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Abstract 

                

 

Course:  Master thesis in industrial and management engineering, 

industrial marketing, MSc Civil Engineering 

Author:    Fredrik Vikström 

Title:   How organisational culture impacts intention to use CRM 

Tutor:   Joseph Vella  

Purpose:   The aim of this thesis is to elaborate on if organisational culture 

has an impact on the intention to use a CRM system. 

Methodology: The data was collected by use of an online questionnaire, the 

questions used were created based on the literature review and 

measured according to a 5 point Likert-scale 

Conclusion:  Organisational culture has no meaningful impact on intention to 

use CRM. This since each of the culture types produced results 

which were outside acceptable perimeters. 

Out of the three aspects of the technology acceptance model, 

attitude has the biggest impact on intention to use CRM. PEOU 

and PU were not within acceptable perimeters.  

Neither PU nor PEOU had a statistical significant impact on 

attitude, leaving attitude as a sole positive contributor to intention 

to use CRM.  

Key words:  CRM, Organisational culture, Competing values model, 

Technology acceptance model, CRM adoption, intention to use 

CRM 
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1. Introduction 
This chapter will bring the reader into the research area and provide a research problem as 

well as research questions to gain knowledge regarding the chosen area.  

This a report of a master thesis conducted as the course M7037N containing 30 credits at 

Lulea University of Technology that started 19th January and ended 27th May of 2016. This 

thesis marks the final step of the program in Civil engineering in Industrial engineering. 

                

 

1.1 Background 

Operating a company with a customer base is essential to business, Treacy and Wiersema, 

(1995) argue that a company without customers is not a business - it is a hobby. 

Furthermore, striving towards long-term relationships with customers instead of being 

transaction oriented is considered more profitable (Morgan and Hunt, 1994; Jayachandran et 

al., 2005). The act of focusing on relationship marketing is however not new and was 

introduced in 1983 (Grönroos, 2000). 

Jobber and Fahy (2012) state that relational value is created when customers come across 

quality services or products which in turn entices them to stay with the provider, ensuring that 

a relationship between them develops over time. Jobber and Fahy further claim that 

organizations are getting increasingly proficient at building relationships through various 

relationship systems. Corporations that treat their customers like end users of products, 

instead of forming a mutual relationship, are deemed to be less competitive (Schneider and 

Bowen, 1995). Thus a noticeable switch from transaction-oriented thinking to a relationship-

oriented philosophy has become a priority for corporations that want to remain competitive 

and retain customers (Smith and Chang, 2010). 

1.1.1 Development of today’s CRM systems 

According to Jobber et al (2004), a way of managing customer relationships is to make use 

of Relationship Management (RM). RM was introduced in the 1980s, and consists of a group 

of methodologies and terms that describe how companies can work towards fostering long 

term relationships with their customers (Levitt, 1983). RM however faced difficulties in being 

accepted, as during that period, organizations found it difficult to acquire customer 

information due to the high perceived costs (Peelen, 2005).  

During the 1990s Customer Relationship Management (CRM) was introduced as a system 

that would enable organizations to reach and satisfy customers, by gathering and analysing 

pertinent information (Jobber et al., 2004). Furthermore, the introduction of CRM proved to 

be an important step to increase company profitability, by improving identification of 

customer needs, in an attempt to increase loyalty (Thomas and Sullivan, 2005). Rigby (2003) 

claimed that by collecting information about their customers, organizations would be able to 

forecast future demands and trends, thus identifying possible customer demands on a long-

term basis.  

1.1.2 Complexity of CRM  

Buttle, (2009) posits that CRM does not have one single true definition but several ones. For 

example, Salesforce, the market leader today, defines CRM as: 
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“A CRM system is a business tool that allows you to manage all your customers, partners 

and prospects’ information all in one place. (Salesforce. 2016. pg 1). 

Jobber and Fahy define CRM as: 

“A term for the methodologies, technologies and e-commerce capabilities used by firms to 

manage customer relationships. In particular, CRM software packages aid the interaction 

between the customer and the company, enabling the company to co-ordinate all of its 

communications efforts so that the customer is presented with a unified message and 

image.” (Jobber and Fahy. 2009. pg 254). 

Peelen, (2005) underlines that many CRM initiatives are focused on technology, which often 

leads to people, strategic and organizational factors taking a backseat in discussions. These 

aspects of CRM initiatives focus on the development of customer relationships, figuring out 

what they want and how they want it. 

Throughout the years, not all experiences following CRM implementations have been 

positive. According to Hoekstra, (2001) over 70 percent fail. A recent survey from the 

Merkele Group, (2013) put CRM failures at 63 percent. Furthermore, the demand for a 

system to use customer data is on a rise, in fact, according to statistics from Gartner Group, 

(2016) the CRM market grew to $23.3B 2014, up 13 percent from the previous year. 

1.2 Problem discussion 

Achieving high end user adoption of CRM systems is an increasingly high priority amongst 

companies (Baik et al., 2007). Furthermore It is also important to point out that CRM 

implementation in companies focuses on the strategies and processes needed to integrate a 

CRM system into a company (Varadarajan et al., 2007), which largely differs from CRM 

adoption focuses and needs. The different focuses regarding adoption and implementation of 

CRM systems creates internal problems in companies resulting in high failure rates for CRM 

systems (Hoekstra. 2001). However, there are several people-related problems that have 

been attributed to CRM success (Iriana et al., 2013), these include: 

 Management’s leadership of technology/system implementation 

 Employee support of the technology/system 

 Sharing of customer-related information across the company 

People are considered an integrated part in every stage of company and employee CRM 

adoption (Iriana et al., 2013). Furthermore, Boulding et al, (2005) argue that inadequate 

attention is given to people issues in the CRM adoption literature.  A common error in 

practice amongst companies is that the introduction of a CRM system alone will enhance 

organizational performance (Kim, H-S, and Kim, Y-G, 2009). It is however considered vital to 

first implement a CRM infrastructure together with customer-oriented organisational 

processes and culture to simplify use.  

Cameron and Freeman (1991) explain that organisational culture underpins the assumptions 

and understandings that employees adapt and these become the categorization of that 

culture. Furthermore, Denison and Mishra (1995) describe how organizational culture can 

lead to increased effectiveness. Furthermore, organizational culture is identified by 

researchers as one of the most important factors regarding CRM success (Curr and Kkolou, 

2004; Iriana and Buttle, 2006; Kale, 2004; Siriprasoetsin et al., 2011). There are however, 
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according to Iriana et al (2013), an insufficient amount of practical studies regarding what 

impact it actually has on implementation or adoption of CRM systems. 

A proper approach to organizational culture is considered important to a company since it 

structures ways of dealing with internal and external problems (Oden, 1997). Schein, (2010) 

states that both internal and external implications of an organizational culture are powerful 

factors to adhere to and focus on. Furthermore, an innovative organizational culture has 

been defined by Schein (2010) as a way for companies to remain competitive.  

Furthermore, Sheth and Sharma, (2006) argue that there is an inadequate level of academic 

research within B2B use of CRM and that this could stem from the fact that B2B markets are 

complex in nature. Adoption and success of enterprise technology from a B2B aspect 

adheres to several aspects. One major aspect is organizational culture according to Al-

Mashari and Zairi, (2000). The authors further claim that even if technology and business 

processes are key to success, individual employees are the ones building customer 

relationships, and thus they are of utmost importance.  

In summary most of the literature accessible today is scattered and specific to particular 

needs, few studies investigate how organizational culture impacts CRM adoption specifically, 

none analyse the impact on employee adoption and its success on CRM performance. This 

presents a gap in the existing literature regarding how organizational culture impacts CRM 

adoption.  

1.3 Purpose and research questions 

This thesis aims to investigate the link between CRM adoption and organizational culture. It 

is important to bring to light that organisational culture impact on CRM systems is 

considered, by researchers new and is limited to a handful of studies (Iriana et al. (2013) pg 

468). 

From the above discussion and background it is clear that CRM adoption is a relevant and 

interesting area to research. Furthermore, it is evident that organizational culture has a big 

impact on CRM performance (Iriana et al., 2013).  

The theoretical gap brought forward in the problem discussion is if organisational culture 

impacts CRM adoption and use amongst employees. Thus with the theoretical gap in mind 

the purpose of this thesis is to investigate whether organizational culture impacts CRM 

adoption amongst employees. Furthermore the focus will not only be to look at if the system 

is being used but also how an up to 100 per cent use of the CRM system can possibly be 

achieved. Hence with the problem discussion and background in mind the following research 

problem has been formulated: 

How does organizational culture impact intention to use Customer Relationship Management 

use amongst employees? 

To investigate the formulated research problem, two research questions (RQ) have been 

created. RQ1 aims to investigate the differences between culture types within organizations 

and how they tie together with the intention to use CRM. Furthermore also identify which 

culture types are indicative of intention to use CRM.  

RQ1: What organizational culture type fosters intention to use CRM? 
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RQ2 is formulated with the intent to analyse the other side of the theoretical gap, between 

organisational culture and employee adoption and use of CRM system. 

RQ2: To what extent does perceived ease of use and ease of use impact attitude towards 

and intention to use CRM? 

1.4 Target market and companies 

This thesis will be focused on organisational culture and CRM adoption within the business-

to-business market. Secondly, this thesis will aim to research an international company, 

making the thesis applicable for companies doing business internationally with a diverse 

culture profile. These choices have been made to create an interesting research problem and 

to provide clarification on where and for whom the study will be applicable. 

1.5 Scope  

As previously mentioned this thesis work was limited to a time period of 30 HP. Furthermore, 

the work was also limited by the previous work done within the area of focus. 

The purpose of this thesis has been to elaborate on if and how organizational culture impacts 

CRM adoption. This hypotheses is being tested by surveying an international B2B company 

who will be kept anonymous throughout the report. Furthermore, this thesis aims to provide 

quantitative research to the otherwise relatively unexplored area within CRM, organizational 

culture, and provide guiding clarification for companies operating on an international scale 

within the B2B market.  

1. Throughout this study the focus will be on organizations within B2B companies.  

2. The competing values framework will be used to define organisational culture 

3. Technology acceptance model will be utilized to bridge the theoretical gap between 

organizational culture and CRM adoption. 

1.6 Stakeholders 

The main stakeholder in this thesis is Lulea University of Technology, they are the facilitators 

of mentorship, knowledge and for whom this thesis is being written for. Besides the university 

a company, whom is being called ‘company x’, have invested time as well as recourses and 

are interested in the results of this thesis. 

1.7 Thesis outline 

A roadmap of this study is being reproduced below, in an attempt to inform the reader what 

will be discussed in each chapter as well as the order in which this thesis is presented. In 

figure 1 a recommended read has been constructed for the benefit of opponents, LTU 

supervisors or company executives interested in the findings. Furthermore, figure 1 shows 

what each chapter includes to simplify reading through the thesis depending on what you 

want to read. 
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Chapter 1: Introduction 

This chapter provides the reader a background to the topic, the overall purpose of this thesis, 

introduces the stakeholders in the thesis and provides a clear scope. 

Chapter 2: Literature review 

Facilitates the provision to the reader of a view of the existing literature, including relevant 

theories. 

Chapter 3: Method 

This chapter elaborates on how the study will be done ending with a discussion regarding 

validity and reliability. 

Chapter 4: Results and Analysis 

Contains the empirical results ascertained through the questionnaire which is presented 

alongside the analysis of questionnaire data and validity of constructs. 

Chapter 5: Conclusions and Discussion  

This part of the report highlights the overall findings and what implications these may have 

for relevant companies, particularly company x  

Figure 1 Report disposition 
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2. Literature review 
In this chapter relevant models including the viewpoints of different authors will be presented 

in order to provide a solid background leading to the research questions. Organisational 

culture and CRM success factors will be further explained to substantiate the research topic. 

Two vital frameworks regarding technology use and organisational culture will be explained. 

                 

 

Disposition  

The key areas in this literature review are CRM success, organization factors and 

organizational culture, the competing values framework and perceived ease of use. The 

literature review will inform the reader about current thoughts regarding the research area 

covered by this thesis. Furthermore, it will serve as a basis for the different models and 

theories that this thesis will build upon.  

Figure 2 below explains the way the literature review chapter is organized and in what order 

the different areas will be reviewed below. 

 

 

 

Figure 2 Disposition of the literature review chapter 

2.1 CRM outcomes 

This chapter presents views by different authors on CRM outcomes and success.  

Organizational culture and how this impacts CRM outcomes is a relatively new topic with few 

studies conducted so far (Iriana et al., 2013). Van Bentum and Stone (2005) define the 

relationship between these two aspects as: 

“Without an appropriate organizational culture, CRM will not succeed” 

Iriana et al. (2013) conclude that: 

“Organizational culture is significantly related to the achievement of desirable CRM 

outcomes.” 

