 

you usually understand that the customer is entitled to a large compensation if that would 

happened.  

It also has a different understanding of it, so it's a bit a generation issue. However, it is up to a 

provider that delivers a SaaS to actually have a redundancy and that this redundancy is linked 

to two different physical sites. If I am going to store your data, I want to store it in 

Gothenburg but also in the UK because I would pass a total network failure here in Sweden. 

But then the next problem, different countries have different obligations to the release of data. 

It’s also my job as an provider to be aware of the obligation to relinquish info from different 

countries.. In Sweden we have quite good laws and it requires virtually a verdict for someone 

else to access my data but in other countries it is enough sometimes to have a suspicion of 

something. 

 

The big advantages I see with SaaS is that small companies have access to the same 

opportunities that previously only large companies had access. The step from not having SaaS 

to have SaaS is much lower; it requires a lower IT knowledge to handle this service. It is both 

a cost reduction and the transition is lower for systems that were only possible for large 

companies in the past. That's the two main benefits I see. 

4.3.4 SME GROWTH 

I believe that over time SaaS will be usable in all areas of a business. Today we face 

challenges in business that requires visualisation for example CAD, where large calculations 

to visualize or create what I want to see. In these areas I believe that SaaS still faces a 

challenge, but that comes more from the distribution force, which means the internet 

connection from the provider to the user. I see clear start areas, for example a company’s 

salesforce, everyone that works with the companies finance, all business application like SAP 

and so on. All these programs and areas will over time run as SaaS. Those who will fall 

behind are architectural firms, lawyer firms, businesses where there still exists a fear of 

relinquish their documentation or where there are laws that prevent companies from giving 

out their information, for example, the court system, social insurance, etc. In those businesses 

we will see a delay with SaaS. 
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The SaaS we use internally is our CRM tool and our CRM tool includes both customer 

dialogue and customer revenue, which customers have paid and who should pay. So it have, 

both of those elements, which makes me as a Sales Manager has complete track of ongoing 

business processes we have, the deals to be completed in the near future and which will be 

completed later. This means that I have a pretty good forecast on what money we will 

turnover which also provides management with a realistic expectation that the company can 

plan future investments from. Then if management decides to do a set up in a region, I can 

also see if I can spare eg two people to this region so can these two people take their 

computers, or any two computers anywhere really. For where all the information is available, 

both customer dialogues but also information about the new market customer dialogues so 

that they can quickly access that information as well. Broadly continue with the same job as 

they did before but change the language in its customer dialogue. So this have, been doing 

because they required minimal support ring from the IT side of the various employees who 

have chosen to move out and work abroad. So our SaaS system really have been crucial for us 

to be able to move around as we have done in order to grow, both on the economy side but 

also on the sales side. Virtually all of our programs are in day service as software including 

our internal HR systems. 

4.4 KULA PARTNERS 

4.4.1 DEFINITION OF SAAS 

SaaS is a software that is purchased on an ongoing basis and kept in the cloud. 

 

4.4.2 CRM THROUGH SAAS 

Marketing, accounting, project management, other tools like join.me 
Using inbound marketing tools such as HubSpot, SMEs can track, iterate and analyze their 

marketing efforts. For example, white papers promoted via a series of blog posts and social 

media outreach can be used for converting nameless visitors into real leads that can then be 

nurtured through to a sale via marketing automation. This can be tracked via CRM and 

inbound software. 
 
Virtually all CRMs with the exception of a few self-hosted open source CRMs are based in 

the cloud.  
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4.4.3 ADVANTAGES AND RISKS 

Not having a partner who truly understands how to do the marketing--the software is a tool, 

but the services and content strategy are what really power it. In Canada some clients are 

sensitive about having their data hosted outside of the country. Sometimes they just can't get 

their head around it 

4.4.4 SME GROWTH 

Absolutely. We can link a downstream sale back to the tweet, blog post or AdWords ad and 

see exactly how much revenue was brought in as a result of those efforts. 
 
HubSpot and inbound marketing have allowed us to begin selling outside of region and 

growing our company. 

4.5 BEN KEPES 

 

4.5.1 DEFINITION OF SAAS 

SaaS is delivery of software rather than being installed on premises on an specific machine. 

It’s delivered over the cloud. Obviously a good example is Gmail Google aps and so alike. 

4.5.2 CRM THROUGH SAAS 

 

4.5.3 ADVANTAGES AND RISKS 

There are at least as much risk using other software so I think that people have overcome the 

whole risk thing. I don’t think it is a problem anymore. 

They don’t need to buy software, can access it from anywhere, they don’t need to be on any 

specific machine. They can collaborate with others on it . 
I don’t think it’s a case of use SaaS per say. The vast majority of marketing solutions are 

delivered via SaaS. Just using marketing tools give them an advantage and most tools are 

delivered via SaaS. It has almost become an industry standard. 

4.5.4 SME GROWTH 

SaaS solutions for everything there are not many solutions that aren’t delivered as SaaS. Not 

long ago people said that designer programs wouldn’t be delivered over the cloud but they are 

already doing so. CRM salesforce is one of the largest SaaS providers but also a lot of social 

media monitoring social media engagement solutions and they are delivered via SaaS. 
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The future everything will be delivered via the cloud. That’s the bottom line really. 

