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Abstract
In this paper we discuss the issues of effective use of information solutions of customer relations management. The conceptual
model is developed based on the Technology acceptance model (TAM). In the literature we can see that researchers often analyze
the usefulness of CRM solutions at the level of individuals, and less at the level of organization and its orientations. These
aspects are included in the model, proposed in this article, by the set of organizational factors which may influence the effective
use of CRM solutions. Organizational factors are reflected in the three types of orientations – in process, technological and
innovation orientation of organization. The conceptual model is presented and organizational factors are discussed in more detail.
The original value of this paper is in the constructed conceptual model that combines use of CRM solutions at the level of
organization and critical organizational factors. The platform of the conceptual model enables its future empirical testing.
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1. Introduction
For a long time the belief prevailed that an important aspect of the operation of the organization is to acquire and
keep the customers [1]. New forms of competition and structural changes in the exchange processes have led to a
paradigm to create long-term relationships between stakeholders in the market. Due to increasingly demanding
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costumers and their complex and differentiated needs and expectations, organizations pursue to introduction and use
of new IT solutions, under which the CRM solutions has increasing role [2]. Reasons for the increased interest in the
use of CRM solutions are technology advances, greater alignment with the customers and information about them
and consequently stance on knowledge about customers, greater market competitiveness and reduced costumers
loyalty. All this has led to the need for the introduction of new IT solutions, which enable organizations to provide
consumers with increasingly customized products/services [3,4,5,6,7,8]. Globalization, internationalization,
deregulation, the progress of information technology, short product life cycle, developing awareness of the link
between customer retention and profitability has in part also led to this situation [9,10,11,12]. CRM solutions
enables organizations to achieve positive effects, such as increased sales and thus profits, greater competitive
advantage in the market, increasing costumer loyality and customer satisfaction, generate new knowledge about
customers, improving the performance and the quality of customer relationships, acquire new customers, encourage
existing customers to purchase, maintain good relation with customers as well as increase value for customers, and
thus the image of an organization can be improved [13,14,15,16,17,18,19,20,21].
Despite the positive effects of CRM solutions, some researchers warn that use of CRM solutions can also have
negative effects on the operations of organization. The most common causes of the negative effects are inadequate
measurement systems, low support and involvement of management of the organization, lack of understanding of
the business benefits of CRM solutions, low quality and range of data, exceeding the planned cost and lack of skills
in setting up and using CRM solutions [22,23,24,25,18]. Many researchers also point to the lack of understanding of
CRM solutions, as many users treat it as a technological tool, while forgetting the strategic aspect that goes beyond
information technology [18]. Despite the fact that CRM was very promising in the mid 90’s, there have been a
number of errors that have led to concerns about its use. Most of the problems in the application of CRM solutions is
not technical, but organizational and include organizational changes and disturbances, different views of costumer
data and changes in business processes, so it is necessary to more fully devote time to examining organizational
factors [26,27].
To this end, the researchers have focused on the study of differentiated critical factors that are important for the
adoption and use of CRM solutions [28,29,30]. Researchers often base their work on TAM model and extend it with
factors associated with level of individuals at the different working positions, as well as at the level of the whole
organization; some are also oriented towards research of factors influencing the usefulness of IT solutions and
technologies and clients on the market [31,32,33]. Reviewing the research, we have perceived deficit area on the
relationship of critical organizational factors and perceived use of IT solutions at the level of the entire organization.
The basic objective of this paper is to develop a conceptual research model for the effective use of IT solutions on
basis of CRM, which takes into account the critical organizational factors (process orientation, technological
orientation and innovative orientation) as a prerequisite for the effective use of CRM solutions. In this paper we want
to explain how the organization must function as a whole if it wants to introduce effective and efficient use of CRM
solutions, by creatinghigh-quality information system to make competent business decisions. Presented conceptual
model is as a theoretical basis for its empirical verification, but this is not the objective of this paper and is not its
integral part.
2. Critical factors of the use of CRM solutions
Effective CRM solution is about acquiring, analyzing and sharing knowledge about and with customers for the
quick and timely service to the customer. CRM solutions provides an integrated view of customer interactions