Another definition of a successful approach to CRM is (Bentum and Stone, 2005; Iriana and 

Buttle, 2006): 

“CRM will not succeed unless a proper cultural foundation exists; an organizational cultural 

environment that stresses the importance of customer-focused behaviours, information and 

knowledge sharing, cross-functional teams, performance-based rewards, supportive 

2.2
CRM outcomes 

and success

2.3
Organizational 

culture

2.4 
The  competing 

values framework

2.5
Technology 

acceptance model

What? How

?  
Against what? Measure: 
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relationships, adaptive and responsive attitudes to change, and a higher degree of risk-taking 

and innovation” 

Another approach that according to Starkey and Woodcock (2002) leads to positive CRM 

outcomes focuses on changing employee behaviour and attitude. This will foster a culture 

that encourages proper use of a CRM and furthermore adhering to the CRM strategy. 

Iriana and Buttle (2004) concludes that CRM performance has been linked to an 

organizations ability to find and eradicate barriers within the present organizational culture. 

Iriana and Buttle presents this as a key issue and indicate that it might lead to employees 

posing resistance to using the CRM system. 

2.1.1 CRM success 

According to Boulding et al, (2005) attributes that foster a CRM system’s success are: 

 Adaptive change to organizational culture 

 Companywide organizational commitment 

 Change management practice 

 Employee adoption of the system 

 Communication within the company. 

Several authors (Rigby et al., 2002 and Starkey and Woodcock, 2002) imply that the main 

reason that CRM initiatives fail, is because these are not integrated into the corporation’s 

strategy. Furthermore, lacking an integrated strategy translates to corporations viewing CRM 

as a system, rather than adequately addressing organizational and cultural aspects that will 

be affected. (ibid). Sin et al. (2005) claim that there is no integrated framework that indicates 

what a CRM concept will need in terms of organizational activities and implementation 

guides, to ensure a successful strategy. 

Duwailah and Ali, (2013) define CRM success factors as: 

 CRM strategy – the communication of the company CRM strategy 

 Knowledge management capabilities, customer knowledge competence, customer 

information quality, customer information management 

 Customer orientation culture 

 CRM technology readiness 

 Management, support and commitment 

 Staff commitment 

 Inter-departmental integration 

A customer relationship oriented organization has been highlighted by Stein and Smith 

(2009) as a factor leading to successful CRM implementation and success. Furthermore, 

Garrido-Moreno and Padilla-Melendez (2011) acknowledge this and claim that operating a 

fruitful CRM system hinges on implementing proper changes to the internal structure, 

processes and organizational culture. To exemplify, a study brought forward by Raman et al 

(2005) CRM technology positively moderates the relationship in between CRM processes 

and success.  

An organizational culture focused on customer orientation is of vital importance for 

successful CRM implementation and use (Bentum and Stone, 2005). Furthermore, Chen and 
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Popovich (2003) identified organizational cultural factors as predictors of a successful CRM 

program, these are: 

 Customer-centric culture 

 Employee commitment and engagement 

 Clear mission and vision regarding CRM goals within the organization 

The implementation of a CRM system requires a substantial change to business processes 

within the organization. It is therefore vital to conduct proper organizational change 

management (Shum, Bove, & Aug, 2008). 

2.2 Organisational culture 

Organizational culture is a term that according to Schein (2010) defines as system of norms, 

values, symbols typical for the organization, developing at time, these factors produce 

patterns people act according to within an organization or enterprise and represents the 

value hierarchy within. Another more formal definition of culture by Schein (2010) pg 4 is: 

“A pattern of shared basic assumptions that was learned by a group as it solved its problems 

of external adaption and internal integration that has worked well enough to be considered 

valid and, therefore, can be taught to new members as the correct way to perceive, think and 

feel in relation to those problems.” 

Lundy and Cowling (1996) theorise that organisational culture is a deep seated foundation 

that dictates values and beliefs shared by employees of an organisation. Furthermore, 

Martins and Terblanche (2003) say that organisational culture is present in the typical 

characteristics of an organisation. Lundy and Cowling (1996) hypothesise that culture refers 

to assumptions amongst employees regarding past actions that have worked and thus will 

continue to work in the future. These assumptions and the organisational culture is, 

according to Lundy and Cowling (1996), presented as attitudes and behaviour regarding the 

right way to solve problems.  

Martins and Terblanche (2003) suggest that organisational culture forms a vital part of 

company’s general functioning and that a strong culture ensures everyone is working 

towards the same goal. Martins and Terblanche further posit that culture impacts 

coordination within a company. Thus it creates a way to make sense of the work environment 

and as such what are acceptable behaviour and attitudes (ibid). Furnham and Gunter (1993) 

conclude that if an organisational culture does not fulfil these functions in a suitable way the 

culture may impact the overall efficiency of an organisation. 

Hansen and Wernfelt (1989) argue that organisational culture has an impact on how people 

set goals, perform set tasks and administer given resources to achieve set goals. 

Furthermore, Abdul Rashid and Sambasivan (2003) put forward that organisational culture 

has an impact on organisational commitment and performance. The authors stresses the fact 

that the type of culture present in an organisation impacts performance and thus success of 

organisations.  

Furthermore, according to Abdul Rashud and Sambasivan (2003) there are three vital steps 

to align an organisation with the current culture to ensure high commitment and performance 

amongst employees, these are: 
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 Managers need to identify and understand the current culture present in the company 

to assess weaknesses and strengths 

 Hire or relocate employees to align with the current culture type and position 

 Motivate employees according to qualities conducive with the culture type present at 

the organisation 

Research has shown that organizational culture has an impact on performance and long-

term effectiveness of organizations (Cameron and Quinn, 1999). Stein and Smith (2009) 

stressed the importance of creating an organizational learning culture focused on CRM 

success, which can be translated into a firm's performance. Furthermore, organizational 

culture has a measured impact on employees according to Cameron and Quinn, (2005), 

these are: 

 Commitment 

 Employee morale 

 Physical health 

 Emotional well-being 

 Productivity 

The focus on organizational improvement regarding culture change is vital, since changes to 

internal strategies and procedures rarely take place and instead, the focus tends to remain 

the same (Cameron and Quinn, 2005).  

A sustained research regarding organizational culture has been conducted amongst 

scholars. The conclusion has been that core values and assumptions often are the root of 

organizational systems and structures (Quinn, 1988). However, despite the interest in 

implications of organizational culture, few relevant models have been introduced that are 

applicable for organizational structure (Woodman 1989). One model that has been accepted 

by scholars is the competing values model. The model has been widely used in leadership 

development to organizational change (Quinn and Rohrbaugh, 1981). 

2.3 The competing values framework 

The competing values framework is a theoretical model useful for analysing and interpreting 

organizational phenomena (Cameron and Quinn, 2006). Furthermore, the competing values 

model is considered a guide and results ascertained indicate changes to culture, competitive 

strategies, employee motivation, organizational development and change, implementing 

quality processes and developing leaders.  

The competing values framework highlights struggles in any human system, the main focus 

of the model is on stability and change, and the struggle between internal organizational and 

external environmental factors (Quinn & Hall, 1983). The four different types of organizational 

culture in the competing values framework, together with their respective measures, are 

shown in Figure 3 below. 
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Figure 3 The competing values model Cameron and Quinn (1999) 

A bureaucratic culture, represented in the lower left quadrant in figure 3 is attributed to 

producing efficient long-term stability within companies (Cameron and Quinn, 2006). A 

bureaucratic company can be described by seven characteristics. Cameron and Quinn 

(2006) have defined these as: 

 Specialization 

 Hierarchy 

 Impersonality 

 Meritocracy 

 Separate ownership 

 Stable 

 Accountability 

Market culture, represented in the lower right quadrant in figure 3, has roots from the 1960s, 

when organizations were faced with new challenges due to increased market competition 

(Cameron and Quinn, 2006). A market culture is significantly different from a bureaucratic 

culture since it is externally focused, acting as a market itself, market cultures can be defined 

as (ibid): 

 Externally focused 

 Constantly improving 

 Simplified objectives 

 Competitive 

 Productive 

 Result-oriented 

The clan culture, represented in the upper left quadrant in figure 3, refers to a culture similar 

to that of a family (Cameron and Quinn, 2006). Characteristics of a clan culture are (ibid): 

 Teamwork 

 Initiatives to involve employees 
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 Organizational trust in employees 

 Group evaluation 

 Positive work climate 

 Consensual decision making 

Adhocracy culture, represented in the top left quadrant of figure 3, has developed due to the 

shift from the industrial age to the information age (Cameron and Quinn, 2006). Adhocracy is 

a dynamic approach to culture where decreasing lifespans of products require a different 

approach (ibid). 

 Innovative 

 Individual focus 

 Not afraid of risks 

 Individual focus within 

 Perceived as high potential organizations 

 Individual innovation stressed 

 Dynamic growing organization 

Each of the factors weighted in the model have their direct opposites (Dension and Spreitzer 

1991). Group culture that focuses on flexibility and internal focus, has its direct opposite, 

rational culture which in turn, focuses on control and external focus. The same goes for 

Developmental culture, it focuses on flexibility and external focus, the direct opposite is 

hierarchical culture which focuses on control and internal focus. It is important to note that a 

company’s culture is usually not typically one of the four, but rather a hybrid of them all, with 

a tendency to lean more towards a single one of them (ibid). The authors underline that an 

organization needs to balance all four aspects, so as to not become dysfunctional which 

could foster organizational weakness. The competing values model assumes that all 

organizations depend upon cultural traits and dimensions, attributed to human organizations 

(ibid). 

The competing values framework highlights typical struggles within any human system, the 

main focus of the model is on stability and change, and the struggle between internal 

organizational and external environmental, factors. (Quinn & Hall, 1983).  

A study performed by Iriana et al (2013) concluded that there is a strong correlation in 

between an adhocracy and hierarchy culture combination for CRM success. The study was 

the first one based on organizational culture defined by the competing values model in 

correlation to CRM success (ibid). 

2.4 Technology acceptance model 

Differences between individual employees can lead to different attitudes and consequently 

perceptions about technology which subsequently effects actual use of technology (Speier 

and Vankatesh, 2002). To understand adoption of technology the technology acceptance 

model (TAM) is used to describe individual user’s acceptance of systems (Larsen et al., 

2003). Furthermore, TAM elaborates on the relationship between psychological variables, 

such as behavioural intention, attitudes, system use and beliefs (Davis et al., 1989).  

TAM has been extensively studied and accepted as a model describing individual behaviour 

pertaining to the use of technology (Kim et al., 2009). TAM is a model that describes which 

variables impact the way users use and accept technology. The variables in this model, 
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perceived usefulness PU and perceived ease of use PEOU, attitude and behavioural 

intention and the way they interact with each other, is displayed below in figure 4. 

 

Figure 4 Technology acceptance model (Kim et al., 2009) 

Perceived usefulness 

Perceived usefulness (PU) can be explained as the user’s probability to use a system that 

has performance implications for their job in an organization (Davis et al., 1989).  According 

to Davis et al (1989) PU is defined as “the degree to which a person believes that using a 

particular system would enhance his or her job performance”. Furthermore, Davis et al 

theorise that having a high PU creates a situation where employees have a positive 

expectancy regarding use and performance (ibid). 

Davis et al, (1989) further theorised PU into 10 items measuring PU, each researching 

different aspects vital to PU in their own respect, these are: 

 Work faster 

 Simplify work tasks 

 Useful 

 Increase productivity 

 Effectiveness 

 Job performance 

 Quality of work 

 Control of work 

 Accomplish more work 

 Critical to my job 

Perceived ease of use 

PEOU is, according to Davis et al (1989), a user’s interpretation of a system’s usefulness for 

them in their duties and requires little effort to do so. PEOU is, according to Davis et al 

(1989), defined as “The degree to which a person believes that using a particular system 

would be free of effort”. Furthermore, Davis et al goes on to say that ease is a finite resource 

that if depleted might make employees search for other alternative routes (ibid).  Behavioural 

intention is mediated by attitude as well as perceived usefulness (Kim et al., 2009). The 

relationship between each variable can be seen in figure 4 above. 

Similarly to PU, PEOU was also tested in the study by Davis et al (1989) where 10 items 

were identified, tested and defined as explanatory of PEOU as a concept, the items are: 

Perceived 

usefulness 

(PU) 

Perceived 

ease-of-use 

(PEOU) 

Attitude 
Behavioural 

intention 

Actual system 

use 
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 Cumbersome 

 Easy to learn 

 Frustrating 

 Controllable 

 Inflexible 

 Easy to remember 

 Effort 

 Understandable 

 Easy to get proficient 

 Easy to use 

Attitude 

Attitude towards a behavioural intention can, according to Ajzen and Fishbein (1980), be 

defined as “an individual’s positive or negative evaluation of performing the behaviour”. It 

postulates that the act of performing a behaviour can either be perceived as good or bad 

(Kim et al 2009). Furthermore, it will as such dictate if the individual is inclined or disinclined 

to perform the behaviour (ibid). Kim et al. (2009) goes on to say that a user’s previous 

experience with a system, be it positive or negative, has an impact on the user’s attitude and 

behavioural intention. Furthermore, organisational culture has, according to Mahler (1997), a 

direct impact on employee attitude. 