4.6 SALESFORCE 

4.6.1 DEFINITION OF SAAS 

 

4.6.2 CRM THROUGH SAAS 

On the 9th of May, 2014 Laura Fagan wrote an company blogpost for salesforce.com on 4 big 

ways to scale your small business for growth. She says that the most important things to be 

prepared for an expansion for your company is to automate processes, not only does it free up 

time for employees it also helps your business scale. So when a business is seeing a rapid 

increase in customers the right CRM-system gives the business an automated process and 

saves them a lot of work. The second most important thing according to Laura Fagan (2014) 

is to Invest in relationships. For a small company its usually no problems in tracking orders 

and client information on pieces of paper, but when you customer base grows you need an 

CRM-system to help you keep track of information and orders and allows you to offer a high 

level service throughout the entire growth process.  

At third place Laura Fagan (2014) places the visibility into operations, this means that you get 

a better view of what is needed in different departments of a business, if an department needs 

extra support or if they are doing well, this can be seen. The CRM-systems also allow the 

company to make changes into the software in order to make it more functional for their 

business. On fourth place she lists something that she calls Being IT Savvy. This is based on 

the experience that a lot of companies lack in-house technical support. If a company chose to 

work with a CRM-system that only demand a crash course, you can serve as your own IT-

department. This allows you to just add different functions to your system when needed in for 

instance a phase of expansion.    

4.6.3 ADVANTAGES AND RISKS 

 

4.6.4 SME GROWTH 

On the May 7th 2014 Lincoln Murphy wrote an article called 5 ways to drive subscription 

growth by focusing on customer success on the Salesforce blog. According to Lincoln 

Murphy (7/5-14) the subscription economy is upon us and we are all bought in. And while 

more and more companies are in the extensive adoption of subscribe models, software-as-a-

service (SaaS) companies in particular, has lowered the entry barrier for customers at the 

same time the exit barrier have been reduced as well (Lincoln Murphy, 7/5-14). 
 
Lincoln Murphy (7/5-14) says that SaaS vendors have the last couple of years been able to 

rely on the security of a closed deal, but nowadays they have to work smarter to consistently 
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deliver value to their customers, so that they will stay with your company in order to become 

larger customers. 
 
He continues with saying that a rapid and sustainable growth comes not just from acquiring 

more customers at a fast pace, but instead by retaining customers for a longer period of time, 

and instead increasing their use of your product, and associated revenue over that extended 

time (Lincoln Murphy, blog post, 7/5-14). He also lists five ways on customer success that 

can help you drive rapid growth. 
 

The first one that L.Murphy (7/5-14) mentions is Target customer acquisition and he says that 

it is all about attracting the right customers, because if you do not acquire the right customers 

you will not just have a harder time. But the ones that you actually get are the ones that will 

have a harder time using your product which requires more support and more work to please 

them and in this case everyone loses. So step one is about focusing on the right customers and 

you will grow because of your own efforts rather than spite of them.  
 
The second one is about Optimizing customer and user on-boarding and here L. Murphy (7/5-

14) means that you should work diligently to create an on-boarding process that quickly and 

efficiently moves customers to a point where they begin receiving value. 
 
Thirdly it is about having your customer in an constant feedback loop, monitoring  “customer 

health”. L. Murphy (7/5-14) says that this includes net promoter score (NPS), surveys, 

creating and monitoring their customer health score as well as their activity data and quarterly 

business reviews.  
 
The fourth thing on L- Murphys (7/5-14) list is leveraging customer marketing. He writes that 

social proof is powerful, and when your ideal customer prospects see others like them using 

and succeeding with your product, there is a level of validation that trumps almost all other 

word in a discussion with your customers. As the customers reach certain milestones with 

your companies product, the willingness to help spread the word for and about you increases. 

This is something that L. Murphy (7/5-14) says that you have to recognize and take advantage 

of. 
 
Fifth thing on the list is about Drive expansion and renewal L. Murphy (7/5-14) highlights 

that the idea of getting as much money as possible from a customer is definateley not the right 

way to see it. Instead companies should look at it as helping the customers to extract as much 

value as they can from the product and this should on the long run lead to increased revenues. 
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5.0 ANALYSIS 

 

In this chapter activities occurring in the empirical data have been categorized and analysed 

by seeking understanding in theoretical frame of reference. How our interview objects define 

SaaS and see its advantages and risks for a SME to handle CRM and target marketing via a 

cloud based platform like SaaS have been analysed in comparison to the theory concerning 

the basic elements of these concepts. 

5.1 DEFINITION OF SAAS 
This sections purpose is to show how industry leaders and business executives define SaaS 

compared to the theoretical definition to give the reader a wider perspective of what SaaS 

means to small and medium enterprises. 

 

E. Rudling (personal communication, 5/5-2014) considers the definition of SaaS to include 

the price model where the cost for the consumer is low and that SaaS is very flexible. N. 

Westdahl (personal communication, 12/5-2014) agrees and fills in that because SaaS is 

delivered over the internet it is reachable from wherever you might be located regardless of 

the internet supported device that you are using at the moment. J. White (personal 

communication, 13/5-2014) agrees by defining SaaS as software that is purchased on an 

ongoing basis and that it is kept in the cloud. 