starting with software applications that capture these interactions and with the effective analyses of the data to reveal
the hidden and important information required for improving the relationship of firms with the customers [30]. For
the effective use of integrated IT solutions it is necessary to take into account a number of internal and external
factors that are the starting point for the process and technological orientation of the organization, as they involve
process and technological aspects of the treatment factors. Critical factors of information solutions implementation
are spread over number of areas and must be met for the successful implementation of CRM solutions. In Table 1
we present the literature review of critical factors that are important for the effective use of CRM solutions.
Researchers identify the critical factors of CRM solutions from the processes, technology and human resources. The
literature review reveals that at the organizational level the critical factor that is taken into account is the orientation
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of organization on the customers (f.e. [34]). Very often researchers treat stance of the organization from a strategic
oint of view, which includes technological orientation, customer orientation, competition orientation, internal/cost
orientation, inonovation orientation, entrepreneurial orientation, quality orientation and productivity orientation
[103,105]. Strategic orientations are the guiding principles that influence a firm’s strategy-making activities.
Strategic orientation is reflected in strategic directions implemented that lead to superior performance
[103,106,107]. Also, some researchers analyzed the performance of CRM solutions and the impact of organizational
factors on it - they have found that organizational factors (management, structures and employees) have a major
impact on performance of CRM solutions [30].
3. Customer relationship management solutions (CRM solutions) and Technology acceptance models (TAM)
Technology Acceptance Model (TAM model) was adapted from the TRA model – Theory of reasoned action –
and was aimed at modeling user’s acceptance and use of information technology in the workplace. TAM model
comprises external variables, perceived usefulness, perceived ease of use, attitude toward using, behavioral intention
to use and actual system use [35]. Model TAM has become the most widely adopted model in information system
applications and a major research mode for examining the determinants of information technology acceptance and
utilization among users. Researchers often base their work on TAM model and extend it with factors associated with
the level of individuals at the different working positions, as well as at the level of the organization as a whole; some
are also oriented towards research of factors influencing the usefulness of IT solutions and technologies for clients
on the market [31,32,33]. TAM model has been expanded and adapted by a number of researchers and has been
applied to many different technologies including e-commerce and data mining tools [35,36,37]. TAM model is
expanded to various constructs depending on the research area in question [38,39]. Literature review revealed the
lack of reliable research in the area of relationships among critical organizational factors and perceived use of CRM
solutions at the level of the entire organization. At the same time, very little research results is reported on thorough
examination and dissemination of TAM model of CRM solutions use.
Askool and Nakata studied the social CRM and TAM model and extended it with the characteristics of Web 2.0
technologies, whereby they examined the ease of networking, the ease of participation and the ease of collaboration
[40]. At the same time, the researchers connected the TAM model with perceived trustworthiness. Venkatesh and
others offered UTAUT, linking up theory of rational action (TRA), the Technology Acceptance Model (TAM),
Motivational Mode, Theory of Planned Behavior (TPB) theory combined with TAM and TPB, Model of PC
utilization, innovation diffusion theory and Social Cognitive Theory [41]. On the basis of the new model of UTAUT
researchers have studied the use of CRM solutions and have found that there is significant correlation between
performance expectancy, effort expectancy, social and behavioral intention, facilitating the link between the
condition and user behavior and the link between behavior intention and user behavior of CRM [19]. Karahanna and
others expended the CRM TAM models with the following factors: compatibility/existing work practices,
compatibility/prior experience and compatibility/values [42]. With the TAM model the use of CRM was discussed
from two perspectives, namely the usage scope and usage intensity. They found that all factors were significantly
associated with usage scope and usage intensity (compatibility/existing work practices, compatibility/values). It was
also found that perceived ease of use of CRM is not typically associated with usage intensity. In the existing
research reports in the literature it is often found that TAM model may represent also only a part of the research
model and not all of constructs (varaibles) are considered. Within the framework of the TAM model, Tung and
others pointed out the perceived usefulness, perceived ease of use and behavioral intention to use of CRM, and
found that there exists significant relationship between constructs [57]. Meanwhile, the focus has been also put on
trust, compatibility and perceived financial cost and they found that these factors affect behavioral intention to use
CRM solutions.
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Table 1. Literature review of critical factors of CRM solutions
Authors