The role of attitude has been determined to have a minimal impact on system adoption 

(Warshaw, 1989). However, an empirical study by Kim et al. (2009) showed that attitude is a 

core factor for behavioural intention to use system. Furthermore, Kim has claimed that other 

scholars had the same results (ibid). 

Kim et al. (2009) further highlight that attitude has a mediating role on both PU and PEOU, 

moreover it impacts behavioural intention to use system. Furthermore, the strength of 

attitude of a user has direct impact on the PEOU of a system (ibid).  

2.5 Frame of reference 

The theory brought forward in the literature review chapter will provide knowledge to the 

formulated research area. Figure 5 below depicts what theory is applicable to which research 

question to provide clarity to the reader. 



 

14 
 

 

Figure 5 Frame of reference for this thesis 

To answer the underlying purpose of this thesis the formulated problems and theory will be 

studied to elaborate on what factors to have an impact on the formulated research problem 

and questions. With theory brought forward regarding CRM outcomes and success today, 

organisational culture, the competing values model and the technology acceptance model 

data collected will be analysed. The data will originate from questionnaire answers and aim 

to clarify what aspects of organisational culture impact CRM adoption with respect to the 

models chosen.  

Research question one aims to investigate what culture type, according to the competing 

values model, serves to increase CRM adoption overall. Research question two aims to 

elaborate on how variables acquired from the competing values model serve to increase 

CRM adoption. 

Table 1 below will show what models and theories are applicable where and by what author.  

Purpose of study - 

Does organizational culture impact Customer relationship management 

adoption within B2B companies? 

Research question 1 Research question 2 

1. CRM outcomes and 

success 

2. Technology 

acceptance model 

 

1. CRM outcomes and 

success 

2. Organizational culture 

3. Competing values 

model 

CRM users 

Questionnaire 

  

Conclusion 

Answer the formulated research questions  
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Table 1 Theories used in the frame of reference 

Theory Explains Source What is measured? 

CRM outcomes Novelty and 

 importance of area 

Iriana et al.  

(2013) Van Bentum 

and Stone (2005) 

Iriana and Buttle (2004) 

How intention to use 

CRM can be impacted 

by organisational 

culture 

CRM success Key areas in CRM Boulding et al. 

(2005) Rigby et al. 

(2002) Sin et al. (2005) 

Duwailah and Ali 

(2013) Starkey and 

Woodcock (2002) 

Garrido-Moreno and 

Padilla-Melendez 

(2011) Raman et al 

(2005) Bentum and 

stone (2005) Chen and 

Popovich (2003) Shum, 

bove and Aug (2008) 

Important  

organisational culture 

aspects of CRM 

success 

Organisational culture Complexity of 

 organisational culture 

Schein (2010) Lundy  

and Cowling (1996) 

Martins and 

Terblanche (2003) 

Hansen and Wernfelt 

(1989) Furnham and 

Gunter (1993)  

The complexity of  

measuring 

organisational culture 

  Variables that impact 

employees 

Abdul Rashud and  

Sambasivan (2003) 

Cameron and Quinn 

(1999) Stein and Smith 

(2009) Cameron and 

Quinn (2005) Quinn 

and Rohrbaugh (1981)  

What variables  

that might impact 

employees 

The competing values  

framework 

Culture types Quinn and Hall (1983) 

Cameron and quinn 

(2006) Dension and 

Spreitzer (1991) Quinn 

and hall (1983) Iriana 

et al (2013)  

What culture types,  

according to the 

competing values, are 

relevant and how they 

are defined and as 

such measured 

Technology  

acceptance model 

Technology acceptance 

 

 

 

 

 

Perceived ease of use & 

Ease of use 

 

 

Speier and Vankatesh 

(2002) Larsen et 

al(2003) Davis et al. 

(1989) Kim et al. 

(2009)  

 

Davis et al. (1989) 

How to define  

Technology use and 

what impact it 
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  Attitude  Aizen and Fishbein 

(1980) Kim et al. 

(2009) Warshaw 

(1989) Krosnick and 

Petty (1995) Morris and 

Venkatesh (2000) 

Relevance of attitude 

 in the Technology 

acceptance model 
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3. Methodology 
This chapter describes the adopted methodology and the major reasons behind the choices.  

                 

 

The approaches to each chapter in this part of the report are extensive and have as such 

been summarized in Table 2 below to provide an overview. 

Table 2 Method summary 

Research design Choice 

Literature review Previous research gathered 

from Primus (1), Google scholar (2)  

and Primo (3) 

Research purpose Exploratory 

Research approach Deductive 

Research strategy Survey 

Data collection Primary data 

Qualitative & Quantitative 

Interviews & questionnaires 

Data collection method Online questionnaire & Unstructured 

interview 

Sample selection Non-probability sampling: Convenience 

Data analysis Statistical analysis – SPSS - Regression 

 

3.1 Requirements analysis 

The setup for this thesis was conducted in alignment with requirements from Lulea University 

of Technology. The research problems and questions were defined based on interesting 

aspects of CRM presented in relevant and recent theory as well as initial interviews and 

observations at company x. 

3.1.1 Project planning 

A project time plan was made to structure the work process (appendix A). The structured 

plan describes the starting point of the thesis, the area proposed to research, probable 

limitations with a time planning schedule to visualize milestones. The plan was structured to 

provide an overview of the work that had to be done and also keep in line with requirements 

from the university. 

3.1.2 Literature review 

A thorough literature review was performed to find and collect relevant information, theory 

and models from secondary sources. The information was gathered from several databases, 
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including Scopus (1), Google scholar (2) and Primo (3). Similar keywords were used in every 

database, all searches was made in English, and these are listed below: 

Keywords: CRM, Success, factors, adoption, performance, organizational 

culture|organisational culture, corporate culture, -“social media”, internal, initiation, 

“competing values”, entrepreneurial, hierarchical, Technology acceptance model, competing 

values framework. 

Initially general search terms were used in an attempt to narrow down the search and identify 

general areas of interest pertaining to this thesis, such as CRM success factors. These were 

then combined with different terms to search for specialized papers within different areas. 

Well established books have also been used as references. 

3.2 Research purpose 

According to Saunders, Lewis and Thornhill (2016) a research purpose can be designed to 

fulfil exploratory, descriptive, explanatory or evaluative purposes. The choice of purpose is 

entirely dependent on the type of research questions that need to be answered. 

An exploratory study is conducted in order to better understand a particular situation and to 

gain deeper knowledge about a topic of interest. There are a number of ways to collect data, 

such as in-depth interviews, content analysis and focus groups. Furthermore, exploratory 

studies are considered to be flexible and adaptable to change (Saunders et al., 2016). 

A descriptive study is conducted in order to accurately elaborate on events, persons or 

situations. Before gathering information it is of vital importance to understand the 

phenomenon that is being studied. A descriptive study is often used as part of an exploratory 

study or as a start to an explanatory study (Saunders et al., 2016). 

An explanatory study aims to explain the relationship between variables. The study thus 

focuses on a situation or problem to explain the relationship between the chosen variables 

(Saunders et al., 2016). 

3.2.1 The research purpose of this thesis 

The focus of this thesis is to elaborate on how organizational culture impacts CRM success, 

from a B2B perspective. An exploratory approach is considered to be the best approach in 

this case. Furthermore, a descriptive approach will also be used to elaborate on the current 

situation regarding CRM outcomes. 

3.3 Research approach 

Saunders et al. (2016) explain that a research approach can be constructed in two ways, 

inductive or deductive, these two can also be combined. A deductive approach is when 

existing theory is used to evaluate whether the hypotheses are true or false. A deductive 

approach starts with use of existing theories that are tested against the gathered information 

in order to further enhance or generate theory, see figure 6.  
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Figure 6 Deductive approach 

An inductive approach starts off with gathering of information followed by analysis. The 

information is used to formulate a theory or to generate hypotheses, see figure 7. 

 

Figure 7 Inductive approach 

There is also the option of combining both approaches, a process known as an abductive 

approach. By the use of an abductive approach the researcher can utilize both approaches 

and switch in between, see figure 8. 

 

Figure 8 Abductive approach 

3.3.1 The adopted research approach 

The adopted approach is based upon existing theories and models which will be compared 

against collected data from various sources. Therefore a deductive approach will be used in 

this study. 

3.4 Research strategy 

According to Yin (2009) three different strategies can be used for to research, these are 

exploratory, descriptive or explanatory studies. Three factors usually determine which 

research strategy should be used. The first factor reflects what type of research questions 

are being asked, the second factor reflects on whether there is any need for control, while 

the third factor reflects on temporal issues. Table 3 displays what strategy should be used 

and when. 

Theory or 
hypotheses

Gathered 
information

Gathered 
information

Theory or 
hypotheses

Gathered 
information

Theory or 
Hypotheses
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Table 3 Research strategy from Yin (2009) pg 76 

Strategy:   Research 

 question  

Control of  

Surroundings?  

Focus on  

situations today?  

 Experimental  How? Why?   Yes   Yes  

 Survey  Who? What? Where? 

How many? How 

much?  

 No   Yes  

 Archive study  Who? What? Where? 

How many? How 

much?  

 No   Yes/No  

 Historical material  How? Why?   No   No  

 Case study  How? Why?   No   Yes  

 

3.4.1 The research strategy 

The questions that need to be addressed in this thesis include how many? Why? This limits 

the research to a survey or archive study. The chosen method for this thesis is that of a 

survey strategy, the choice has been made since, according to Saunders et al (2016), a 

survey strategy enables collection of data in an economical and efficient manner.  

3.5 Data collection  

According to Saunders et al. (2016) there are two types of data, qualitative and quantitative. 

The difference between these two types of data is that one is numerical (numbers) and one 

is none numerical (words). In a quantitative study surveys are often used to collect data. 

Diagrams and statistics are then used to analyse and visualize the data. In a qualitative study 

data are collected by means of interviews and are then analysed by use of some conceptual 

framework. It is possible to utilize both data collection methods in a study but usually one 

method is preferred over the other. Saunders et al. (2016) explain that there is a mixed 

method of collecting data using both qualitative and quantitative data, which makes it 

possible to use both data types simultaneously.  

3.5.1 Primary and secondary data 

The gathering of information can be achieved by use of primary or secondary sources. 

Primary sources include material gathered specifically for the purpose of the study whilst 

secondary information would have been gathered for a different purpose beforehand, and 

this has to be taken into consideration before usage (Saunders et al., 2016). 

3.5.2 Data Collection methods 

According to Yin (2009) data can be collected by use of 6 different sources. These are 

documentation, archival records, interviews, direct observations, participation observation 

and physical artefacts. Interviews can be conducted in three different ways, structured, semi-

structured and unstructured interviews. These data collection methods are presented in table 

4, below; including their relevant strengths and weaknesses. It is important to note that no 

single method is better, moreover Yin (2009) emphasizes that successful data collection 

often involves several methods.  
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Table 4 Data collection methods. From Yin (2009) pg 102 

Data types Strengths Weaknesses 

Documentation • Can be checked whenever 

• Not created as a result of the case study 

• Contains exact names, references and  

   details. 

• Long span of time, many events and 

many settings.  

• Can be difficult to retrieve 

• The author impacts results 

• May be hard to retrieve  

Archival records • The same as documentation 

• Exact and most of the time quantitative 

• Same as Documentation 

• Accessibility due to secrecy 

Interviews • Direct focus on case study topics 

• Provides relevant conclusions 

• Misunderstood questions 

• Providing an answer the  

   interviewer want 

• Poor recall 

• Response bias 

Direct observations • Provides real time coverage 

• Contains background information 

• Requires a lot of time 

• Requires a lot of observers 

• People acting different whilst  

   being observed 

• High costs 

Participant observation • Same as Direct observations 

• Gives insights into behaviour and motives 

   amongst participations 

• Same as Direct observations 

• Participant may impact results 

Physical artefacts • Information regarding cultural features 

• Information regarding technical  

   operations 

• Selectivity 

• Availability 

 

Bechhofer and Paterson (2000) explain that interviews are a fluid information gathering tool 

that focuses on social interaction. Interviews can, according to Saunders et al. (2016), be 

defined in three ways, unstructured, semi-structured and structured interviews.  

Unstructured interviews are to be considered informal and used to explore an area in depth 

(Saunders et al., 2016). By choosing this approach the interviewee gets the chance to talk 

unheeded about their thoughts and concerns regarding the area of focus.  

Semi-structured interviews are carried out using structured themes that are being discussed 

throughout the interview, this to steer the interviewee and as suck produced sought after 

results (Saunders et al., 2016). 

Structured interviews are considered formal interviews that are standardized and carried out 

using pre constructed questions (Saunders et al., 2016). 

Furthermore, Bechhofer and Paterson (2000) explain that structured questionnaire is a way 

to control uncertainty, often arising in interviews due to interaction between the interviewer 

and the interviewee. Bechhover and Paterson go on to say that structured questionnaires 

save time, standardized questions and ideal for statistical descriptions. 
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A questionnaire can either be self-administered or interviewer-administered. Important to 

note is however that choice of questionnaire type is impacted by the sample size required 

and number of variables (Saunders et al., 2016).   