Blokdijk (2008) explains the flexibility of a SaaS not only to be its accessibility but also the 

instant feedback that creates opportunity to have frequent updates. Blokdijk (2008) also 

mentions the pricing model to be a key feature and explains it as a model where the consumer 

only pays per usage or per a short period of time. E. Rudling (personal communication, 5/5-

2014) gives an example of SaaS flexibility by mentioning that he could have his office up and 

running within a day when starting his company VisualSign in 2010 while also mentioning 

that that took a lot more time a couple of years ago. B. Kepes (personal communication, 8/5-

2014) gives further examples by mentioning Gmail and other google application due to his 

definition where rather than install software on premises on a specific machine SaaS is 

platform based software that is delivered over the internet.  
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The theory describes that one of the key parts of defining SaaS is its accessibility over an 

online platform (Wohl, 2008; Blokdijk, 2008), Whol (2008) elaborate in her theory by saying 

that the most basic definition of SaaS is a method of delivering a computer program to users 

over the internet. The applications of a SaaS can be reached via a computer desktop, mobile 

devices like laptops, smartphones and pads which are consistently synchronizing what the 

users did in the application with the online versions to keep everything up to date (Wohl, 

2008). Blokdijk (2008) elaborates by explaining that the SaaS provider is responsible for 

managing the security, availability and performance of the system. L. Fagan (2014) explains 

that because the SaaS provider manage the security, availability and performance among 

others the SaaS consumer do not need to have the technology knowledge which explains the 

SaaS systems scalability.  

5.1 CRM THROUGH SAAS 
This sections purpose is to demonstrate how CRM through SaaS can be used in different 

business and industries. This section compares industry leader and business executive’s 

experiences to the theoretical framework we have gathered in this research. To show how a 

small and medium enterprise can work with SaaS in different ways. 

 

Westdahl (personal communication, 12/5-2014) talks about the complexity with today’s 

business process, it does not matter if it is to deliver a business proposal or manage a support 

errand, the empirical findings agree on the importance of transparency and ability to share 

information to be able to manage their customers basically it needs to fit their company’s 

specific needs. Ruzzier et. al (2013) tells us that  it is a tool that helps the company to 

integrate and connect different parts of the company within and across the SME. L. Fagan 

(9/5-2014) writes that it is important for companies that are preparing for growth is to 

automate processes and to have visibility into their operations to see what is needed for the 

different parts of the company. L. Fagan elaborates by explaining that a SaaS based CRM 

system gives the company opportunity to make changes in the software to make it more 

functional for their business. Theory shows that to succeed in their market companies are 

depending on an extremely proficient CRM system (Blokdijk, 2008). Furthermore theory 

mentions that the increasing competition has forced providers to go out of their comfort zone 

and add applications to their service so that consumers are able to get tailor made systems that 

suits their specific needs (ibid.). Both N. Westdahl (personal communication 13/5-2014) and 
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E.Rudling (personal communication 5/5-2014) gives example of how CRM helped them with 

starting support errand right away from receiving an email to increase the efficiency of 

communication between parts of the company and organize the information in a logic 

structural way. This automation is something that L. Fagan (9/5-2014) claims to be a key 

function in laying the foundation for growth. An SaaS based CRM system frees up a lot of 

time for the company according to the empirical findings. Both N. Westdahl and E. Rudling 

(personal communication 12/5-2014; 5/5-2014) mention that their CRM system helps them 

keep track on the past with saving previous conversation with clients. Goldenberg (2008) 

support and elaborate these comments with mentioning that CRM gives the customer a lot of 

data on their clients which can be used for targeted marketing campaigns.  

Furthermore theories mentions that companies using the SaaS model for their CRM can track 

a great variations of data like number of clicks, click through rate, ROI and total cost for each 

campaign (ibid.). Our empirical findings agrees by saying that thanks to all the data tracking a 

SaaS based CRM offers it is easier for companies to build relationships with clients (L. Fagan, 

9/5-2014). From an organization's point of view there is no longer a one way communication 

but consumers today demand a two way communication where relationship building is a 

critical part of growth according to Rust et. al. (2010). J. White (personal communication 

13/5-2014) agrees and gives an example by explaining that promotion hits via blog posts and 

social media outreach can be used for converting nameless visitors into real leads that can 

then be nurtured through to a sale via marketing automation via a CRM system that are 

running through a SaaS platform. 

The transparency and ability to store consumer data in the cloud is also one of the major 

reason the company N. Westdahl (personal communication, 13/5-2014)  is employed at, 

Meltwater, has been able to rapidly grow from a local Norwegian business into a global 

enterprise. He exemplifies mentioning that by using their CRM tool based on a SaaS they 

were able to have a transparent look at client dialogues and client revenue, which enabled 

them to plan further investments. N. Westdahl (personal communication 13/5-2014) claims 

that he as a business develop manager has complete track of ongoing business processes, the 

deals to be completed in the near future and which will be completed later, also how much 

each deal would generate. He also mentions that if the management decides to expand into 

another area he could spare eg. two people to this region and all they need is a computer 

because all the data is available on the cloud based platform; both with client dialogues but 

also information about the new market client dialogues so the new office can be up and 

running within a day. L. Fagan (9/5-2014) agrees by writing that SaaS based CRM system 
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only requires an internet connection and are accessible on the road and that internal 

technology knowledge is not needed. In theory it is mentioned that implementing a SaaS 

solution for CRM generates a reduction in time when choosing the company’s target segment 

when a lot of gathered data on the customer has been done automatically and stored in the 

platform. Furthermore it claims that a hosted CRM have shown to be helpful by generating 

sales improvement, increasing customer satisfaction and after sales follow up and that 

companies providing CRM often uses the SaaS model (Blokdijk, 2008; Goldenberg, 2008; 

Limbasan & Rusu, 2011). 

 

 

From our theoretical and empirical findings we believe that through transparency it becomes a 

lot easier for companies to share information within an organisation to better manage their 

customers and to meet the different needs that companies have. This is usually done with a 

SaaS based CRM system and we believe that this gives the company a great opportunity to 

customize their software so that it can better answer to the company’s needs. We think that In 

order to increase the efficiency within a company they can chose to automate processes and 

through that be well prepared for an expansion. A CRM system can save companies a lot of 

time by keeping track of old dialogues with customers and the transparency make sure that 

everyone can take part of it. This gives the companies a lot of information about their 

customers’ needs and wants which can be used for their target marketing. For SME’s we 

believe it to be a great path to choose since the requirement for in-house technology 

knowledge is insignificant.  