Type/phase of CRM

[43, 44]

Basic CRM

[45]

Adoption of CRM
technology

[29]

Basic CRM

[28]

Implementation of
CRM

[46]

CRM implementation

[34]

CRM implementation

[48]

Implementation of
CRM
CRM success

[49, 50]

CRM implementation

[51]

CRM implementation

[52]

Adoption of CRM
system

[53]

CRM implementation,
project and system

[54, 31]

Basic CRM

[55]

CRM implementation

[56]

CRM technological
initiatives

[47]

Factors
Information technology, management commitment, human resource knowledge, knowledge of CRM, organizational
culture; Effective customer communication strategy, profitable marketing strategy and IT infrastructure, suitable
organizational strategy and administrative support
Management characteristics, involvement of the employees, employee characteristics, IT resources, firm’s characteristics
(size, industry, perceived market position, innovativeness)
Add goals or benefits from implementing CRM, tools and technology of CRM, participation of consumers and users of
CRM, carefully gathering information on the implementation of CRM by employees at different levels and professional
qualifications of CRM
CRM solutions implementation issues, implementation of CRM through employees, CRM business strategies of
organization, interpretation and synchronization of service, customer centric approach, differences between IT and CRM,
right method to interact with customer, right tool of data mining, clear methodology and steps, measurable goals and ROI
(Return on investment) of organization and training of the front people
Contextual factors (Competitive pressures, environmental pressures, relations with customers, peer influence),
organizational factors-technical factors (IT infrastructure, IT Training, IT maintenance plan, IT application complexity),
organizational factors-social factors (top management support, human resource management, size of organization,
organizational change management, knowledge management), individual factors (computer anxiety, user acceptance,
personal innovativeness, user resistance, computer experience, user personal dispositions, user capacity of acquired IT
knowledge)
Strategic factors (top management support, organizational culture, developing a clear CRM strategy, clear project vision
and scope, and benchmarking), tactical factors (employee acceptance, CRM software selection, integration with other
systems and training in CRM efforts), operational factors (realistic CRM implementation schedule, enterprise
performance metrics for CRM, personalization, customer orientation, and data mining)
Change management, operational management, knowledge management, marketing management, sales management,
customer support management, technology management, project management
Organizational factors (employees, leadership, organizational structure)
Organisational factors (Benefits; Staff ICT (Information and Communication Technologies), ICT skills; Organisation
size; Internal barriers; Support; Funding; Strategy; Business objectives; Customer response/attitude; Government;
Competitive pressure; External barriers; and Suppliers); Technical factors (ICT infrastructure; Purchase, Implementation
and integration cost; System evaluation and selection criteria; Complexity; Integration; Vendor after sale support; and
Software selection criteria); Data quality (Evaluation of the Data Quality Tools & Processes; Evaluation of the quality of
customer data; Customer data infrastructure; Customer data types classification; and Customer data sources
classification); Leadership of the top management, human resource management, functional integration, and
organizational structure
Process (marketing, sales, services, define and communicate CRM strategy, customer involvement, personalization
process, time and budget management), Human (Client Aspects, Organizational Aspects, Top management commitment
and support, Define and communicate CRM strategy, Assurance of top management commitment for CRM), Technology
(Sales force automation, Software for CRM, Data warehouse and data mining, Help desk, Call centers, Internet
influence)
Characteristics of Organization (size of organization, IS capabilities of staff, innovation of senior executives, knowledge
management capabilities), Characteristics of CRM (relative advantage, complexity)
Implementation CRM (Organizational culture, User-friendly system, Easy to manage system, Top management support
and implemented modules, flexibility in adaption of working & management process), Organizational aspects CRM
project (workers’attitude towards the system), Technical aspects of CRM project (Scope, Implementation according to
planned schedule, Implementation according to planned budget, Modules crucial to the system’s implementation),
Establishing measurable business goals, aligning business and IT operations, getting executive support up front, allowing
business goals drive functionality, minimizing customization by leveraging out-of-the-box functionality, using trained,
experienced consultants, actively involving end users in solution design, investing in training to empower end users,
using a phased rollout schedule, measuring, monitoring, and tracking; Social factors, organizational factors and factors of
an employee
Customer-centric strategy, commitments from people, improved or redesigned process, software technology and
infrastructure
Operational and strategic perceived benefits, top management support, organizational readiness, knowledge management
capabilities

