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Abstract. The aim of this paper is to evaluate
critical success factors and investigate the bene-
fits that might be gained by adopting Customer
Relationship Management (CRM) in the gaming
industry from the perspective of individuals invol-
ved in the process of adopting the CRM. A total
number of 109 casinos’ managers from all over

the world have been surveyed about the factors’

importance for the CRM adoption. Based on
the multiple regression and ANOVA analysis, an
estimated function of the influence of the most
important umbrella factors — human, project and

1. INTRODUCTION

The main purpose of this paper is to
analyse the factors that influence the suc-
cess of Customer Relationship Management
(CRM) adoption in the gaming industry, as
seen from the perspective of managers in-
volved in the process of adopting the CRM.

UNWTO (2019) reports the year 2018
to be the 9" consecutive year of sustained
growth of tourism. Gaming tourism could
be described as a mix of the gaming and
travel sectors, representing gamblers vis-
iting places explicitly with the intent to
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technological, for the success of CRM project in
a company has been formulated. The highest ra-
ted elements in successful cases of CRM adoption
are almost entirely bound to human factor. CRM
systems are estimated to evolve further into a
direction of individual customer experience ma-
nagement and become more and more intelligent,
integrated and data-driven.

Key words: customer relationship manage-
ment, experience management, gaming industry, ca-
sino competition, adoption, critical success factors.

gamble, but also the industries supporting
them (Casinopedia, n.d.). Looking indi-
vidually, Australians gamble $916 per per-
son, Singaporeans $891, Americans $504
and Irish citizens $490 (Casino.org, 2019).
Park et al. (2018) agree that gaming in-
dustry provokes distinct economic effects
and grows into important tourism industry
branch, capable of exceeding its limits; but
as the gaming industry prospers, so does the
industry competitiveness. Gaming operators
strive to fight with the growing competition
through the expansion of services and prod-
uct lines, offering numerous promotions,
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and with the introduction of CRM (Kivetz
& Simonson, 2002; Palmer & Mahoney,
2005; Jeon & Hyun, 2014). Doyle (2009)
explains that casinos are changing into tour-
ist resorts with adjacent hotels, retail stores,
food and beverage outlets, and different en-
tertainment locations, so the abundance of
information gathered is overwhelming — the
elaboration of extended gaming and non-
gaming data helps gaming industry to bet-
ter understand their customers’ behaviour.
The worldwide gaming industry grew rap-
idly since the early 1990s following the Las
Vegas Strip in the United States (US), later
by 2002 gaming liberalization in Macau
and Singapore’s gambling approval in 2005
(Tsai, Hsu & Lee, 2017).

Every company has a business model
(BM), whether it articulates it or not; a BM
explains who your customers are, how you
provide value to them and how you will re-
tain part of that value (Janes$, Biloslavo &
Faganel, 2017). Business processes have to
be constantly improved through fresh ini-
tiatives and its successful implementation
(Gosnik et al., 2016), avoiding redundant
administrative burden (Staronova, Krapez,
& Pavel, 2007). If a company wants to ac-
complish the long-term strategic goals, they
should decompose the vision and strategic
goals into a set of causally related key per-
formance indicators, which represent the
financial perspective, the customers and
internal processes perspectives, and the
learning and growth perspective (Jane§ &
Faganel, 2013).

Maechler, Neher & Park (2016) are con-
vinced that companies aren’t programmed
to understand the journeys taken by their
customers; if company wants to see the tra-
ditional touchpoints as customer journey,
an operational and cultural shift is required.
Such a change in mindset can lead to a
higher customer and employee satisfaction,

profit and cost improvements, and a long-
lasting competitive advantage. Customer
Relationship Management (CRM) provides
companies with a leverage to understand
their customers’ preferences and behav-
iour, but it often happens that CRM adop-
tion leads to failure, because of a lack of
focus and too high expectations. Baharak
(2018) confirms that “the integration of
CRM technology resources, human re-
sources and business resources are crucial
to assist in maximising CRM technology
capability”. CRM also contributes to pro-
vide more information about the custom-
ers, through the use of data which are not
visible in scattered databases. Hsiech (2009)
warns that CRM technology has to be sup-
plemented with a customer-centric organi-
zational policy in order to be able to realize
completely the CRM benefits. It also allows
to diminish the conflicting stakeholders’
interests (Kavci¢, Mevlja & Riznar, 2016).
The use of CRM facilitates casino operators
to better understand the behaviour of their
customers, streamlines advertising and cus-
tomer engagement, contributes to the im-
provement of customer service, eases the
customer acquisition and retention, and al-
lows an effective cross-selling.