 

 

5.2 ADVANTAGES AND RISKS 

5.2.1 RISKS  
This sections purpose is to compare industry leaders and business executives experience and 

everyday barriers compared to the risks found in the theoretical framework, in order to 

highlight the everyday struggle a small and medium enterprise need to be aware of in order to 

avoid the problems these risks may cause. 
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5.2.1.1 OUTSOURCING 

J. White (personal communication 13/5-2014) says that the biggest risk or perceived risk is 

the fear of outsourcing company information somewhere else. E. Rudling (personal 

communication 5/5-2014) says it’s a big challenge to somehow convince people of the 

security of SaaS because the information is somewhere else and people as J. White (personal 

communication, 9/5-2014) says “Sometimes people just cannot get their head around it.” 

E.Rudling (personal communication, 5/5-2014) elaborates and claims that there is a need for a 

safety mind-set. While as Kepes (personal communication 9/5-2014) says that there are no 

risks anymore and that people has overcome the whole risk thing, furthermore he says that 

there is at least as much risk using other on-premises software. The theories we found 

describes that the customer feels a risk when outsourcing information and also of receiving 

unwanted updates or software changes without the power to control it (Nickson, 2008). 
 

We think that the risk companies might feel about outsourcing their information is more a 

perceived risk than an existing one. This because we think the risk of having the information 

somewhere else is minimal and that on premise servers have a greater chance of failure than a 

company who actively work with maintaining their servers in great condition 

 

 

 

 

5.2.1.2 NETWORK BREAKDOWN  

E. Rudling (personal communication 5/5-2014) says that there can be a network breakdown 

but it’s not the SaaS systems fault but the customer company need to look at their own 

internet infrastructure, E. Rudling (personal communication 5/5-2014) claims this to be a risk 

from the past that still bother companies. If a network breakdown or broadband connection 

fails occur Nickson (2008) insinuates that it will prevent the client from access the service 

provision and that the client will be prevented to the service until the error is located and 

taken care of. 
 

Our belief and understanding of SaaS tells us that a network breakdown or broadband 

connection failure is hardly the SaaS providers fault but most likely the customer’s internet 
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provider who has issues with their connection. However we understand that this most likely is 

an inconvenience but as mentioned it is up to the internet provider to maintain their service. 

 
5.2.1.3 SECURITY 

N. Westdahl (personal communication 13/5-2014) mentions the importance of feeling secure 

and that it is up to the SaaS provider to have redundancy and that this redundancy is link to 

two different physical locations. He concludes by saying that today the client should 

understand that they are obliged a sufficiently compensation to eliminate the concern of 

security leakage. Our theory confirms these risks by making a table with lack of control as 

one risk and explaining this as it occurs when the client has outsourced the control of the 

information to the supplier (Nickson, 2008).  

Furthermore the theories mentions the security as a risk where the client are depending on that 

the safeguard the supplier provide are appropriate to prevent the informational data to leak or 

disappear (Blokdijk, 2008; Nickson, 2008). The clients are dependent on formidable recovery 

and disaster recovery procedures which the client are completely relying on the provider to 

supply to protect the client service provision (Nickson, 2008). This is basically a trust risk 

where the customer need to have done their research on the SaaS providing company to make 

sure that the provider are able to provide the client service provision according to E. Rudling 

(personal communication 5/5-2014). 
 

We believe that it is just as N. Westdahl (personal communication, 13/5-2014) says that it is 

very important for the companies to feel secure and for this to happen the SaaS providers 

usually store all the information on two physically different located servers. We also think 

that it is up to both sides to establish trust. The customer company needs to do their research 

while the providing company need to ensure customers of their security. 

 

5.2.2 ADVANTAGES  
This sections purpose is to compare the theoretical framework with our empirical findings to 

show the advantages that comes with a SaaS to lay the foundation for small and medium 

enterprise to grow.  

5.2.2.1 AUTOMATION AND ACCESSIBILITY  



~ 49 ~ 
 

Theories mentions that the workload within a SME is usually higher per person, there is a lot 

of extra time-consuming jobs to be done, like entering additional data into their business 

systems, operating complex systems or implementing new technology into their processes. 

This in return has to be balanced with substantial benefits. Additionally they have to use their 

flexibility to find market niches (Davos et. al, 2014). Our empirical findings says that the 

largest advantage with CRM through a SaaS platform is that SME’s now have access to the 

same opportunities that previously only large companies had access to. It continues by 

mentioning that SaaS requires a lower IT knowledge to use CRM and target marketing 

systems. Furthermore according to it is a cost reduction when companies don’t need IT 

expertise nor on premise hardware (N. Westdahl, personal communication, 12/5-2014). 

Theories agrees by writing that companies using SaaS avoid a lot of the more traditional 

problems with their client server such as high prices, troublesome employments and 

unavoidable software upgrades. Automatically maintenance of an database for CRM with 

among others, demographic information about customers, their preferences and behaviour 

facilitates efficiency for the company. Especially a significant reduction in time when it 

comes to choosing the company’s target segment and customizing target marketing 

campaigns based on their targeted segment of consumers to meet their needs in a more direct 

way (Blokdijk, 2008; Limbasan & Rusu, 2011). E, Rudling (personal communication, 5/5-

2014) explains that their SaaS system gather a lot of information about their visitors which he 

receives as a report every Monday according to what he has pre-set the system to 

automatically do. L. Murphy (blog post, 7/5-2014) says that having your customer in a 

constant feedback loop is very important to monitor “customer health”. He continues with 

saying that this includes, surveys, creating and monitoring their customer health score as well 

as their activity data and quarterly business reviews.  