In Table 2 we present an overview of research reports that examined CRM solutions based on TAM. The table
brings results on impact of different factors: (i) factors that expaned the TAM: F - different factors influencing the
components of TAM and are explained in the third column of the Table 2 for each research as well as S-user
satisfaction; (ii) components, that are consisting parts of TAM: A-acceptance; U-perceived usefulness; E-perceived
ease of use CRM solutions; AT-attitude toward CRM solutions; BI-behavioral intentions; Use–decision for use of
the CRM solutions.
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Authors

Table 2. Previous TAM research of CRM solutions
Survey

Factors (F)

[58]

CRM
adoption in tax
affairs organization
(140 persons)

Organizational
factors (Training,
Cooperation,
Satisfaction)

[59]

CRM (274
managers in a
community bank)

/

[60]

E-CRM (85
questionnaires, 15
clothing
companies)

[42]

[61]

[31]

CRM (78 users of
a customer
relationship
management
system in the
context of a large
bank)
CRM (385 medical
staff,
administrative
staff, and staff
that provides direct
service in 7
military hospitals)
CRM (240 userssalespeople)

Innovation factors
(relative advantage
compatibility
complexity,
observability
trialability)
Compatibility/
existing work
practices,
compatibility/
prior experience,
compatibility/
values
Personal
innovativenes,
interpersonal
influence, computer
self-efficacy
Social factors,
organizational
factors and
individual factors

F

F

E

E

U

S

E

U

A

E

U

E

U

E

U

AT

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

↓

U

E

U

S

S

A

A

A

Use

Use

Use

BI

BI

AT

AT

BI

***

***

***

***

***

***

***

***

***

***

*

*

*

***

***

***

***

***

*

***

*

*

*

*

*

***

***

***
**
*

*

***

***

n.s.

n.s.

***

Note: n.s. – not significant at 0.05 level; * p ≤ 0.05; ** p ≤ 0.01; ***p ≤ 0.001.

3. Conceptual research model
Based on the literature review we designed a conceptual model presented by Figure 1. The purpose of this paper
is to contribute to the further technological and information development and use of CRM solutions based on the
theoretical framework by developing a conceptual model that incorporates the impact of critical factors for
organizations, namely their process orientation, technological orientation and innovative orientation, as well as
organizations’ stance on the usefulness of CRM solutions. This conceptual model also incorporates the impact of the
perceived usefulness of CRM solutions on the perceived quality of information and consequently the satisfaction
with chosen support for decision-making. Particular emphasis in the model is put on intended use of CRM solutions
as a support for decision-making in organizations. The primary objective of this paper is therefore the development
of a conceptual model of use of integrated IT solutions based on CRM solutions, that takes into account critical
factors, such as organizational prerequisites for the successful use of CRM solutions and the display of results in the
form of high-quality information for effective decision support. We want to develop a conceptual model so that the
subsequent empirical analysis (which is not part of this paper), will answer the following research question: Do
organizations with more pronounced process, technological and innovative attitude show also more effective use of
CRM solutions than those with less pronounced process, technological and innovative attitudes?
In order to verify the basic thesis:“Organizations with more pronounced process, technological and innovative
attitude show also more effective use of CRM solutions than those with less pronounced process, technological and
innovative attitudes” we formed several hypotheses linking organizational factors with critical indicators of
usefulness of CRM solutions. Based on the theoretical framework we formed hypotheses to test the relationship
between the following multi-dimensional variables: process orientation, technological orientation and innovative
stance of the organization, perceived usefulness of CRM solutions, CRM solutions intensity of use, perceived
quality and satisfaction information to support decision-making. In this paper we discuss only the relationship
between the critical factors of organization and use of CRM solutions.