3.5.3 Data collection chosen for this thesis 

During this thesis primary data has been gathered. The primary information has been 

gathered by means of unstructured interviews and structured questionnaires.  

The unstructured interviews was conducted at the parent company, the information in its 

entirety is however not disclosed in this report. This due to the fact that Company X want to 

remain anonymous. 

The use of a structured online questionnaire was chosen due to the need of Company x and 

the nature of the area being researched. Furthermore, an online questionnaire gather data in 

a controlled fashion where a large number of respondents, across the world, can be targeted 

with ease. The structured questionnaire in this thesis has been administered through means 

of Google Docs, an online questionnaire medium. This was done to simplify gathering of 

information, due to the fact that the organisation is spread across different countries, and to 

simplify analysis of said data.  

The questionnaire was structured with 31 questions, 22 measured by use of a Likert scale, 1-

5, with 1 indicating strongly disagree and 5 indicating strongly agree, 3 being the neutral 

standpoint.  

3.5.3.1 Pilot study 

In order to test the validity of a questionnaire a pilot study is recommended, according to Hair 

et al. (2007). Furthermore, a pilot study of the questionnaire was administered at company X 

beforehand, recommended by Hair et al. (2007), to test the questions and test the length of 

the questionnaire. Furthermore the pilot study was used to elaborate on if additional 

questions were needed or I some were not needed. After the pilot study three questions were 

added, due to the interest of Company x. The wording of some questions were also changed. 

The distribution of the questionnaire was conducted through Google docs, this was done to 

simplify distribution and gathering of data. The choice was made since the targeted 

respondents were geographically spread and as such hard to reach by other means.  

3.5.3.2 Initial interviews. 

Two senior users at Company X was interviewed using an unstructured interview approach 

to gather initial data and impressions and where the company was coming from.  

3.5.3.3 Observations 

In the initial phase of the thesis I was invited to visit Company X and test the CRM system, 

interact with employees and observe usage and improvement areas. This helped form a 

picture of what improvements could be made and what the actual problem was.  

3.5.3.4 Measurement of constructs 

The questionnaire made use of several open ended questions to receive qualitative data 

pertaining to the use of the CRM system at Company x. These questions have however been 

excluded from the thesis due to the fact that they contain specific information about the 

company.  
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To produce valid and reliable results the quantitative questions used in the questionnaire was 

used from previous studies. A study by Venkatesh and Davis (2000) surveyed TAM and had 

tested research questions in their study. These questions were used in their entirety or as a 

basis for the questions pertaining to TAM in the questionnaire in this thesis. Furthermore, the 

competing values model and the questions pertaining to the model and consequent culture 

types were, in TAM, based upon questions from a study published by Iriana et al (2013).  

3.6 Sample selection 

Careful sampling is done to provide practical, economic and time-saving solutions to a study 

(Saunders et al., 2016). Furthermore, there are two types of sampling, probability sampling 

and non-probability sampling.  Probability sampling provides an equal chance for everyone in 

the population to be chosen, non-probability does not. 

3.6.1 Sample selection in this thesis 

In this thesis the sample for data collection has been acquired using non-probability 

sampling, the choice was made out of necessity and convenience. This because the target 

audience of the questionnaire would need to be employees using the system today, which 

narrowed down the respondent group and eliminated the possibility for use of probability 

sampling.  

A total of 70 responses were received from 88 administered emails, at Company x.  

3.7 Data analysis 

Whilst analysing quantitative data, two approaches are widely used and either mean using 

descriptive approach to understand the data or use statistical tests to analyse the formulated 

hypotheses, also formulated as research questions (Hair et al 2007). 

3.7.1 Statistical techniques 

To validate and consequently the constructed research questions, several statistical methods 

were used in this thesis. All methods were performed in a program called SPSS (version 23 

on a windows platform). 

Reliability analysis and internal consistency 

When using variables in your research a reliability analysis is usually performed to evaluate if 

the variables correlate with each other within the constructed constructs. Cronbach’s alpha is 

the most common way to elaborate on if the variables point in the same direction (Pallant 

2005). In this thesis a test for Cronbach’s alpha was done in between all variables, the 

results of the reliability analysis can be found in its entirety in appendix G The results of the 

analysis were that all final constructs, after being reduced if need be, were viable and usable 

for further analysis. 

Regression analysis 

Regression analysis is a statistical method to elaborate on how much of the variance of the 

dependent variable that can be explained by the independent variable(s). The method also 

elaborates on how well one or several items contribute to dependent variable. In this thesis 

regression analysis has been used to conduct three regression analys. Firstly to elaborate on 

how organisational culture impact intention to use CRM. Each culture type contained within 
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CVM has been summated from four questions questioning valid aspects within each culture 

type. Secondly to elaborate on how well the three different constructs from TAM impact 

intention to use. Lastly to investigate if either of PEOU or PU has a measurable impact on 

attitude. 

3.8 Quality standards 

According to Saunders et al. (2016), the research quality can be determined by considering 

two aspects, validity and reliability. 

3.8.1 Validity 

Validity refers to the generalizability and accuracy of the gathered data, in essence a study is 

valid if it has measured what it intended to measure (Saunders et al., 2016). There are 6 

threats to validity (Saunders et al., 2016 pg 204). 

 Past or recent events – Any event which may impact participants’ perceptions 

 Testing – Subjects knowing they are being tested may act differently 

 Instrumentation – The changing of research measurement instrumentation during 

the study might impact results 

 Mortality – Participants choosing to leave the studies 

 Maturation – External factors that impact attitudes and behaviours 

 Ambiguity – Uncertainty regarding cause and effect of study 

Saunders et al (2016) goes on to define external validity as the aspect of whether a study 

can be applicable outside the intended area or not. 

3.8.1.1 The validity of this master thesis 

Control questions were included into the questionnaire pertaining to age, geographical 

spread and previous use of system. This was made to be able to discuss the results deeper 

and provide additional indication to where the results would be applicable.  

The questionnaire was forced on the respondents by company x, meaning that it was 

obligatory to answer the questionnaire. That however did not result in a 100% response 

frequency and also could have impacted the validity of the questionnaire. This since 

respondents are required, by the company, to respond and as such might provide an answer 

in accordance with what the company wants to see.   

3.8.2 Reliability 

Reliability refers to the reapplication and consistency of a study (Saunders et al., 2016 pg 

202). There are four threats to reliability, these are: 

 Participant error – Aspects or factors impacting the way a respondent answers the 

questions 

 Participant bias – Aspects or factors impacting respondents to falsify answers 

 Researcher error – Aspects or factors impacting the researcher’s interpretation of 

answers 

 Researcher bias – Aspects or factors impacting the researcher’s registration of 

answers 
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3.8.2.1 The reliability of this master thesis 

In order to ensure high reliability the variables, and as such also the analysis, used in this 

thesis has been tested in SPSS concerning Cronbach’s alpha. All variables showed a 

Cronbach’s alpha value higher than what is required according to Peterson (1994), alpha 

>0.6, ranging between 0.6 and 0.9, the results in their entirety can be seen Appendix H. 

The area that this master thesis is focusing on is relevant for all companies using or planning 

to implement and use a CRM system. Therefore this study will be applicable in the future. If 

this thesis were to be replicated, given the exact same parameters, the results should be 

relatively similar given that they operate within the same cultural environment.  

To overcome answer bias the respondents were kept anonymous in the questionnaire. This 

choice was made together with Company x to keep the answers relevant and indicative of 

the truth to a larger extent.  

The interviews and questionnaires being used in this thesis have been conducted delivered 

by me only with 2 weeks response time. The response window was provided in order to give 

some leeway to employees who need it to be able to respond. 

3.9 How the master thesis was conducted 

This thesis has been done during the course of 20 weeks. During this time the author has 

visited company X in England, to conduct introductory interviews and observations. The 

thesis has been written whilst being situated at Lulea University of Technology. This enabled 

the author to be close to the university and in contact with his supervisors. 

This study started by conducting unstructured interviews at the host company to obtain a 

better understanding of the current situation as well as to determine the area of focus.  Once 

the area was identified, an extensive and thorough literature review was conducted, including 

several amendments where necessary. 

  



 

26 
 

 

4. Results and Analysis 
In the results and Analysis chapter, the gathered quantitative data will be presented. 

Furthermore, to adequately answer the formulated questions and thus purpose, a developed 

measurement process will be presented. A in depth analysis will also be conducted to test for 

validity and identify correlation. 

                 

 

4.1 Analysis assumptions 

Before an analysis of the data can take place assumptions needs to be to be introduced and 

discussed in order for the analysis to carry relevance and as such be reliable. The 

assumptions made are connected to the regression analysis which will be covered in this 

chapter of the report.  

4.4.1 Sample size  

This study has a sample size of 70 and will as such not be generalizable but instead indicate 

if the assumptions hold any merit and as such open up for future studies. 

4.4.2 Normality, linearity, homoscedasticity and independence residuals 

These measure different aspects within item-scores and the relationship between them 

(Pallant, 2005). Furthermore, for regression analysis to be a valid tool to use these areas 

need to be checked in the scatterplot generated from the regression analysis.  

The regression analysis produced in this master thesis adhered to all requirements regarding 

an acceptable regression analysis. 

4.4.3 Outliers 

Factors lying outside the accepted of a set of data in the scatter plots, between -3 or +3, 

negatively impact the output of the regression analysis (Pallant, 2005). Pallant also theorises 

that outliers are acceptable if equal to or less than 1% of the total data sample. 

The scatter plots produced by the regression analysis did not produce any significant amount 

of outliers who were outside either -3 or +3 in the scatterplots. The amount of outliers were 

below the previously mentioned 1% marker. 

4.2 Measurement process structure 

To adequately investigate and elaborate on the formulated challenges and to answer the 

research questions and problem, a questionnaire was constructed and with questions 

pertaining to the competing values model and the technology acceptance model. These 

models and the questionnaire were deemed viable since company x expressed that the 

formulated problem and questions to be vital to continuing improvement of the CRM system. 

To conclude, table 5 below will present the variables measured in the questionnaire. 
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Table 5 Variables concerning the Competing values model 

The competing values 

model Description of variable 

Hierarchical culture - H •H1: Are your work processes coordinated and perceived as under control? 

•H2: Do procedures and rules dictate the work environment? 

•H3: Is your work environment stable and predictable? 

•H4: Employee results are measured and used to evaluate performance 

Clan culture - C •C1: Participative decision making is encouraged by management 

•C2: A positive work atmosphere is present 

•C3: I feel as though I belong and live the company rules 

•C4: Decision making is done with employee input 

Entrepreneurial culture - E •E1: I perceive the company as dynamic, innovative, high-achieving 

organisation 

•E2: Innovation and creative ideas are encouraged 

•E3: Taking risks is not frowned upon 

•E4: Individual performance is emphasized as important 

Market culture - M •M1: Constantly staying competitive is highlighted as important 

•M2: Organisational objectives are easily understood 

•M3: The organisation is perceived as constantly growing and changing 

•M4: Employees are expected to work long hours if needed 

 

Table 5 above displays the variables measured for the competing values model, four 

questions for each culture type. These questions were summarized to express a mean value 

for each culture, the mean values for each culture type was used in the analysis chapter.  
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Table 6 Variables concerning the Technology acceptance model 

Technology acceptance model Description of variable 

Perceived ease of use - PEOU 

•PEOU1: It is clear what CRM tasks are required 
from me? 

•PEOU2: If the CRM system is easy to use I 
would use it extensively 

•PEOU3: The data is well managed and 
information is easy to find in the CRM 

•PEOU4:Using the CRM system is favourable to 
paper documents in my opinion 

Perceived usefulness - PU 

•PU1: The CRM gives insights into our customers 
and their markets 

•PU2: I perceive our CRM system is a useful 
and valuable tool 

•PU3: I believe the CRM system brings focus to 
my work processes 

Attitude - A 

•A1: The attitude towards the CRM system 
amongst my colleagues is positive 

•A2: My attitude towards the CRM system is 
positive and open 

Intention to use - ITU •I plan to use the system more in the future 

 

Table 6 above elaborates on the variables used to measure TAM where key questions for 

each variable are marked. The key questions are of utmost interest and measure the 

intended focus of that variable, the other variables are introduced to measure other 

interesting aspects of each variable. 

The initial-interview of employees was used as an aid together with theory about critical 

success factors in order to identify the field being researched and factors being used. 

Subsequently, culture combined with CRM use was formulated together with supervisors at 

company x and at LUT. Furthermore, the highlighted area of study has a strong connection 

with theory regarding CRM success where CRM adoption, specifically employee use, is 

incorporated and creates interest to research further. 