B, Kepes (personal communication, 9/5-2014) fill in that both social media monitoring and 

social media engagement solutions are delivered automatically via a SaaS platform. Kotler et. 

al (2005) describes in their theory that the number of companies that practise mass marketing 

are declining rapidly in favour of target marketing. To be able to conduct target marketing the 

company need to identify market segments, and by selecting one or more of these segments, 

develop a marketing mix suitable for these segments.  

N. Westdahl (personal communication 13/5-2014) describes that today marketers have the 

chance thanks to driving target marketing based on CRM system on a SaaS platform to have a 

greater understanding of their target segment. Which means according to N, Westdahl 

(personal communication 13/5-2014) that he actually know what he is going to communicate 
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to a customer due to the fact that he can talk about things the customer most likely are 

interested in. N. Westdahl it is comforting knowing that this allows his marketing to “hit a 

little closer to the customer's heart”. Goldenberg (2008) explains by exemplify a CRM 

application called NetSuite that automatically track keyword clicks from the lead capture 

phase through each sales process providing more accurate information of the target segment. 

 

Theories describes about the importance of the accuracy of target marketing by writing that it 

is better to use a rifle than a shotgun to get results, it continues to say that the sales in the 

target segment is higher than the one in the non-target segment, which will generate financial 

benefits. The theories explains that it’s more important to focus on the buyers who have larger 

interest in purchasing the product which they call “the rifle approach”, than to spread their 

marketing efforts which is called “the shotgun approach” (Cahill 1997; Kotler et. al, 2005). 

This approach is easier and more available for companies today in appreciation to the 

automatically information gathering that a CRM system via a SaaS solution provides 

according to N. Westdahl and J, White (personal communication 12/5-2014; 5/5-2014) who 

says they can collect all data from a visitors web browser and that it is possible to convert 

nameless visitors into real leads that can be nurtured through to a sale via SaaS automation. J. 

Mawhinney (blog post, 13/1-2014) elaborates that the more lead and customer data, the better 

it is to be a marketer. Usually marketers have no shortage of ideas and different ways to 

segment data and generate ideas for more targeted marketing. For the company to be able to 

utilize the marketers creative side they need to capture each interaction and identify signals 

that help you nurture those leads through the customer’s lifecycle. The marketing department 

might be groping in the dark without customer leads and not knowing what lead has turned 

into a paying customer (ibid.) 

E. Rudling (personal communication 5/5-2014) explains that thanks to their SaaS based CRM 

system they can now see who for example opened their newsletter, how long they read it, 

analyse number of clicks, where and how much time spent on their online media to 

automatically gather information about their target segment. He continues by saying that it 

leads to more accurate communication with their customers.  
 

When reading about how SME’s work one thing that comes up is usually a time-consuming 

workload and a poor division of labour and at this point a SaaS based CRM system can be 
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very helpful by automating a lot of the work that otherwise would have been put on numerous 

employees. SME does usually have to use their flexibility to find market niches which we 

believe SaaS based CRM systems are a beneficial complement to. To have a system that by 

automation tracks all these kind of data about a company’s visitors are a great benefit which 

can be used to organize more accurate targeted marketing. We think that Westdahl quote is 

one of the fundamental benefits of a SaaS system. Companies are able to build personal 

relationship with their customers from automatically collected data. We also believe that the 

accessibility of a SaaS based CRM system through its low starting cost is something together 

with the lack of need for internal IT knowledge that is attractive to SME’s.   

Just as Cahill (1997) writes we believe that it is very important to be accurate when 

companies are doing their marketing. This is something that the CRM system helps you with. 

Because a CRM system will store all the information that you have collected from the 

customers and this will be put together in one system, everything from what websites you 

have visited to the number of clicks that you have made, this can later on help the company 

when performing their target marketing. Because of this the company does not have to waste 

a lot of time and money to reach as many possible consumers as they can but instead focus on 

the ones that is actually willing to purchase a product or service. 

 

 

 
5.2.2.2 MAINTENANCE AND UPDATES 

E. Rudling (personal communication 5/5-2014) mentions that due to the SaaS providers 

responsibility to manage maintenance and upgrades he as a client saves both time and money 

since he don’t need an expensive license that takes hours to update while the employees 

cannot work due to the down-time. Today with a SaaS system he does not even notice when 

an update is done. It happens simultaneously while they still work. If the update would 

however change noticeable parts of the system he receives videos explaining what changed 

and how to adapt to it. Nickson (2008) describes that a benefit of SaaS is that the maintenance 

and update process should be provided by the providing company and that the client have 

access to all the latest upgrades and applications. Blokdijk (2008) theory agrees by concluding 

that a good SaaS system sends instant feedback which generates opportunity for accurate and 

frequent updates. 
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When it comes to maintenance and updates we believe that this might be one of the biggest 

benefits with a SaaS system, because it is not often that you can purchase a product or a 

service without having to update, do maintenance and you usually spend more time on it than 

you thought you would. With the SaaS system all of this is done automatically and the 

customer does not have to put aside any time to do it. The good SaaS systems also send back 

instant feedback to the provider so that if the system needs an update it gets the information 

on what needs to be updated and before you know it, it is done.  