464

Urban Šebjan et al. / Procedia Technology 16 (2014) 459 – 470

Fig. 1. Conceptual Research Model
3.1. Process orientation and use CRM solutions
Process–oriented approach within organizations gives priority to processes rather than to hierarchy, whereby the
business processes play a strategic role in creation of value [62,63]. For the measurement, the researchers suggested
a number of dimensions of process-oriented organization [101,102]: organizational structure, language,
documentation, utilization, information systems, performance measurement, customer requirements, process view,
process jobs, process management and measurement,... Efficient use of CRM solution depends on how the CRM is
integrated with existing processes and structures [64]. Most CRM solutions require firms to be process-oriented.
Some researches argue that the CRM is an integrated approach, taking into account the process, so it is important
that the organization is process-oriented if it is to be able to effectively use CRM solutions [65,66]. CRM solutions
require a process oriented organization. This is particularly true in the implementation phase of CRM solutions,
because the transition from vertically oriented functional organization to process oriented organization is an
extremely complex and demanding process [67]. Researchers emphasize that the success of CRM solutions depends
on the management processes of the organization. CRM success is highly dependent on a process management
orientation; by focusing on CRM processes, managers can ensure the effective deployment of organizational
resources toward the creation of desired outcomes [68]. Research results in the literature reveal that the lack of a
business process orientation in organization leads to substantial delays in the CRM solutions implementation process
[69,70]. Based on the theoretical backgroound we can assume that the more process oriented organizations are,
higher the perceived use and perceived intensity of use of CRM solutions is, as compared to organizations that are
less process oriented.
3.2. Technological orientation and use CRM solutions
Technology–oriented organizations promote research and development activities, acquisition of new
technological solutions and use of the latest technologies, while at the same time they accumulate rich technological
knowledge through past experiences and processes, such as investment in research and development and the rapid
acquisition of new technologies [71,72]. Researchers in the context of measuring technological orientation take into
account the development of new products using new technologie in and outside organizations, investing profits back
into research and development, industry standards, etc. [104]. Technological orientation should be seen as an
incentive for the realization of CRM solutions [73,74]. Chen and Popovich also designate the technology as an
important factor of CRM solutions [65] and several studies show positive relationship between the perceived
usefulness of the new information solutions and attitude towards technology [75,76]. Cheng and Ching emphasize
that the more we invest in IT, the higher performance of CRM solutions it provides [77]. CRM solutions require the
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use of IT to capture, store, modify and distribute large amounts of data among stakeholders in the market [78,79]. In
this way the organization utilizes data and uses business intelligence tools to better understand the behavior of their
customers. Researchers agree that technology is an important factor for use of CRM solutions – therefore it is even
more important that the high level of technological orientation of an organization enables the organization to
effectively adopt, deploy and use CRM solutions. This is important because new technological innovations that
could become an important source of information for the organization and CRM solutions constantly appear on the
market. Innovation and network infrastructure, client/server computing and business intelligence applications are
leading factors in CRM development [65]. Despite the fact that researchers in the technological orientation of the
organization emphasize R&D resources and technological base, which play a central role in introducing innovative
products, prior to this the organizations need information, which they use as a basis for the development of new
products [80]. We believe that organizations that are technologically oriented, place greater emphasis on new
technological solutions and seek to exploit the technological advantages of establishing contacts with customers and
the acquisition of key data via new communication channels, which are also allowed by the new information
technologies. Therefore, organizations that are more technologically oriented, perceive the use and intensity of use
of CRM solutions to a greater extent than organizations that are less technologically oriented.
3.3. Innovation orientation and use CRM solutions
Kundu and Katz consider that “being innovative” is a key factor in overcoming barriers [81] and improving the
ability of organizations to successfully adopt or implement new systems, processes or products [72]. Menon and
Varadarajan argue that the cultures which promote innovation in organizations also promote the exchange of and use
of information [82]. Zhang and Duan added that the managers who have information are more likely to use it in