As highlighted in the literature review chapter, organisational culture, measured by the 

competing values mode, and its impact on CRM adoption generally is in urgent need of 

further research (Iriana et al., 2013). Additionally, actively adapting the culture can ensure 

successful CRM outcomes and also impact employee attitudes and behaviour (Starkey and 

Woodcock. 2002), this is consequently connected to the technology acceptance model, 

improving the validity of the questionnaire.  

To conclude, the literature review together with the initial interviews and observations has 

provided an extensive overview of the area CRM and how organisational culture impacts it 

and should be taken into consideration. Furthermore, during the initial interviews it was also 

apparent that CRM adoption by employees is of outmost importance in order to ensure CRM 

success.  
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4.3 Empirical data 

In this part of the report empirical data that has been collected by use of a questionnaire will 

be presented. The data includes breakdown of CRM users, weighted questions according to 

the TAM and Competing values model. Furthermore a summary of descriptive statistics for 

the questionnaire will also be presented. 

4.3.1 Profile of respondents 

In order for the data to be relevant and representative a sample group has been chosen. This 

group contained all CRM users as well as system administrators and management who use 

the data entered into the system but do not enter it themselves. This choice was made since 

employees using the entered data also contribute to the overall culture at the company and 

are as such incorporated into the CRM questionnaire. The sample group will be broken down 

by percentage of total figures in the figures below. Figure 9 below displays the two groups 

and their percentage part of the administered questionnaire at company x. 

 

Figure 9 Data sample groups 

The data set showed in figure 9 above is important as it defines in terms of those who enter 

data and those using the data entered to gain customer/market intelligence. Figure 10 below 

shows another important data set from the questionnaire; the age of respondents.  

Group 1: Enter data
57%

Group 2: Extract 
data
43%

DATA SAMPLE GROUPS
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Figure 10 Age of respondents 

Figure 10 portrays the age of employees using the CRM system at company x. This data set 

was important to include since it defines what age group the culture mix consists of. 

Important to note here is that no respondents fell into the age category below 30. 

The questionnaire was administered internationally across company offices in Central, 

Western, Northern and Eastern Europe, Asia and America. As shown in figure 11, the 

geographical spread of the data is centred in Europe, with a small percentage present in Asia 

and America which represents the size of the entities in company x. 

 

Figure 11 Geographical representation of data sample 

A point was made in the literature chapter that previous CRM experience might have an 

impact on use of CRM amongst employees. Previous CRM use was, at company x, almost a 

50 per cent split, as can be seen below in figure 12. This indicates that previously formed 

attitude(s) amongst employees might have an impact on CRM use/understanding. 

30-45
43%

45-60
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60+
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America
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Asia Pacific
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Northern Europe
14%

Western Europe
16%

Central and 
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17%
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Figure 12 Previous CRM experience 

4.3.2 Questionnaire data for Research Question 1 

16 questions were used to measure organisational culture, the results in their entirety can be 

viewed in Appendix D.  

From the 16 organisational culture questions asked in the questionnaires four culture types 

have been constructed according to the competing values model. Table 7 below presents a 

summary of average, median, mode and range values for each culture types. 

Table 7 Statistics for the different culture types 

  Culture types       

Statistic Hierarchical Clan Entrepreneurial Market 

Average 3,204 3,610 3,338 3,606 

Median 3,333 3,75 3,5 3,667 

Mode 3 4 3 4 

Range 3,333 3,75 4 3,667 

 

What can be deduced from the table is that clan and market culture has a higher mode, 

meaning most frequent answer. Furthermore the average and means of each culture type 

are all above 3, meaning that they are positively ranked overall. Entrepreneurial has the 

highest range of responses, meaning that entrepreneurial culture is the culture type which 

received the largest spread in answers. 

4.3.3 Questionnaire data for Research Question 2 

Research question 2 was formulated to research if variables from the Technology 

acceptance model would have an impact on CRM use amongst employees. This was in turn 

investigated by formulating and administrating 10 questions to elaborate on PEOU, PU and 

Yes
48%

No
49%

Unsure
3%

Previous CRM experience
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attitude of the CRM system. Below all 10 questions will be shown, measured by frequency of 

responses, and discussed briefly to provide context.  

4.3.3.1 PEOU 

Figure 13 below shows that the consensus about CRM usage is unclear. 

 

Figure 13 CRM requirements 

Figure 14 indicates that the respondents would use the system to a larger extent if the 

information available in the CRM was made easier to access. 

 

Figure 14 Easy to use CRM system 

Figure 15 shows that the data in the system is generally considered hard to find and use.  

0 5 10 15 20 25

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

It is clear what CRM tasks are required from 
me?

0 5 10 15 20 25

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

If the CRM system is easy to use I would use 
it extensively
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Figure 15 Well managed data 

Figure 16 visualizes that a CRM is considered a better option compared to paper 

documents/storage. 

 

Figure 16 CRM favourable to alternative means 
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Disagree

Neutral

Agree
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Using the CRM system is favorable to paper 
documents in my opinion
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4.3.3.2 PU 

Figure 17 below shows that the participants are split about CRM providing insights into 

customers and their markets, there is however a tendency towards disagree/strongly 

disagree. 

 

Figure 17 Insights into company customers and markets 

Figure 18 shows respondents have a positive attitude towards the usefulness of a CRM 

system. 

 

Figure 18 Usefulness and value of CRM system 
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Figure 19 shows that the respondents do not think that the CRM system brings focus to their 

work.  

 

Figure 19 CRM brings focus 

4.3.3.3 Attitude 

Figure 20 shows the attitude towards the CRM system amongst colleagues which is 

negative. 

 

Figure 20 Attitude others 

Figure 21 shows that the individual attitude regarding the use of the CRM system is positive. 
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Figure 21 Individual attitude 

4.3.3.4 Intention to use  

Figure 22 shows that the respondents have the intention to use the CRM system more in the 

future.  

. 

 

Figure 22 Intention to use 

 

4.3.4 Descriptive statistics of data 

The questionnaire administered to the respondents consisted of 28 weighted questions 

between strongly agree and disagree. 10 of which were independent and 16 dependent. The 

dependent variables were used to structure constructs of four culture types, based on the 

competing values model. H1-4, C1-4, E1-4 and M1-4 each represented one culture type and 
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was as such summarized. The questions were formulated by Iriana et al (2013) and were 

subsequently used in this questionnaire, albeit reformulated.  

Table 8 below highlights descriptive statistics brought conducted on the data gathered to 

introduce mean value and standard deviations. Table 7 considers use of a CRM system and 

shows that A2 (Attitude) has the highest mean value (3.82) followed closely by PU3 (3.64). 

The lowest means are PU1 (2.52) and A1 (2.69). 

The mean values provide interesting insights into the questions spread, the mean difference 

between A1 and A2, corresponding to one’s own attitude and others attitude towards the 

CRM system, are largely different and as such have spread means. The culture types, H, C, 

E, and M show low standard deviations, a mean value largely in the middle. This can largely 

be explained by the amount of respondents answering a ‘3’ explained by the position 

‘Neutral’.  

All of the variables had great spread regarding responses on the questionnaire. This can be 

shown by analysing the maximum and minimum value where all questions had ‘5’, strongly 

agree, as maximum (highest) response. PEOU3 and A2 were the only questions with no 

responses below ‘2’, Disagree. 

Table 8 Descriptive statistics for regression variables 

ID N Minimum Maximum Mean Std. Deviation 

PEOU1 70 1,00 5,00 3,1972 1,14167 

PEOU2 70 1,00 5,00 3,6479 1,12248 

PEOU3 70 1,00 5,00 2,5915 1,03617 

PEOU4 70 1,00 5,00 3,6620 1,02739 

PU1 70 1,00 5,00 3,0141 1,06225 

PU2 70 2,00 5,00 3,6479 0,91180 

PU3 70 1,00 5,00 3,1268 1,01319 

A1 70 1,00 5,00 2,7183 0,89735 

A2 70 2,00 5,00 3,8732 0,98459 

ITU 70 1,00 5,00 3,6620 1,02739 

H 70 1,25 5,00 3,2641 0,72072 

C 70 1,25 5,00 3,6262 0,86379 

E 70 1,00 5,00 3,4014 0,90483 

M 70 1,75 5,00 3,5951 0,69097 

 

4.4 Regression analysis 

As presented in section 3.8.1.1 the Cronbach alpha coefficients for the variables and 

consequent constructs are good. All variables showed a Cronbach’s alpha value higher than 

what is required, ranging between 0.6 and 0.9, as previously mentioned the results in their 

entirety can be found Appendix H where the test for each variable is shown. 

A Regression analysis was performed in order to evaluate the correlation between and the 

amount of variance in the dependent variable that can be explained by the independent 

variable. In this thesis three regression analyses has been run to evaluate the impact of 

seven independent variables against a dependent variable, Intention to use. 
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Independent and dependent variable variables for each regression analysis in this thesis 

were: 

1) Regression analysis one (TAM): 

Independent variables: 

 Perceived ease of use - PEOU 

 Perceived usefulness - PU 

 Attitude – A 

Dependent variable: 

 Intention to use - ITU 

2) Regression analysis two (CULT): 

Independent variables: 

 Hierarchical - H 

 Clan – C 

 Entrepreneurial – E 

 Market - M 

Dependent variable: 

 Intention to use - ITU 

3) Regression analysis three (PU/PEOU): 

Independent variables: 

 Perceived ease of use - PEOU 

 Perceived usefulness - PU 

Dependent variable: 

 Attitude - A 

Each of the three cases that was run in linear regression produced acceptable scatter and 

probability-probability (P-P) plots, found in appendix G. None of the scatter plots produced a 

significant amount of outliers. Outliers can only represent less than or equal to 1 percent of 

the entire data sample to be valid (ibid). Furthermore, outliers are measured as outside -3 or 

+3 in the scatter plot (Pallant, 2010). Table 10 below shows the minimum and maximum 

value in the scatter plot for the three different regression analyses that have been done.   

Table 9 Probability-probability plot data 

Std. Residual Minimum Maximum Mean Std. Deviation N 

CULT -2,607 1,476 0 0,971 70 

TAM -2,640 1,696 0 0,978 70 

PU/PEOU -2,017 1,555 0 0,985 70 
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The probability-probability plots explain the correlation between the dependent and 

independent variable(s). The P-P plots created from the three regression analyses indicated 

high correlation in all three instances with very little spread, defined as data values outside 

the linear line in the plot (Pallant. 2010).  

Another way to elaborate on outliers is to look at Cook’s distance. Cook’s distance measures 

outliers in a sample and presents a value which should not be higher than 1.0 (Pallant. 

2010). In the three regression analyses performed the value of Cook’s distance never 

exceeded 1.0, indicating that the data is useful and reliable for further analysis. 

Table 10 Cooks distance 

Std. Residual Minimum Maximum Mean Std. Deviation N 

CULT 0 0,129 0,016 0,025 70 

TAM 0 0,111 0,012 0,016 70 

PU/PEOU 0 0,103 0,014 0,019 70 

 

Another output of the regression analysis that indicates the usability and validity of the 

probability-probability plots is the Anova test. The Anova tests the plots for the null 

hypothesis, the null hypotheses means the slope in the P-P plot is flat and as such not 

indicative of anything relevant (Pallant. 2010). For all three plots the Anova test provided low 

significant values, well below 0.05, required for results to be useful, The Anova table can be 

found in its entirety in Appendix F.  

To analyse if the data samples have correlations each of the three regressions, shown in the 

Pearson correlation table 12 below, were tested. Pearson correlation measures the linear 

correlation in between two variables measured between +1 and -1. Where 1 is indicates a 

positive correlation, 0 indicates no correlation at all and -1 indicating a negative correlation 

(Pallant. 2010). The three cases produced interesting results and showed that attitude has a 

big impact on intention to use. Furthermore the results showed that clan and market culture 

has a small yet positive impact while hierarchical and entrepreneurial culture has a negative 

impact on the dependent variable. Regression three showed that PEOU and PU has a 

negative impact on the dependent variable, attitude. This is surprising to see since PEOU 

and PU are directly linked to attitude in the TAM model. 
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Table 11 Pearson correlations 

Pearson correlation - Intention to use 

Technology Intention to use 1,000 

 acceptance model Attitude 0,720 

  PEOU -0,106 

  PU -0,164 

Competing Intention to use 1,000 

 values model Hierarchy -0,026 

  Clan 0,052 

  Entrepreneurial -0,064 

  Market 0,033 

PU/PEOU 
Attitude 1,000 

PEOU -0,172 

PU -0,159 

 

To further elaborate and provide further information on the correlation between the variables, 

shown in the Pearson correlation matrix, is to analyse the variation. The variation can be 

explained as how much variance in dependent variable that can be explained by the 

independent variable, measured by R square and adjusted r square (Pallant. 2010). 

Furthermore, the R square value provides information regarding the goodness of fit of a 

given model (ibid). The R square value is almost the same as adjusted R square, the 

difference is that it penalises the R square value based on how many extra variables that are 

included in the model.  