 

 
 

5.2.2.3 COLLABORATION 

Our empirical findings speaks of the possibility to collaborate with others on the SaaS 

platform and exemplify by saying that if they receive a support email he can instantly create a 

CRM arend where all colleagues can monitor what everyone has done within the errand and 

its continuously updated. If a colleague within the errand spot and sale opportunity they can 

leave a note in the CRM and value the sales success rate so everyone in the company can see 

it. They can also make mail conversations visible for everyone (B. Kepes, personal 

communication 9/5-2014; E. Rudling, personal communication, 5/5-2014). N. Westdahl 

(personal communication, 12/5-2014) explains that a business process contains many steps 

where internal collaboration are important and with a SaaS platform he are able to share 

information in a convenient way while also have access to it in a structural way. They both 

acknowledge the transparency of SaaS and embrace its collaborative opportunities. Levy & 

Powell (2005) writes that transparency and sharing information is vital for a company to be 

able to grow. They continue by saying that ability to respond quickly to change is essential for 

growth. N. Westdahl (personal communication, 12/5-2014) explains that he can do a search 

within his CRM to see if a company are going through reorganization and are looking for a 

new marketing manager. He says he knows that a new marketing manager often means 

changes in the organisation which will increase the chance of a sale, this information then 

traces back to the salesforce which receives the information about the company that are 

looking for a new marketing manager and can deliver a business proposal based on gathered 

data (ibid.). 

 

We think that the transparency is the key ingredient when discussing SaaS based CRMs 

collaboration opportunities. As both our empirical and theoretical findings explain a company 
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are able to instantly share information with everyone to create an environment that promotes 

collaboration. 

 

 

5.2.2.4 FLEXIBILITY AND CUSTOMIZATION 

J. Mawhinney (blog post, 13/1-2014) mentions that the promptitude to get a up and running 

SaaS system is one of its biggest advantages which E. Rudling (personal communication 5/5-

2014) agrees upon by describing that he could have an office up and running within a day 

when using SaaS. “You are able to handle changes a lot quicker which is grateful for small 

companies” E. Rudling (personal communication, 5/5-2014) says and concludes by saying 

that you do not need a large investment to get the right foundation for your idea up and 

working. That SaaS does not require any on premise instalment is something that B. Kepes 

(personal communication 9/5-2014) mentions to be a great advantage of SaaS. Theory 

describes that SaaS basically is a software that is delivered over the internet with no need for 

on premise instalment. Theory describes how the nature of SaaS provides opportunity for 

consumer to alter the service with application to suit their specific need and that SaaS is 

multi-tenancy due to not only should it be usable from all sized companies it should also be 

able to connect third-party programs such as applications (Wohl, 2008; Blokdijk, 2008). Our 

interview objectives agrees by saying that google applications are good example that makes 

SaaS systems very customizable they elaborates by explaining that SaaS can be implemented 

in all areas of a business in particular where there is a great need for cooperation (B. Kepes, 

personal communication 9/5-2014). E. Rudling (personal communication, 5/5-2014) explains 

that they use google AdWords and that they use an application to create mass mail and 

newsletters via SaaS. The client has the possibility to tailor make the service with choice of 

applications to suit their unique needs and wants (Nickson, 2008). 
Wohl (2008) describes that the SaaS platform should be reachable from a variety of devices 

from stationary computers to mobile devices as long as they can connect to a internet 

connection. N. Westdahl (personal communication, 14/5-2014) exemplifies by describing 

how his company can expand rapidly by sending a couple of colleagues to an attractive 

market with any computer and they are up and running as soon as they receive an internet 

connection. This because everything is stored in their CRM system and the colleagues can 

receive instant information about their new market and engender adopted targeted messages 

to their new market. Wohl (2008) confirms in her theory by writing that users can work while 
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traveling via airplanes, are located in remote locations but the synchronization process will 

however be unavailable until an internet connection is established. 

 

We think that the information provided from above gives great examples on how a CRM 

system via SaaS can provide great customization where a customer can attach third party 

applications to alter the software to suit their specific needs. We also believe that you can 

work in the system without an internet connection provides opportunity for growth since you 

are no longer bound to an internet connection, however the system will not synchronize the 

work that has been done during an offline period. But if a company would experience a 

network failure all employees can continue to work without a risk of losing information. 

 

5.2.2.5 COST  

L. Murphy (blog post, 7/5-2014) writes that the subscription economy is upon us and we are 

all bought in. SaaS companies in particular, has lowered the entry barrier for customers at the 

same time as reducing the exit barrier (ibid.) E. Rudling (personal communication 5/5-2014) 

describes that the cost model facilitates for SME to adopt to top of the line CRM system 

through SaaS forasmuch as cost occurs per usage or over a short period of time. J. White 

(personal communication 13/5-2014) agrees by saying that SaaS is “purchased on an ongoing 

basis and kept in the cloud”. M. Brown JR (blog post, 20/12-2014) mentions the association 

with low cost as one of two major reasons why more companies adapt to SaaS systems. N. 

Westdahl (personal communication, 9/5-2014) agrees by saying that adapting to SaaS is a 

reduction in costs for the user company. Both N. Westdahl and E. Rudling (personal 

communication 9/5-2014; 5/5-2014) agrees with M. Brown JR and says that one of the most 

beneficial parts of using SaaS is its low cost. SaaS is a service with a pay-per-usage or over a 

short period of time cost model is the most important part of SaaS according to Blokdijk 

(2008). He finds support in Nickson (2008) theory where he mention that the SaaS utilizing 

companies achieve, to a greater extent, control of costs which is owed to the cost model of 

SaaS. Bernd et. al (2007) elaborates explaining that the cost of infrastructure, usage rights, 

hosting maintenance and support are bundled up into a monthly pay-per-use invoice. 
 