In this way it is easier to combine mar-
keting incentives and campaigns tailored
to different customer segments. Stroburg &
Roberts (2018) study findings backed the
effectiveness of CRM, confirming that gam-
blers who have been exposed to the CRM
program with direct mailing went to the ca-
sino more often and spent more money than
customers not receiving the direct mail.
Besides this, the higher the number of direct
mail solicitations, the higher the increase of
visits; and additionally, the higher the num-
ber of direct mail writings redeemed, the
higher the increase in the average amount
spent per visit (Tsai, Hsu & Lee, 2017).
Study demonstrates that the CRM program
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effectiveness increases as gamblers engage
in the CRM program and it increases the
trust in the casino and its services. Tabaj
Pusnar & Bratina (2018) created a direct
marketing response model for casino indus-
try, based on logit regression, that signifi-
cantly improves the accuracy of direct mar-
keting activities compared to the previously
used Recency-Frequency-Monetary (RFM)
model and offers more insight into impor-
tant gamblers’ choice characteristics.

Inside the gaming industry, CRM infor-
mation allows companies to follow their
customers’ expenditures, and offer them
products that create value for individual
customer and increase the profitability of
the business (Hsieh, 2009). According to
Haag (2019), the most successful casinos
cannot imagine to exist without CRM plat-
forms, and they are trying to develop CRM
into sophisticated systems which could
pull the socio-economic information of
their customers as well as increase the ef-
fectiveness of their advertising campaigns
and loyalty schemes. Taylor and Bodapati
(2017) study on CRM and target marketing
used in casinos allowed them to develop a
model, based on Bayesian learning models,
suggesting that profitability could rise sig-
nificantly, if customers’ beliefs are incor-
porated, as well as past outcome sequences
inside the targeting decisions.

Hendler & Hendler (2004) say CRM is
adopted in gaming industry to identify cus-
tomers’ preferences, demographics, their
psychographic profiles and other charac-
teristics to forecast behaviour and to adapt
casino’s marketing activities. Kale (2003)
says CRM adoptions in gaming companies
are more successful if CRM is considered
a business philosophy and if it is accepted
as a component of the corporate culture.
Buesing, Kleinstein & Wolff (2018) point
out that one of barriers to a successful CRM

introduction is the lack of a more com-
prehensive view of the customer journey;
service and CRM shouldn’t be viewed as
separate from other elements of customer
engagement if companies don’t want to
miss growth opportunities. Kale (2012) ac-
knowledges that CRM attracts growing at-
tention throughout the gaming industry and
argues the low attention towards the impor-
tance of the change management role for
the successful CRM adoption. The author
emphasizes the core initiatives: internal un-
derstanding of change, devoted infrastruc-
ture for change management, CRM-relevant
training, a reinvigoration of the company’s
structure with performance measures, and
renovation of established incentive systems.
Mai, Perry & Loh (2014) offer an integrated
model, which explains how to link compa-
nies change programs, together with inter-
nal and external CRM programs, through
7 main elements: vision, key challenge,
objective, measure, strategy, initiative and
outcome. Authors find that internal CRM is
still a new and unbalanced concept in casi-
nos, mostly applied as HRM practice, but it
should be managed together with external
CRM in the same way, using the proposed
model.

Loveman (2003) found out that one
quarter of Harrah’s visitors contribute 82%
of the company’s revenues, and Hsich
(2009) recognized Harrah’s to have the
most loyal customers. Harrah’s Cherokee
integrates revenue management and market-
ing activities with CRM systems, which se-
lects customers that might stay on specific
dates, when a low season is predicted, and
they target them through automated com-
munications, offering additional incentives
(Metters et al. 2008). Casinos use CRM to
understand gamblers’ preferences, follow
the spending, and to offer their customers
services that they value. Park et al. (2018)
developed a five components customers’
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lifetime value assessment model, fitting the
gaming industry, which allows managers to
plan gamblers’ specific strategies and care.