Table 12 R, R square and adjusted R square 

Variable 
R R Square Adjusted R Square 

TAM 0,724a 0,524 0,503 

CULT 0,167a 0,028 -0,031 

PU/PEOU 0,186a 0,034 0,006 

 

A guiding principle whilst analysing the table 13 above is that an R value from 0.0 to 0.29 is 

considered small, 0.3 to 0.49 medium and a value from 0.5 to 1.0 considered large. The 

values from the regression analysis from the two test performed indicated that Organisational 

culture, H, C, E and M, explain a small amount of the variance in the dependent variable, but 

is interesting. CULT is furthermore represented by four independent variables which reduces 

the impact of the results. TAM, the technology acceptance model, however explain a large 

amount of the variance in the variable Intention to use. Regarding PU/PEOU and attitude the 

test produced really small R, R square and R square values, indicative of factors not 

impacting the dependent variable in a significant way. Important to note here is that culture in 

itself is a hard subject to adequately measure due to the fact that it depends on human 

behaviour. Based on the fact that attitude is such an abstract term this means that a low r 

square value is not bad. 

To further elaborate on the impact of the variables is to analyse the coefficient matrix 

produced in the regression analysis, summarised and shown in table 14 below. For a 
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complete table, see appendix F. The standard coefficient, Beta, evaluates on the impact the 

independent variable has on the dependent variable, positive or negative (Pallant. 2005). 

The variable is used to measure which variable has the greatest impact as well as if the 

impact itself is positive or negative. Both t and significance (sig.), measured as p, explain if 

the result is relevant and usable to draw conclusions (Pallant. 2005). A high t value 

correlates to a low p value which indicates significant results (Pallant. 2005). Furthermore 

high significance is indicated by a p value below 0.05, considered significant and indicate an 

impact on the dependent variable by the independent variable (Pallant. 2005). However, a p 

value above 0.05 indicate insufficient evidence to indicate there is an impact on the 

dependent variable (ibid).  

Table 13 Beta, t and significance (p) 

  Standardized Coefficients 

Measures Model Beta t Sig. 

Technology (Constant)   1,459 0,149 

 
acceptance 

model 
Attitude 0,717 8,363 0,000 

  PEOU 0,075 0,704 0,484 

  PU -0,095 -0,899 0,372 

Competing (Constant)   4,131 0,000 

 values 
model 

Hierarchy 0,009 0,068 0,946 

  Clan 0,165 1,014 0,314 

  Entrepreneurial -0,246 -1,257 0,213 

  Market 0,110 0,712 0,479 

PU/PEOU 

(Constant)   8,531 0,000 

PEOU -0,120 -0,803 0,425 

PU -0,087 -0,584 0,561 

 

An analysis of the table 14 above indicates that attitude is significant, p<0.05, and as is a 

valid variable to explain the variance in the dependent variable. Attitude is however the only 

variable that has a p value below 0.05. All other variables, TAM, CPM and PU/PEOU, have 

low impact on the dependent variable in each regression analysis. There are several 

possible reasons as to why, which will be covered in the concluding chapter. 

Entrepreneurial culture and Perceived usefulness have a negative beta value, indicating that 

they negatively impact ITU. PEOU from TAM has a small impact on ITU. Regarding the 

culture types, Market, Clan and Hierarchical all positively impact ITU, however small. 

Furthermore both PU and PEOU had negative beta values, indicative of a negative impact on 

the dependent variable, Attitude, which is interesting. It is interesting since the TAM model, 

according to (Kim et al., 2009), shows that PU and PEOU has a direct impact on Attitude. 
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4.5 Conclusion of analysis and discussion of results 

The analysis of the data has been in depth and made use of SPSS together with excel to 

interpret the data. This concluding chapter of the results and analysis will aim towards 

summarizing the findings and also provide a short discussion regarding the analysis. 

4.5.2 Regression analysis conclusion  

The regression analysis has been conducted with the expressed hope of identifying a 

significant and relevant connection between TAM and CPM with its respective defining 

variables, organisational culture, CVM, TAM and a dependent variable, Intention to use the 

actual CRM system. This analysis has allowed me elaborate on the connection between 

them and enable presentation of relevant findings in the conclusion chapter.  

The regression analysis showed that the four culture types defined in the CVM has a small 

impact on intention to use. Small because the R square value together with the correlations 

presented showing a small impact. Hierarchical culture had a negative impact and 

Entrepreneurial, Market and Clan culture had positive impact on the dependent variable. The 

significance of the results were however outside acceptable perimeters to be considered 

impactful on the dependent variable.  

Out of the three variables defining TAM, attitude proved to be the largest impactor on 

intention to use. PU and PEOU had a moderate impact on the dependent variable but the 

significance of both were outside acceptable perimeters.  
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5. Conclusions and Discussion 
This chapter will answer the formulated research questions. Implications for practitioners and 

for researchers will also be presented.  

                 

 

5.1 Conclusions 

The purpose of this thesis has been to research; How does organizational culture impact 

intention to use Customer Relationship Management use amongst employees? Through 

providing answers to the constructed research questions the purpose of this study is 

considered fulfilled. 

5.1.1 Conclusions for Research question 1 

RQ1: What organizational culture type fosters intention to use CRM? 

The conclusions from the regression analysis is that organisational culture, defined by four 

individual culture types in CVM, does not have a significant impact on intention to use CRM. 

Neither of the four culture types produced significance values within accepted parameters 

and can as such not be indicative of any relevant impact on the dependent variable, intention 

to use. The summarized results of the regression analysis can be seen below in table 14. 

Table 14 Important correlations RQ1 

Measurement R square ,028 

Std. Coeff. 
Beta 

Hierarchy -0,026 

Clan 0,052 

Entrepreneurial -0,064 

Market 0,033 

Sig.(p) 

Hierarchy 0,946 

Clan 0,314 

Entrepreneurial 0,213 

Market 0,479 

Correlation 
with Intention 

to use 

Hierarchy 0,009 

Clan 0,165 

Entrepreneurial -0,246 

Market 0,110 

*. Correlation is significant at p<0.05. 

-. Correlation is insignificant at p>0.05 

The fact that organisational culture did not have a measurable impact on intention to use was 

not an expected outcome of the study. An example here is a study published by Iriana et al 

(2013) measuring financial outcomes, where culture had a significant impact. It is however 

important to note that culture is an abstract variable to measure with tangible variables, 

furthermore a small sample size was used and only one Company was researched.  

5.1.2 Conclusions for Research question 2 

RQ2: To what extent does perceived ease of use and ease of use impact attitude towards 

and intention to use CRM? 
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To test the other side of the theoretical gap, TAM was used to measure intention to use, this 

since CRM is a technology system. Two regression analysis were conducted. The first one 

between the three variables in TAM against intention to use. The results of the analysis 

showed that out of the three variables, attitude explain a major part of the variance in the 

dependent variable, intention to use. PEOU and PU had a high p value, which like the culture 

types meant the results were not statistical significant.  

Table 15 Important statistics RQ2 first test 

Measurement R square 0,524 

Std. Coeff. Attitude 0,717 

Beta PEOU 0,075 

  PU -0,095 

Sig. 

Attitude 0,000 

PEOU 0,484 

PU 0,372 

Correlation Attitude 0,720 

with Intention PEOU -0,106 

to use PU -0,164 

*. Correlation is significant at p<0.05. 

-. Correlation is insignificant at p>0.05 

Attitude and its impact on the dependent variable, intention to use, is largely interesting to 

see. Firstly since attitude is such an abstract term which has a measurable impact on 

intention to use, which also is large, is fascinating to see. Secondly since attitude, according 

to Kim et al (2010) is an important variable in the TAM model. Also because, according to 

Martins and Terblanche (2003), attitude is impacted by organisational culture.  

The second regression analysis conducted on TAM was on if PEOU and PU has any impact 

on attitude. The analysis concluded that neither of PEOU or PU has a statistical significant 

impact on attitude, which can be seen below in table 17. This strengthens the argument 

made by Kim et al (2010) who reintroduced attitude as an important variable in TAM in this 

particular case. Furthermore the results from the second regression analysis showed that 

neither PEOU nor PU has a measurable impact on attitude. This adds legitimacy to Kim et al 

(2010) reintroducing attitude as an important variable and opens up some questions 

regarding the direct link between the variables. This is however questionable since the test 

was conducted with a small data sample. 

Table 16 Important correlations RQ2 second test 

Measurement R square ,034 

Std. Coeff. 
PEOU -0,120 

PU -0,087 

Sig.(p) 
PEOU 0,425 

PU 0,561 

Correlation 
PEOU -0,172 

PU -0,159 

*. Correlation is significant at p<0.05. 

-. Correlation is insignificant at p>0.05 
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5.1.3 Implications for theory 

This master thesis theoretical contribution has been to research if theory concerning 

organisational culture and a model measuring it, the competing values model, has an impact 

on intention to use CRM, measured by the technology acceptance model. This area has 

previously not been empirically researched but elaborated on by researchers as important.  

The employees at company x, through this questionnaire, showed that organisational culture, 

measured by four different culture types, on its own cannot be shown to be an important 

factor regarding intention to use. However, attitude proved to have a strong mediating role on 

intention to use CRM. This is interesting and contradictory to previous studies, Kim et al 

(2010) reintroduced attitude as the most important variable which again is proved in this 

thesis. This means that further research regarding TAM and its impact on technology system 

needs further research to examine attitude and its impact on intention to and actual system 

use.  

5.1.4 Implications for practitioners 

This thesis has been conducted with the premise of explaining how organisational culture 

impacts intention to use CRM at company x. Company x is an international B2B company 

who does business with many different customers and has a high need for a well-functioning 

and thoroughly used CRM system. The results of this thesis have increased the 

understanding for employees’ attitude towards use of CRM. Secondly it has proved that 

culture measured directly on intention to use is not directly applicable, culture has however 

according to authors a strong impact on attitude. Low or incomplete use of CRM systems is a 

common problem amongst companies today and as such extremely relevant. It is important 

to work at every aspect that has a measureable impact on use of the system, organisational 

culture and its impact on attitude whom also has an impact on CRM use is an internal aspect 

that could contribute to higher CRM usage. 

5.2 Limitations and future research 

In this chapter the results from the thesis and the generalizability of results outside of 

company x will be discussed. 

5.3.1 Reliability and validity 

There are of course different aspects concerning validity and reliability in this thesis that can 

be discussed in depth. Firstly, a quantitative method was chosen to gather information 

regarding intention to use CRM at company x. Since the respondents eligible to answer the 

questionnaire had to be active users of or interact with the CRM system, were limited to a 

select few it lead to a lower number of respondents to the questionnaire. The number of 

respondents were an issue since the chosen method to analyse the data was by use of 

regression analysis which, depending of what you are after, requires a substantial amount of 

respondents to produce statistically probable results. A choice was however made to go 

ahead anyway since the results would be interesting for the company and the analyses could 

be use anyway to instead indicate if the area was interesting for future research. 

The questionnaire was, by company x, forced. Meaning that employees were required to 

answer the questionnaire. This could mean that the responses are less then truthful and 

many chose a ‘neutral’ answer. Since the respondents were able to answer all questions 

anonymously it should not have impacted on the usefulness of the data. 
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All data from the questionnaire is not presented in this thesis due to company x wanting to 

remain anonymous. This can of course mean that others might have a hard time reproducing 

the same results. This should not have an effect on the reliability of the results. 

Another issue pertaining to reliability and validity is the choice of questions in the 

questionnaire. The questions were inspired by or recreated from previous articles to provide 

interesting and reliable results in this thesis. This was also done to save time and to limit the 

need for a thorough pilot study. A choice was made to conduct a smaller pilot study to 

instead test the wording of the questions, time to complete and various other aspects that 

would ensure a higher response rate.  

The program SPSS has not been learnt in any course, which has meant that it has been 

intensively studied during a short time period in order to conduct the analyses needed to 

draw interesting results. One might argue that the results could be less questioned due to my 

inadequate previous experience with the program.  

A lot of references are from a particular article published 2013 by Iriana et al (2013). 

However, this is due to the fact that the topic being researched in this thesis is new. Iriana’s 

article has as such been the cornerstone and as such been used as a reference often 

throughout this thesis. This article helped out a lot since they investigated the same thing but 

with a different twist, making their research applicable in this thesis as well. The researchers 

of that article are considered senior and have published a lot recently and in the past, thus 

made that article a viable source of information. 

The measuring of intention to use the CRM system, meaning attitude, was measured with, in 

hindsight, questionable connection to the technical aspect of the system. This means that the 

results necessarily does not mean high CRM use, although that is one of the indications of 

the data.  

Lastly, this thesis has been written by one person and as such all the data gathering and 

processing has been handled by me. One could argue that I am subject to human error more 

so than a team of two, which is the norm, whilst writing the thesis.  

5.3.2 Generalizability of results 

The results from this thesis are usable in companies of the same age or geographical 

spread. There is no specific market or company type that could use the material more so 

then others. There is however a possibility that the results from this thesis are more useful to 

companies of the same culture mix as company x.  