The cost is as we have mentioned before very low and this is because of the pay-per-usage 

cost model that is currently the most used ones in the SaaS industry today and at the same 



~ 55 ~ 
 

time the exit barriers have been lowered as well. This is something that we have found 

throughout all of our empirical- and theoretical research. As Bernd et. al says that the cost of 

the infrastructure, usage rights, hosting maintenance and support are all in one invoice at the 

end of the month.   

 

 

5.2.2.6 ROI 

N. Westdahl (personal communication 9/5-2014) describes that he can have full control of the 

ROI from a customer, who has paid, who will pay and what the turnover will be. J. White 

(13/5-2014) explains that he can link a downstream sale back to the tweet, blog post or 

AdWords and see exactly how much revenue was brought in as a result of those efforts. 

However, E. Rudling (5/5-2014) thinks that seeing the ROI is a major challenge but that he as 

a statistic nerd he know how much he puts in an marketing effort and what comes back, he 

says that this is because the traceability of a SaaS service. J. Mawhinney concludes by 

mentioning that the marketing department are focusing on evaluating, among others, how the 

new technology will provide measurable ROI. Bernd et. al (2007) mentions in their theory 

that SaaS not only brings lower TCO (Total Cost of Ownership) but also a better and 

traceable ROI. Blokdijk (2008) agrees by writing that SaaS systems have an built-in analytical 

part where the user can see ROI and the total cost for each search engine keyword marketing 

campaign. Goldenberg (2008) exemplifies in his theory with a CRM application called 

NetSuite that can automatically provide ROI calculations.  

 

We think that the ability to see the ROI for companies gives them a lot more control and a 

greater insight to what is working in their daily work, how payments from customers are 

going and get a good view of what the turnover will be as well as giving them a deeper insight 

on how different approaches on the market actually works and if they pay off. The traceability 

also becomes easier as companies can get a link so they can see a downstream sale back to a 

tweet, blog post or AdWords. 

 

5.3 SME GROWTH 
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In this section the empirical findings of how business executives and industry leading experts 

managed growth phases within their companies by using SaaS, compares to the theoretical 

findings about how small and medium enterprises grow. This section gives the reader ideas 

about how the nature of SaaS can complement the theories of SME growth to make growth 

phases more efficient. 

 

Baker (2003) mentions that the financial strength is often something that is lacking among 

SMEs; when marketing activities has to be performed within these limitation and that 

marketers are affected by not having enough money. Baker (2003) also mentions that lack of 

expertise might be a reality which affects the readiness to spend money. The fear of wasting 

money by spending money ineffectively or unwisely is constantly present. E. Rudling 

(personal communication 5/5-2014) vision SaaS platforms as a solution since the technology 

expertise needed are reducing and a more user-friendly environment is emerging. He 

continues by mentioning that providing companies are increasingly more education oriented 

and works with crash courses and follow ups to make sure the SaaS user understand and can 

use the platform efficiently. Baker (2003) theory continues to explain that SME’s marketing 

efforts are likely to only make a small impact on the market. Low level of expertise as well as 

poor funding forces the manager to adapt instead use a more casual approach to market 

research according to Baker (2003). N. Westdahl (personal communication, 12/5-2014) 

mentions that SaaS assists the marketing to be smarter, companies will have a greater 

understanding of their target groups behaviour which will be linked to the CRM system. 

 

Ruzzier et. al (2013) illustrates the importance of individual two-way communication with 

customers to generate beneficial relationships because it makes it possible for SME’s to adapt 

to ever changing needs and wants. They elaborates by mentioning that this information allows 

companies to produce products or services better suited with more value and benefits to their 

customers. This increases the consumers’ willingness to pay a higher price or make purchases 

more frequently. N. Westdahl (personal communication, 12/5-2014) explains that he can see 

where a visitor comes from, how long the person visited each website and the interactions that 

were made. This means, he explains, that he knows what the interests of that person and by 

knowing more about the potential client he can direct his market to be relationship oriented. 

In short he explains that his CRM that is running on a SaaS platform is more effective and 

reduce the level of noise. L. Murphy (blog post, 7/5-2014) says that it is more important to 

retain a customer for a long period of time than acquiring new; he elaborates by explaining 

while acquiring new customers it is of importance that they are the right customers for the 
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company. It is not about getting as much money as possible from a customer instead 

companies should try to help the customer to extract as much value as possible from the 

product which in the long run leads to increased revenues (ibid.) 

 

Ruzzier et. al (2013) mention that many SME’s are finding it effort consuming to establish 

formal business routines and that SMEs can secure their sales and profits a lot more 

effectively with more formalized and secure databases about their customers and key 

company information. J. White (personal communication 13/5-2014) explains that SaaS based 

CRM system has helped them grow by providing customer information and leads which 

allowed them to acquire clients outside of their region. N. Westdahl (personal communication, 

12/5-2014) explains that their SaaS based CRM system gave a clear overlook on what the 

turnover would be for every client to give the management realistic expectations so that they 

could plan investments and that the transparency assisted to plan and lay the foundation for 

their expanding phase, which they still experience. He continues by explaining that their SaaS 

based CRM has been crucial for them to be able to start up new offices explore foreign 

markets like they have done in order to grow. He also embraces the systems scalability which 

required no extra effort because its nature on the cloud.  

Levy & Powell (2005) mentions that most SME’s start with the intentions to grow and that 

they set up monitoring system but do not continue to invest in them.  

Foundation to growth is laid at the point when the SME is well established with a reasonable 

customer base(ibid.). They continue by writing that managing an expansion in a company's 

customer base investments in information systems are needed and that growing companies 

require more formal systems to manage increasing complexity of business processes as well 

as relationships on the market. N. Westdahl (personal communication, 12/5-2014) describes 

that a lot of internal communication is needed within the business processes and that SaaS is a 

platform with great transparency where he can share everything with his colleagues.    