more creative ways and will use it to create more innovative products [83]. Market information can be generated
using IT solutions by using, among other means, the CRM solutions. Irian and Buttle found in the context of
organizational culture that in the organization, in which employees place more emphasis on innovation, it is more
likely for the CRM solutions to be used successfully than in the environment of organizations in which the
employees put less emphasis on innovation [84]. Nguyen and Waring found that innovative management in the
organization has a significant impact on the perception of the use of CRM solutions [45]. At the same time the
researchers recognize that innovation orientation has a positive impact on the organizations using CRM solutions,
enabling the use of more business tools and technologies that enable ollection, analysis and dissemination of
costumer information. Innovation oriented organizations are focused on the research and development of new
products. Researchers at measuring the innovative orientation of the organization tend to emphasize the support for
searching for new ideas, innovation, research-based innovation and involvement in projects and programs. [103]. To
develop new products successfully, organizations need adequate information about customers that can be obtained
with the help of CRM solutions tools. Research review reveals that researchers have not studied the relationship
between the innovative orientation of the organization and the use of CRM solutions. But at the individual level, it
has been found that innovation has impact on the use of new IT solutions and technologies that the researchers
derived from the TAM model [85]. Analysis results of Law supported the thesis that attributes of innovation,
attitude towards change, market orientation, innovation orientation, perceived accessibility of IT solutions,
competition intensity and desire of customer intimacy were the antecedents of CRM adoption [86]. Therefore,
organizations that are more innovation-oriented rather tend to use CRM solutions than organizations that are not
innovation-oriented.
3.4. Perceived use and intensity of use of CRM solutions and perceived quality of information
Information is a strategic business resource of organization, and the quality of information facilitates better
business performance and presents competitive advantage. Therefore, quality information on CRM solutions
constitutes the foundation of a successful business operation [87]. CRM solutions use various information
technologies and applications so as to enable organization to capture, integrate and distribute information. Zahay
and others found that the increased use of customer data results in higher quality of CRM system [88]. CRM
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solutions include a comprehensive database of customers, which is operated by the organization. Database
management system requires the use of analytical tools of CRM solutions; thereby enabling organizations to possess
and use useful and high-quality customer information. Organizations that intensivly use the CRM solutions, also
endeavor to acquire, by the data collected, quality information necessary for further business process. Although
customer information processing is crucial, the significance of its impact on CRM performance depends on the
quality of customer information. If employees using a CRM system share no useful, timely, or accurate customer
information, then neither the firm nor the customers derive any benefits. Therefore, CRM systems allow firms to
process customer information at a high level of efficiency. Firms' infrastructure capability that is supportive and
compatible with their CRM systems enables the CRM systems to obtain timely, up-to-date, correct, accurate,
complete, and relevant data or information from multiple internal and external sources, and helps the CRM systems
integrate and process those data or information effectively [89,8]. CRM systems can increase the timeliness of
customer information (e.g., offering quick, superior front-line support, or executing marketing actions more
efficiently) [90,65]. Therefore, we assume that those organizations which increasingly perceive the use of CRM
solutions, and therefore use it more intensively, have higher perception of the quality of information obtained
through CRM solutions as compared to those, that do not.
3.5. Perceived quality of information and satisfaction with support of decision making
Since strategic decisions are essential for the survival and functioning of the organization, decusion makers have
to have access to relevant information if they wish for organization to develop. Quality of decision-making depends
on many factors, including the availability of information in the environment and its application techniques and
methods of decision-making [91]. Therefore good information is essential for the effective functioning and decisionmaking at all levels of the organization [92,93]. There are some differences in obtaining information for strategic
and tactical decisions. For tactical decisions more often internally focused information is used, while strategic
decisions utilize outward-looking information. Both types of decision-making are influenced by information about