5.3.3 Further research 

Furthermore, it would be of interest to conduct similar research within a company or 

companies present elsewhere in the world. This thesis has gathered data from CRM users 

mostly working within mainly Europe and as such are not indicative of anything that is 

generalised across the world. 

Another aspect that could be changed is the age group targeted within this thesis. Most of 

the respondents proved to be older. Age is a major contributor to culture and will as such 

change with younger respondents. 

It would also be interesting to research how culture impacts attitude amongst employees 

using technology systems.   
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Appendix A. Project time table 

The formulated time table that was constructed at the start of the project to outline my thought process regarding gates during the thesis 

process. 

 

 

 

19-jan 08-feb 28-feb 19-mar 08-apr 28-apr 18-maj

Project kickoff

Writing project plan

Opposition project plan

Seminar project plan

Litterature research

Supervisor meeting

questionaire and analysis

Seminar checkup

Report writing

Supervisor meeting

Report writing

Pai seminar

Finish up thesis

Deadline thesis

Final seminar
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Appendix B. Questionnaire 

This appendix includes a copy of the questionnaire that was administered to employees at company x. The questionnaire that was 

sent out was administered through Google Docs. 

Administered CRM questionnaire at company x 

General information 

1. How old are you? 

 20-30 

 30-45 

 45-65 

 65+ 

2. What job function within company x do you have?  

 SOP 

 Sales 

 Technical/Quality 

 Marketing 

 Management 

 Other 
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3. In which region at company x do you work? 

 Northern Europe 

 Western Europe 

 Central and Eastern Europe 

 UK & Ireland 

 Asia Pacific 

 Americas 

Questions regarding the CRM system and culture 

4. Do you: 

 Input data into the CRM system 

 Extract information entered by other users to manage a process as part of my job 

5. Do you have experience of a previous CRM system? 

 Yes 

 No 

 Unsure 

6. I believe the CRM system brings focus to my work processes 

      

Strongly disagree    .Strongly agree 

7. The data is well managed and information is easy to find in the CRM 

      

Strongly disagree    .Strongly agree 
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8. Is it clear what CRM tasks are required of me? 

      

Strongly disagree    .Strongly agree 

9. The CRM gives insights into our customers and their markets 

      

Strongly disagree    .Strongly agree 

 

10. If the CRM system is easy to use I would use it extensively 

      

Strongly disagree    .Strongly agree 

 

11. I think our CRM system is useful and a valuable tool 

      

Strongly disagree    .Strongly agree 

 

12. The attitude towards the CRM amongst my colleagues is positive 

      

Strongly disagree 

    .Strongly agree 
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13. Using the CRM system is favourable to taking paper based notes in my opinion 

      

Strongly disagree    .Strongly agree 

 

14. I plan to use the system more often in the future 

      

Strongly disagree    .Strongly agree 

 

15. My attitude towards the CRM system is positive and open 

      

Strongly disagree    .Strongly agree 

 

16. Are your work processes coordinated and what you perceive as under control? 

      

Strongly disagree    .Strongly agree 

 

17. Does procedures and rules dictate your work environment? 

      

Strongly disagree    .Strongly agree 
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18. Is your work environment deemed as stable and predictable? 

      

Strongly disagree    .Strongly agree 

 

19. Employee results are measured and used to evaluate performance 

      

Strongly disagree    .Strongly agree 

 

20. Participative decision making is encouraged by management 

      

Strongly disagree    .Strongly agree 

 

21. A positive work atmosphere is present 

      

Strongly disagree    .Strongly agree 
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22. I feel as though I belong and live the company values 

      

Strongly disagree    .Strongly agree 

 

23. Decision making is done with employee input 

      

Strongly disagree    .Strongly agree 

24. I perceive the company as a dynamic, innovative, high-achieving organization 

      

Strongly disagree    .Strongly agree 

 

25. Innovation and creative ideas are encouraged 

      

Strongly disagree    .Strongly agree 

 

26. Taking risks is not frowned upon 

      

Strongly disagree    .Strongly agree 

 



 

8 
 

27. Individual performance is emphasized as important 

      

Strongly disagree    .Strongly agree 

 

28. Employees are expected to work long hours if needed 

      

Strongly disagree 

    .Strongly agree 

29. The organization is constantly growing and changing 

      

Strongly disagree    .Strongly agree 

30. Organizational objectives are easily understood 

      

Strongly disagree    .Strongly agree 

 

31. Constantly staying competitive is highlighted as important 

      

Strongly disagree    .Strongly agree 
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32. Could you describe what type of culture is present today? 

………………………………………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………… 

33. Do you have any improvement ideas for the CRM system?  

………………………………………………………………………………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………… 

 

Thank you for participating in this questionnaire! 
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Appendix C. Questionnaire letter 

CRM Questionnaire Introduction Letter 

Dear participant. 

 

My name is Fredrik Vikstrom and I am a graduate student at Lulea University of Technology. For my final thesis, I am examining Customer 

Relationship Management. Because you are a user of or interact with the company x CRM system you are required to participate in this 

research study by completing the online questionnaire which will be sent as a link direct to your inbox.  

The questionnaire will require 15 minutes (max) of your time to complete. There is no compensation for responding nor is there any known risks 

in partaking. Copies of the project will be sent to my supervisor, Seleena Creedon. Please answer all questions truthfully and please do so 

within two weeks from receiving the questionnaire.  

Thank you for taking the time to assist me in my educational endeavours. The data collected will provide useful information regarding how 

organizational culture impacts CRM adoption amongst employees. The information will also be used by company x for the implementation of 

best practice for the CRM system used. If you require additional information or have questions, please contact me by mail, listed below or get in 

touch with Seleena. 

Sincerely, 

Fredrik Vikström 

. 
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Appendix D. Culture questions summary 

This appendix contains the questionnaire questions pertinent to organizational culture. These are brought up here since they on their own are 

hard to understand and are discussed in a broader sense in the results chapter and shown by a summary graph instead. 

The questionnaire questions structured around organizational culture were constructed with aid from an article published by Iriana et al (2013) 

pg 478 where a reliability and validity study tested structured questions that then were used as a base in this study. This was done in order to 

eliminate the need for a test questionnaire to evaluate the quality of the questions. 

Important to note is that a major part of the culture questions respondents entered a ‘Neutral’ response, this might stem from a number of 

reason and is as such hard to elaborate on. Secondly, the result of the questions is not unanimous, on any question, but a trend can be seen 

and will as such be discussed on every figure below. This is done in order to visualize trends or patterns in each question. 

The results of the questions shown below will be briefly commented on to explain what can be seen in the picture. The graphs and the data will 

however be used to draw conclusions on correlation in between the variables and are as such featured as an appendix. 

Hierarchical culture questions 

Figure 23 shows results from this question indicate that employees of company x consider their work place stable since a mean of the results 

indicate a positive response. 
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Figure 23 Work processes under control 

Figure 24 shows that the employees are inclined to think that rules and procedures rule the work environment. 
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Are your work processes coordinated and 
perceived  as under control?
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Figure 24 Hierarchical culture question 2 

Figure 25 shows that employees consider the work place stable and predictable to a large extent. 
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Figure 25 Stable work environment 

Figure 26 shows that employees are split on if they are measured or not on their performance. The figure however shows a slight dip towards a 

no on this question. 
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Figure 26 Measure performance 

Clan culture questions 

Figure 27 shows that participative decision making is in fact true for company x. 
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Figure 27 Encouraged participative decision making 

Figure 28 shows that employees consider the work environment positive at company x. It can also be seen that this clearly is close to 

unanimous amongst employees. 
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Figure 28 Work atmosphere 

Figure 29 shows that employees feel they belong at the company and feel at home with the company rules. This result is also close to 

unanimous.   
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Figure 29 Company rules 

Figure 30 shows that participative decision making is present to a larger extent. The results on this question are however not unanimous. 
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Figure 30 Decision making 

Entrepreneurial culture questions 

Figure 31 shows that dynamic, innovative and high achieving are aspects of the company true for the majority of employees. 
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Figure 31 Perception of company 

Figure 32 shows that innovative ideas are encouraged amongst employees at company x. 
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Figure 32 Innovation and creativity 

Figure 33 indicates that taking risks is a split matter amongst colleagues, a slight trend can be seen towards agree. 
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Innovation and creative ideas are 
encouraged
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Figure 33 Taking risks 

Figure 34 shows that individual performance is important at company x.  
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Figure 34 Individual performance 

Market culture questions 

 Figure 35 shows that staying competitive is agreed upon amongst employees. In this figure the results can clearly be seen and is close to 

unanimous.  
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Figure 35 Staying competitive 

Figure 36 shows that employees understand organizational objectives generally speaking. 
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Figure 36 Organisational objectives 

Figure 37 shows that employees at company x consider their employer a growing and changing company.  
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Figure 37 Growing and changing organisation 

Figure 38 shows that employees are split on whether they need to work long hours or not. A slight trend towards agreeing can however be 

seen. 
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Figure 38 expectations of employees 

Table 18 below shows ranges, minimums and maximums and standard deviations of questions pertinent to each organisational culture. The 

standard deviation varies between 0,80 for A1 to 1,24 for PU4. Table 18, considering organizational culture types, shows that C3 (3,97) has the 

highest and E3 (3,04) the lowest. The standard deviation here varies from 0,82 for M2 to 1,14 for C4. 
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Strongly Disagree

Disagree
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Agree
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Employees are expected to work long hours 
if needed
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Table 18 Summated item descriptive statistics of organisational culture 

ID N Range Minimum Maximum Mean 

Std. 

Deviation Variance Skewness Kurtosis 

H1 71 4,00 1,00 5,00 3,4225 ,96602 ,933 -,166 -,149 

H2 71 4,00 1,00 5,00 3,2817 ,91313 ,834 -,133 -,009 

H3 71 4,00 1,00 5,00 3,1690 ,97080 ,942 -,254 -,061 

H4 71 4,00 1,00 5,00 3,0141 ,93340 ,871 ,188 ,073 

C1 71 4,00 1,00 5,00 3,5493 ,99698 ,994 -,674 ,244 

C2 71 4,00 1,00 5,00 3,6056 ,99253 ,985 -,572 -,023 

C3 71 4,00 1,00 5,00 3,9718 ,97059 ,942 -,811 ,655 

C4 71 4,00 1,00 5,00 3,2817 1,14870 1,320 -,346 -,579 

E1 71 4,00 1,00 5,00 3,4789 ,99799 ,996 -,295 -,300 

E2 71 4,00 1,00 5,00 3,5070 1,01240 1,025 -,402 -,344 

E3 71 4,00 1,00 5,00 3,0423 1,10112 1,212 -,284 -,291 

E4 71 4,00 1,00 5,00 3,4648 1,05331 1,109 -,659 -,067 

M1 71 4,00 1,00 5,00 3,3239 1,01101 1,022 -,184 -,244 

M2 71 4,00 1,00 5,00 3,6620 ,82711 ,684 -,849 1,724 

M3 71 4,00 1,00 5,00 3,3662 1,00341 1,007 -,624 ,013 

M4 71 4,00 1,00 5,00 3,8592 ,93037 ,866 -,807 ,479 

 

  



 

 
 

Appendix E. Regression analysis 

Stats for CVM and Intention to use 

Descriptive 

Statistics 
   

  Mean Std. Deviation N 

Intention.to.Use 
3,6620 1,02739 70 

Hierarchy 3,2911 ,72578 70 

Clan 3,6021 ,84893 70 

Entrepreneurial 
3,3732 ,87206 70 

Market 3,6291 ,73582 70 

 

Correlations       

    Intention.to.Use Hierarchy Clan Entrepreneurial Market 

Pearson 
Correlation 

Intention.to.Use 
1,000 -,026 ,052 -,064 ,033 

  Hierarchy -,026 1,000 ,235 ,422 ,273 

  Clan ,052 ,235 1,000 ,664 ,441 

  Entrepreneurial 
-,064 ,422 ,664 1,000 ,618 

  Market ,033 ,273 ,441 ,618 1,000 

Sig. (1-
tailed) 

Intention.to.Use 
  ,415 ,332 ,297 ,391 

  Hierarchy ,415   ,024 ,000 ,011 

  Clan ,332 ,024   ,000 ,000 

  Entrepreneurial 
,297 ,000 ,000   ,000 

  Market ,391 ,011 ,000 ,000   



 

 
 

N Intention.to.Use 
70 70 70 70 70 

  Hierarchy 70 70 70 70 70 

  Clan 70 70 70 70 70 

  Entrepreneurial 
70 70 70 70 70 

  Market 70 70 70 70 70 

 

Model 

Summaryb 
         

Model R R Square 
Adjusted R 
Square 

Std. 
Error of 
the 
Estimate 

Change 
Statistics         

          

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 ,167a ,028 -,031 1,04318 ,028 ,474 4 66 ,754 

 

ANOVAa       

Model   Sum of Squares df 
Mean 

Square F Sig. 