 

We have read that in a lot of SMEs the marketing is usually underfunded and the lack of 

expertise is something that is not too unusual, fear of investments failing is also something 

that underlines SME’s. The low cost of SaaS based CRM systems seems to us to be a good 

solution for a company in an expansion phase as the market is getting more and more 

education-oriented when it comes to the SaaS systems. Which we believe will eliminate the 

risks of both lacking expertise and the fear of doing the wrong investments. Also we agree 

with our findings that mention that it is important to build a relationship with customers 
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which we believe SaaS based CRM systems to be a beneficial system to use to achieve this 

two way communication relationship.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

6.0 CONCLUSION 

 

In this chapter the research question asked in the beginning of this paper is answered based 

on the result of the analysis. Implications that can be drawn from the conclusions are also 

presented and lastly recommendations for future research are provided. 

 

The purpose of this study was to research how active work with SaaS based CRM system can 

generate condition for a SME’s growth 
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“How SMEs generate conditions for growth through SaaS based CRM” 

 

SaaS based computing is not something new though it has during recent years gained a lot of 

attention while becoming more integrated in all individuals’ everyday life with examples like 

Gmail, AdWords and other google applications. For a SME SaaS provides a lot of 

opportunities but still today the industry have a few barriers to overcome before reaching its 

peak. 

 

6.1 GROWTH THROUGH SAAS BASED CRM SYSTEM 

We started this research with little knowledge about SaaS which provided a foundation for an 

uncoloured study. However we quickly realised the many opportunities provided for SME’s 

thanks to SaaS based CRM systems. The problem marketers and SME’s face today is how to, 

in the most efficient way, create long term relationships with their targeted segment. We have 

come to the conclusion that SaaS based CRM systems are among the most cost efficient, most 

flexible and adaptable solutions to achieve long term relationships with a company’s targeted 

segments. We believe that the SaaS industry will only continue to grow while more 

preconception barriers are proven to be misleading. We have reach the conclusion that the 

nature and many benefits of SaaS based CRM systems such as the cost model, traceability, 

transparency, customization, accessibility, lack of need for technology expertise, quick start 

up time, outsourced responsibilities and the structural feedback contributes to an excellent 

fertile environment for SME’s to grow. 

The tough competitive climate in the SaaS providing industry will generate innovations and 

implications method we can’t speculate in today.  

 

6.2 RISKS WITH SAAS BASED CRM SYSTEM 

The theoretical frame of reference describes different risks a SaaS based CRM user face, in 

contrast most of our empirical findings disagrees and claims it to be perceived risks or risks 

that will be eliminated within the near future. 

When it comes to risks with SaaS based CRM systems they are focusing on the fear of 

outsourcing their information, fear of network breakdown, the result of an internet connection 
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problem or the fear of important information ending up in the wrong hands.  

All these fears that you hear about when working with SaaS systems, is something that the 

SaaS providers have been working with and are today more of a perceived risk. When it 

comes to the fear of outsourcing information, this will not be a problem if the company first 

do their research and decide to go with an established provider. This goes hand in hand with 

the fear of their information ending up in the wrong hands, and we have drawn the conclusion 

that the chance of that happening is just as big or if not even bigger within their own 

company. 

 

6.3 PROPOSAL FOR FUTURE RESEARCH 

For further research within the field of SaaS based solutions for SME’s we propose exploring 

the human resource industry. In this dissertation we did not cover the importance of attracting 

the right people to contribute to a SME’s growth. It should be of general knowledge that a 

company's main resource, no matter how great systems the company has, of a company is its 

employees. Without a human the data gathered by SaaS systems could not be interpreted nor 

adopted to the companies’ specific needs. From our research we know that SaaS based HR 

systems are emerging where companies can target specific individuals they have interest in 

based on their LinkedIn profile and social media appearance. With the economy emerging out 

of a recession there are a lot of people who looks for opportunities at the right company and 

companies are having issues finding the right person for their company. We believe there are 

a lot of interesting findings to do in this innovative, continuously evolving industry of SaaS 

based solution and in particular the human resource branch. 
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APPENDIX 

INTERVIEW GUIDE 

 

1. How would you define SaaS 

2. In which areas of a business can SaaS be implemented?  

3. We saw that you had XX product, could you explain a bit more about it?  

http://blog.hubspot.com/opinion/7-sales-questions-saas-founders-must-answer
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http://blogs.salesforce.com/company/2013/11/what-is-cloud-computing.html
http://blogs.salesforce.com/company/2013/11/what-is-cloud-computing.html
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4. Describe how companies can work with CRM through SaaS 

5. As an industry expert, where are the CRM through SaaS industry heading?  

6. What are the benefits for a SME to use a hosted CRM?  

7. How can the customer see the ROI from using a hosted CRM system?  

8. Describe the trends in the SaaS business 

9. Is there any other areas that SaaS can be used as a marketing tool that we haven’t 

covered yet?  

10. What are the risks with using a SaaS as a marketing tool?  

11. In the theory we find companies might feel insecure leaving information on the cloud 

or fear for a network breakdown, is that something you can agree on or have 

experience from? How can you avoid those risks?  

12. Advantages and risks with SaaS from a users perspective?  

13.  In what way did SaaS contribute to the growth of your business(es)?  

14. In what other ways can SaaS contribute to growth?  

15. How common is it that companies use SaaS based soultions for their marketing 

services today?  

 
 

 

 