the competitive environment [94]. Accurate and timely information supplied by the IT support provides
management support in decision making [95]. Research has shown that the availability of IT increases
communication and decision-making opportunities and improves the quality of decision-making [96]. However,
Cokins and others believe that people typically focus on technology rather than on the relevance of the information
in relation to good decision-making [97]. More research is focused on studying the understanding of information
requirements in order to ensure a high quality of managerial decisions [99]. Medina and Chaparro found that there is
a significant link between the quality of information within information systems and creating the best decisions [98].
Bharati and Chaudhury support this by stating that the quality of information obtained through the web-based
system has a positive effect on satisfaction with decision-making [100]. To this end, we have been setting the
assumption that higher the perceived quality of information obtained through the CRM solutions, higher on average
the satisfaction with the CRM solutions to support business decisions.
4 Conclusions
In this paper we have dealt with the question of where and how the critical factors in organization affect the use
of CRM solutions. We have found that researchers studied a number of critical factors of organizations that are
associated with the use of CRM solutions, but at the same time they are not sufficiently comprehensive about the
organization and its orientation, in particular what regards the process, innovative and technology, that are
representing a prerequisite for the effective use of CRM solutions. In the context of innovation, researchers examine
factors as a result of the use of CRM solutions, although it should be pointed out that the organization with its
innovative attitude expresses interest in introduction and efficient application of CRM solutions, with which it
would acquire useful information for the development of new products/services as a result of the use of CRM
solutions. We therefore believe that the results of the effective use of CRM solutions are conditioned with the
orientation of the organization.
To this end, we have developed a conceptual model which we derived from the TAM. Literature review
revealed that there is not a lot of research done which would link critical factors of the organization with the TAM in
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the field of CRM solutions. Conceptual model presented in this paper expands TAM with three critical factors in
organizations (process, innovative and innovative stance). We have also included the intensity of use and the
“results” of CRM solutions, such as high-quality information and satisfaction with CRM solutions to support
business decision-making. In this paper we put focus only on theoretical consideration of the relationship between
critical factors. Our further research and scientific contribution will emphasise on figuring out the benefits perceived
by organizations by the intensity of use and perceived usefulness of CRM solutions, which are reflected in the
quality of information and, consequently, the satisfaction with decision support.
4.1. Empirical research
The conceptual model serves as a basis for its empirical verification, which is no longer an integral part of this
paper. The study, based on modeled conceptual model consists of several structured phases, which will be a
prerequisite for the implementation of empirical research, as we will in the following steps create a measurement
instrument. The first phase of the research will provide a review of the theoretical principles and design of
measurement scales for each interdependent multidimensional variable that represent the described concepts. By
creating and verifying measurement scales, we will ensure an adequate level of validity and reliability. The
questionnaire, which will contain the individual constructs, will be measured using a 7- point scale with the degree
of consensus. The second part of the questionnaire is going to contain closed questions, which will be related to the
characteristics of the organization. In this way we will ensure the appropriate control variables (size of the
organization, activity, level of investment in information technology, information technology detected changes,
perceived competitive advantage in information technology ...). The second phase is the survey itself. The purposed
sample will include 500 organizations that have a CRM solution brought into the operating system. The third phase
of the research, after obtaining the sample data will consist of the data analysis, where the univariate, bivariate, and
multivariate statistical methods will be used. Due to the large number of variables - items included into the single
construct, the exploratory factor analysis (EFA) will be used. After EFA we will perform confirmatory factor
analysis. Analysis of modeling with structural equations that follows will take place in the following steps:
consistency of study design by a theoretical model will be tested to the absolute, relative, parsimony indexes
compliance and indices based on non-central chi-square distribution. Beside software that was already mentioned
the statistical program SPSS ver. 21, software WarpPLS, SmartPLS and STATA will be used.
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