According to some studies, only one
third of managers that were involved in
the CRM adoption, expressed themselves
as satisfied, regarding the project objec-
tives attainment (Barran, Zerres & Zerres
2014). Smilansky (2017) reports that 91%
of US and Canadian companies employing
more than 10 people already introduced a
CRM system, but less than a third share an
opinion that they are well equipped with
the tools they need to actually be success-
ful or that these tools are fully delivering
on their companies’ missions, strategies,
and tactics. Hubspot (2018) report brought
the information that 13% of companies
said investing in a CRM system would be
an important marketing priority in 2019.
CRM adoption will bring many benefits
to the company: stronger links would be
established between the company and
gamblers, targeted advertising could be
facilitated and automated, and average
customers separated from high rollers.
Prentice & King (2011) described premi-
um players or high rollers as the ‘high-end’
market in the gaming industry. These are
all the reasons why it is very important to
understand which the critical success fac-
tors for the CRM introduction in gaming
companies are, seen from the view of man-
agers. Managers are responsible not only
for the effective CRM implementation,
but also for securing the full support from
top management, setting the right project
goals, advising the measurement approach-
es, advocating an adaptive and customer-
oriented organisational culture, etc. (Steel,
Dubelaar & Ewing, 2013).

Piskar & Faganel (2009) discuss the is-
sues that the companies have to be careful
about before, during and after the CRM

implementation and what changes are
necessary for achieving a positive result
through a case study of a CRM implemen-
tation. It has been demonstrated that if the
organizational culture supports changes, a
company has more chances to successfully
implement CRM system and that the imple-
mentation approach needs to be carefully
planned, with appropriate emphasis on user
adoption strategies.

As Hsiech (2009) reports, the ever-
emerging technology and advancements in
gaming industry, such as video poker, slot
machines, etc. allow different opportuni-
ties in which companies can implement
available CRM resources more adapted
to customers. Slot machines are connect-
ed in networks to guarantee their proper
functioning besides overseeing the spend-
ing through players’ loyalty cards (Goff,
1999). Networked slot machines also pro-
vide casinos with the chance to manage
the financial resources more effectively by
checking the floor rooms that are bring-
ing the most revenue (Hardy, 2008). Such
technology is granting players to print
the won rewards for shows, food, etc. in-
stantly from the slot which they are play-
ing right on (Hardy, 2008). So, the CRM
makes it possible for casinos to offer their
loyal players instant rewards and dimin-
ish the expense of later tracking down the
best customers. It also grants casinos to
be more efficient in providing players an
appreciated service and in managing the
costs more efficiently because of the lag
time removal (Hsieh, 2009).

Any introduction of CRM requires an
immediate farewell to the prevailing ar-
rangements, established practices, processes
and organizational structure of the compa-
ny. At this stage, it is extremely important
that employees are as prepared as possible
and armed with knowledge and information
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that will help them cope with the changes
brought by the new CRM software. The
main components of successful CRM im-
plementation are motivation, training and
user friendliness. Trainings usually pro-
vide basic skills in how to handle software.
They must be designed with regard to both
the processes and the CRM strategy so that
employees who will use the new system
know how to use it and also what purpose it
serves. Effective use of the system enables
employees to draw additional information
from it, and to transfer customer knowledge
back to the system (Costantini, 2011).

2. SURVEY METHODS AND
SAMPLE

A structured closed-type questionnaire
has been selected as the basis for obtaining
data for the survey. In addition to 32 state-
ments, questions from the five-digit Likert
scale (from 1 - not at all, to 5 - totally), the
$ questionnaire implemented in the survey
consisted of additional questions that exam-
ined the facts on the particular respondent’s
involvement in a successful or failed pro-
ject, the particular respondent’s role in the
organization, and the questions about the
size of the company in which the respond-
ent works.

Based on the literature review, the most
important adoption factors have been united
under three umbrella factors: Human fac-
tor (change management factors): Strong
leadership support and the establish-
ment of change agents, Adequate vision
and customer-centric business strategy,
Redesigning work processes and existing
reward systems, Changing the company
culture and its organization, CRM train-
ing employees receive, Understanding the
CRM philosophy and its added value to the
company and the individual; Technological

factor: Implementation of an appropriate
software as the main foundation of CRM,
System integration and suitable software
architecture, Ensuring adequate qual-
ity and efficient data management system,
Segmentation and analysis of customers,
Establish a feedback monitoring system;
Project factor: Definition of project imple-
mentation goals and metrics, Formation
of a competent project team with ap-
propriate authority; Proper project man-
agement; Ensure an adequate budget for
implementation.

The survey questionnaire was complete-
ly anonymous for respondents and compa-
nies. The questionnaire was pre-pilot tested
in the light of the appropriate understanding
for the respondent, the design aspect, the
comprehensibility of the questions them-
selves and of course from the content point
of view. It was evaluated by six peers. After
making minor technical corrections, they all
rated the questionnaire as good and ready
for use.