1 Regression 
2,065 4 ,516 ,474 ,754b 

  Residual 71,823 66 1,088     

  Total 73,887 70       

 

  



 

 
 

 

Coefficientsa       

Model   
Unstandardized 
Coefficients   

Standardized 
Coefficients t Sig. 

    B Std. Error Beta     

1 (Constant) 3,320 ,804   4,131 ,000 

  Hierarchy ,013 ,190 ,009 ,068 ,946 

  Clan ,200 ,197 ,165 1,014 ,314 

  Entrepreneurial 
-,290 ,230 -,246 -1,257 ,213 

  Market ,154 ,216 ,110 ,712 ,479 

 

Coefficient 

Correlationsa 
      

Model     Market Hierarchy Clan Entrepreneurial 

1 Correlations Market 1,000 -,021 -,053 -,452 

  
 

Hierarchy -,021 1,000 ,068 -,317 

  
 

Clan -,053 ,068 1,000 -,547 

    Entrepreneurial -,452 -,317 -,547 1,000 

  Covariances Market ,047 -,001 -,002 -,023 

  
 

Hierarchy -,001 ,036 ,003 -,014 

  
 

Clan -,002 ,003 ,039 -,025 

    Entrepreneurial -,023 -,014 -,025 ,053 

Residuals 

Statisticsa 
     

  Minimum Maximum Mean 
Std. 

Deviation N 



 

 
 

Predicted 
Value 3,2973 4,1092 3,6620 ,17174 70 

Std. 
Predicted 
Value 

-2,124 2,604 ,000 1,000 70 

Standard 
Error of 
Predicted 
Value 

,130 ,588 ,260 ,097 70 

Adjusted 
Predicted 
Value 

3,3063 4,3632 3,6705 ,20948 70 

Residual -2,71918 1,53923 ,00000 1,01294 70 

Std. 
Residual -2,607 1,476 ,000 ,971 70 

Stud. 
Residual -2,703 1,513 -,004 1,006 70 

Deleted 
Residual -2,92373 1,66439 -,00852 1,08945 70 

Stud. 
Deleted 
Residual 

-2,844 1,528 -,006 1,016 70 

Mahal. 
Distance ,107 21,249 3,944 4,052 70 

Cook's 
Distance ,000 ,129 ,016 ,025 70 

Centered 
Leverage 
Value 

,002 ,304 ,056 ,058 70 

 

  



 

 
 

Stats for TAM and INT 

Descriptive 

Statistics 
   

  Mean 
Std. 

Deviation N 

Intention.to.Use 
3,6620 1,02739 70 

Attitude 3,8732 ,98459 70 

PEOU 3,0798 ,75480 70 

PU 3,1784 ,76601 70 

 

Correlations      

    Intention.to.Use Attitude PEOU PU 

Pearson 
Correlation 

Intention.to.Use 
1,000 ,720 -,106 -,164 

  Attitude 
,720 1,000 -,172 -,159 

  PEOU -,106 -,172 1,000 ,601 

  PU 
-,164 -,159 ,601 1,000 

Sig. (1-
tailed) 

Intention.to.Use 
  ,000 ,190 ,085 

  Attitude ,000   ,076 ,093 

  PEOU 
,190 ,076   ,000 

  PU ,085 ,093 ,000   

N Intention.to.Use 
70 70 70 70 

  Attitude 70 70 70 70 

  PEOU 70 70 70 70 

  PU 70 70 70 70 



 

 
 

 

Model 

Summaryb 
         

Model R 
R 
Square 

Adjusted 
R 
Square 

Std. 
Error of 
the 
Estimate 

Change 
Statistics         

          

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 ,724a ,524 ,503 ,72455 ,524 24,582 3 67 ,000 

 

ANOVAa       

Model   
Sum of 

Squares df 
Mean 

Square F Sig. 

1 Regression 
38,715 3 12,905 24,582 ,000b 

  Residual 35,173 67 ,525     

  Total 73,887 70       

 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

95,0% 
Confidence 

Interval for B Correlations Collinearity Statistics 

B 
Std. 
Error Beta 

Lower 
Bound 

Upper 
Bound 

Zero-
order Partial Part Tolerance VIF 

1 (Constant) ,855 ,586   1,459 ,149 -,315 2,026           

Attitude ,749 ,090 ,717 8,363 ,000 ,570 ,927 ,720 ,715 ,705 ,966 1,036 

PEOU ,102 ,144 ,075 ,704 ,484 -,186 ,389 -,106 ,086 ,059 ,633 1,580 

PU -,128 ,142 -,095 -,899 ,372 -,411 ,156 -,164 -,109 -,076 ,636 1,573 



 

 
 

 

Coefficient 

Correlationsa 
     

Model     PU Attitude PEOU 

1 Correlations PU 1,000 ,071 -,590 

  
 

Attitude ,071 1,000 ,097 

    PEOU -,590 ,097 1,000 

  Covariances PU ,020 ,001 -,012 

  
 

Attitude ,001 ,008 ,001 

    PEOU -,012 ,001 ,021 

 

Residuals 

Statisticsa 
     

  Minimum Maximum Mean 
Std. 

Deviation N 

Predicted 
Value 2,2224 4,6649 3,6620 ,74368 70 

Std. 
Predicted 
Value 

-1,936 1,349 ,000 1,000 70 

Standard 
Error of 
Predicted 
Value 

,089 ,282 ,166 ,046 70 

Adjusted 
Predicted 
Value 

2,2396 4,6559 3,6596 ,74037 70 

Residual -1,91278 1,22850 ,00000 ,70885 70 

Std. 
Residual -2,640 1,696 ,000 ,978 70 

Stud. 
Residual -2,718 1,708 ,002 1,001 70 

Deleted 
Residual -2,02771 1,24723 ,00239 ,74219 70 



 

 
 

Stud. 
Deleted 
Residual 

-2,860 1,734 -,003 1,017 70 

Mahal. 
Distance ,066 9,605 2,958 2,241 70 

Cook's 
Distance ,000 ,111 ,012 ,016 70 

Centered 
Leverage 
Value 

,001 ,137 ,042 ,032 70 

 

Stats from PEOU PU and attitude 

 

Model 

Summaryb 
         

Model R 
R 
Square 

Adjusted 
R 
Square 

Std. 
Error of 
the 
Estimate 

Change 
Statistics         

          

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 ,186a ,034 ,006 ,98161 ,034 1,212 2 68 ,304 

 

Correlations     

    Attitude PEOU PU 

Pearson 
Correlation 

Attitude 
1,000 -,172 -,159 

  PEOU -,172 1,000 ,601 

  PU -,159 ,601 1,000 



 

 
 

Sig. (1-
tailed) 

Attitude 
  ,076 ,093 

  PEOU ,076   ,000 

  PU ,093 ,000   

N Attitude 71 71 70 

  PEOU 71 71 70 

  PU 71 71 70 

 

Coefficientsa            

Model   
Unstandardized 
Coefficients   

Standardized 
Coefficients t Sig. Correlations     

Collinearity 
Statistics   

    B 
Std. 
Error Beta     Zero-order Partial Part Tolerance VIF 

1 (Constant) 4,710 ,552   8,531 ,000           

  PEOU -,156 ,194 -,120 -,803 ,425 -,172 -,097 -,096 ,639 1,565 

  PU -,112 ,192 -,087 -,584 ,561 -,159 -,071 -,070 ,639 1,565 

 

Descriptive 

Statistics 
   

  Mean 
Std. 

Deviation N 

Attitude 3,8732 ,98459 70 

PEOU 3,0798 ,75480 70 

PU 3,1784 ,76601 70 

 

Residuals 

Statisticsa 
     

  Minimum Maximum Mean 
Std. 

Deviation N 



 

 
 

Predicted 
Value 3,3696 4,2925 3,8732 ,18270 70 

Std. 
Predicted 
Value 

-2,757 2,295 ,000 1,000 70 

Standard 
Error of 
Predicted 
Value 

,120 ,359 ,192 ,063 70 

Adjusted 
Predicted 
Value 

3,3114 4,3360 3,8748 ,18357 70 

Residual -1,98029 1,52634 ,00000 ,96749 70 

Std. 
Residual -2,017 1,555 ,000 ,986 70 

Stud. 
Residual -2,057 1,635 -,001 1,006 70 

Deleted 
Residual -2,05940 1,68856 -,00155 1,00802 70 

Stud. 
Deleted 
Residual 

-2,109 1,656 -,004 1,014 70 

Mahal. 
Distance ,056 8,378 1,972 2,098 70 

Cook's 
Distance ,000 ,103 ,014 ,019 70 

Centered 
Leverage 
Value 

,001 ,120 ,028 ,030 70 

 



 

 

Appendix F. Plots from regression analysis 
 

 

 



 

 

Appendix G. Reliability tests of variables 

The Cronbach alpha test was conducted on constructs that needed to be checked for internal validity. Tests were done on each culture type, 

PU, PEOU and attitude. Below each test will be shown, if variables were removed then another test were done which also will be included. 

PU 

Item-Total 

Statistics 
     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

Brings.Focus 6,6620 2,941 ,576 ,359 ,667 

Insights.Customers 
6,7746 2,920 ,529 ,288 ,727 

PU 6,1408 3,094 ,637 ,411 ,607 

 

Reliability 

Statistics 
  

Cronbach's 
Alpha 

Cronbach's 
Alpha Based 

on 
Standardized 

Items 
N of 

Items 

,750 ,754 3 

 

 

 

 



 

 

PEOU 

Item-Total Statistics      

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

Access.Data 
10,3099 6,303 ,258 ,231 ,537 

CRM.Use.Requirements 

9,7042 4,754 ,535 ,338 ,296 

Ease.Of.Use 
9,2535 5,306 ,416 ,200 ,409 

CRM.Alternatives 
9,4366 6,192 ,173 ,098 ,619 

 

CRM alternatives were removed and another test was done. 

Item-Total Statistics      

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

Access.Data 
6,8451 3,619 ,381 ,208 ,583 

CRM.Use.Requirements 

6,2394 2,756 ,563 ,319 ,307 

Ease.Of.Use 
5,7887 3,455 ,354 ,170 ,624 

  



 

 

Reliability 

Statistics 
  

Cronbach's 
Alpha 

Cronbach's 
Alpha Based 

on 
Standardized 

Items 
N of 

Items 

,619 ,617 3 

 

Attitude 

Item-Total 

Statistics 
     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

Attitude.Colleagues 
3,8732 ,969 ,234 ,055   

Attitude 2,7183 ,805 ,234 ,055   

 

Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based 

on 
Standardized 

Items 
N of 

Items 

,378 ,379 2 

 

  



 

 

Market culture 

Item-

Total 

Statistics 

     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

m1 

10,8873 4,873 ,183 ,143 ,713 

m2 10,5493 4,594 ,404 ,326 ,555 

m3 10,8451 3,390 ,627 ,406 ,362 

m4 10,3521 4,146 ,449 ,257 ,518 

 

M1 was removed and another test was performed. 

Item-

Total 

Statistics 

     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

m2 

7,2254 2,720 ,538 ,293 ,623 

m3 7,5211 2,196 ,562 ,319 ,589 

m4 7,0282 2,513 ,506 ,256 ,654 



 

 

Reliability 

Statistics 
  

Cronbach's 
Alpha 

Cronbach's 
Alpha Based 

on 
Standardized 

Items 
N of 

Items 

,713 ,716 3 

 

Entrepreneurial culture 

Item-

Total 

Statistics 

     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

e1 10,0141 7,386 ,698 ,675 ,820 

e2 9,9859 6,728 ,841 ,772 ,760 

e3 10,4507 7,194 ,637 ,412 ,847 

e4 10,0282 7,371 ,645 ,483 ,842 

 

Reliability 

Statistics 
  

Cronbach's 
Alpha 

Cronbach's 
Alpha Based 

on 
Standardized 

Items 
N of 

Items 

,857 ,859 4 



 

 

 

Clan culture 

Item-

Total 

Statistics 

     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

c1 10,8592 7,094 ,648 ,561 ,814 

c2 10,8028 6,675 ,755 ,572 ,768 

c3 10,4366 7,707 ,535 ,390 ,858 

c4 11,1268 5,827 ,791 ,654 ,748 

 

Reliability 

Statistics 
  

Cronbach's 
Alpha 

Cronbach's 
Alpha Based 

on 
Standardized 

Items 
N of 

Items 

,843 ,841 4 

 

  



 

 

Hierarchical culture 

Item-

Total 

Statistics 

     

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

h1 9,4648 4,167 ,493 ,292 ,547 

h2 9,6056 4,642 ,399 ,244 ,612 

h3 9,7183 4,120 ,503 ,279 ,539 

h4 9,8732 4,741 ,352 ,199 ,643 

 

H4 is removed, new test is run. 

Item-

Total 

Statistics 

          

  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

h1 6,4507 2,280 ,524 ,286 ,442 

h2 6,5915 2,559 ,461 ,243 ,534 

h3 6,7042 2,611 ,378 ,148 ,647 

 

 

 

 



 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

,643 ,644 3 

 

 