The survey method was online survey-
ing, collecting data on the SurveyMonkey.
com platform. The invitation to participate
was sent by an e-mail to the target group of
gaming companies that have already intro-
duced or have been in the phase of intro-
ducing CRM into their business.

A structured database of gaming com-
panies was used, collected by professor
William R. Eadington, who served as the
Philip J. Satre chair in Gaming Studies in
the Department of Economics and a director
of the Institute for the Study of Gambling
and Commercial Gaming at the University
of Nevada, Reno. Prof. Eadington allowed
the use of his contacts base, and his name,
as a signature and reference in the calls to
fulfil the survey. Additionally, our own da-
tabases from LinkedIn connections, former
studies and personal contacts have been

5
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added. The joint database of targeted com-
panies to which the survey was submitted,
ultimately comprised a total of 387 compa-
nies from all over the world. Participants in
the survey were invited by invitation letter
to individuals who were involved in any
way in the process of introducing CRM in
these companies. The original invitation to
complete the survey was followed by a re-
minder after three weeks. Towards the end
of the survey period, the invitation has been
sent again to the companies that did not
respond in the first wave. The poll was an-
swered by 113 companies, of which, due to
inadequate fulfilment, four surveys had to
be extracted from further processing. The
final number of completed questionnaires
suitable for processing was thus 109.

3. RESULTS

Analysis shows that 84 respondents
rated CRM adoption in their company as
successful and 25 as failed. The largest
proportion of survey responses (45.9%)
came from individuals who were members
of the project team when introducing CRM
into the company. Every CRM adoption is
a big deal for every business that requires
a structured and organizational approach.
Another interesting fact is the high pro-
portion of responses from employees in
marketing departments (30.3%). The high
proportion of marketers involved in CRM
project also directly confirms the fact that
organizations really view CRM’s busi-
ness strategy as “soft”, customer-focused
content rather than a narrow technologi-
cal project. Company directors mostly re-
lated to small businesses account for 4.6%
of the answers. In smaller companies, top
management is much more operationally
involved in implementing CRM than in
larger companies.

The share of large enterprises (59.6%)
and medium-sized enterprises (32.1%) domi-
nates strongly. Taylor (2020) says that 91%
of businesses with over 11 employees now
use CRM, compared to 50% of those with
10 employees or less. Structured CRM poli-
cies and all supportive system solutions and
tools represent the greatest added value to
the medium and big companies. The busi-
ness complexity due to the number of em-
ployees and the consequent functional job
division within these companies, requires a
systematic approach to building relationships
with the customer and focused, exactly pre-
scribed and consistent behaviour of the entire
organization. The latter, however, is difficult
to achieve without a solid and unambiguous
CRM basis. On the other hand, smaller com-
panies have a significant advantage in this
context, as most of their limited CRM activi-
ties and policies can still be managed manu-
ally and verbally to some extent.

3.1. Analysis of key factors for
successful CRM implementation

Factors decisive for successful CRM
implementation can be grouped into three
key overarching impact factors, namely
the human factor, the project factor and
the technological factor. As a general and
illustrative introduction to the analysis of
the impact of each factor on the success-
ful implementation of CRM, results are
presented in the so called upgraded radar
graphs. In the first radar graph, a compari-
son between the successful and unsuccess-
ful CRM adoptions is being demonstrat-
ed, combined with the achieved average
scores across all 32 statements or ques-
tions. A scale of 1-5 in the Figure 1 shows
the average grade obtained for each claim,
while the circular figures show the consec-
utive survey questions.
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Figure 1: Radar graph of respondents® average scores to the 32 statements from the survey, for

successful and unsuccessful CRM implementations

Given the findings in the previous sec-
tions, it is no surprise that the ratings of the
successful CRM adoptions were higher on
almost all survey statements, with the ex-
ception of the statements 15 (Was the pro-
ject led by the IT department?) and 24 (Was
a CRM system built within an organiza-
tion?). In the claim 15, successful projects
scored lower than failed projects (1.68 vs.
2.67). The result can be interpreted in such
a way that CRM IT-led implementations are
more prone to failure if the project is man-
aged by IT. Therefore, in our case, this find-
ing, also supports the findings from all the
reviewed literature, stating that it is better
that IT does not lead CRM implementation
projects. Under the second apparent excep-
tion (claim 24), successful projects also
scored lower than failed projects (1.51 vs.
2.00). The difference between successful and

failed implementations is relatively small
regarding this issue, but based on this mini-
mal difference we can conclude that CRM
systems purchased from professional com-
mercial providers have a slightly higher
chance of success than systems built within
organizations.

An even clearer insight into the high-
est rated and thus most important influ-
encing factors for successful CRM adop-
tion is shown in the Figure 2. It shows the
comparison between successful and failed
CRM implementations, combined with the
achieved ratings across all 32 statements
in cross section with the three group (um-
brella) factors of successful CRM adop-
tion. A scale of 1-5 in the graph shows the
average grade obtained for each claim, the
circular numbers show the consecutive
survey questions (sequentially grouped by

7
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individual influence factor), and the letters
in addition to the circular numbers illustrate
the abbreviation of one of the three most

common umbrella impact factors for CRM
success (H-human factor, P-project factor,
T-technology factor).
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Figure 2: Radar graph representing the comparing respondents’ average scores to the 32 statements,

combined with the three most important factors for success, for successful and unsuccessful CRM

implementations

Statements combined into the three most
important overarching factors of successful
CRM implementation in our research, also
demonstrate very clearly and directly the im-
pact of an individual factor on successful and
failed project. Figure 2 makes it clear that
the highest scores for successful implemen-
tations are precisely those issues pertaining
to the human influence factor. This simple
but extremely important presentation of the
intersection of three items, therefore, firmly
confirms previous theoretical findings that
the most important factor for successful im-
plementation of CRM in companies is pre-
cisely the human factor or individual change
management factors. A review of individual
issues shows that customer ranking by rel-
evance, customer base segmentation, setting
up an implementation project team, regular

and in-depth CRM employee education,
strong support from top management, and
properly selected CRM software are crucial
for successful CRM adoption. These results
confirm the findings represented in the theo-
ry review chapter.

Proper customer ranking and accurate
segmentation are core components of all
subsequent CRM activities. If the basis is not
properly laid, all future CRM activities will
be based on inadequate foundations. CRM
implementation is usually a large-scale, con-
tent-rich and intensive process that requires
a structured approach. For this reason, it is
necessary to enable in-depth CRM activities
in a structured and professionally managed
manner. The assessments from the presented
statements speak in favour of a structured
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project approach. The review of the ques-
tionnaire responses confirms also the need
for a continuous process of employee train-
ing, not only in the CRM philosophy, the
available CRM tools, analytical and support
systems, but also in motivational information
on the added value of CRM implementation
for employees and for the company. Only
properly educated and motivated employ-
ees are able to achieve the set CRM goals in
practice. The basic and highest prerequisite
for successful implementation is the sincere
and unconditional support of top manage-
ment. Without this support, any CRM imple-
mentation is doomed to failure.

Assessment of data quality, additional
budget for project implementation, interim
reporting on project achievements, compli-
ance of existing business processes with the
desired CRM strategy, on the other hand,
in our case, have less significant influence
on the implementation success. The ques-
tion about IT project management and the
question about purchased or internally built
CRM system statistically show the lowest
scores among the questions from the group
of successful projects. However, we have
to interpret these findings somewhat differ-
ently because of the questions asked. Based
on the evaluations of these two issues, we
can say again that it is better for the imple-
mentation of the project not to be led by IT
department, and that the likelihood of suc-
cessful implementation of CRM is higher if
the CRM system is purchased than internal-
ly built in an organization.

The review of the highest rated assess-
ments shows that the creation of a pro-
ject team, employee training on CRM,
customer segmentation and appropriately
selected software are important content
drivers for implementation even for failed
implementations (Faganel, Constantini &
de Luca 2017). The mentioned statements
thus proved to be important factors for both
types of surveyed companies, the ones with
successful and with unsuccessful project in-
troductions. It can be observed, of course,

that the average scores of these statements
are, in general, lower than the average
scores of the same questions on successful
introductions. However, they are still above
the median of the poll, which in our case is
three (neither no nor yes). It is also interest-
ing to note that, despite high scores on is-
sues related to identifying employee train-
ing needs and achieving complete system
architecture integration, these CRM imple-
mentations proved to be unsuccessful. From
a substantive review of the highest-scoring
statements on failed CRM implementation,
and a similarly high ranking of those con-
tents on successful ones, we can logically
conclude that the key factors for failure are
likely to be found in other influential items.

The statements that received the lowest
scores for failed implementations reflect,
to some extent, the success factors in suc-
cessful implementations. The lowest marks
for failed projects are the contents related
to communication during the project, the
relevant project team credentials, the esti-
mated additional budget, the transformation
of the reward systems and the inconsist-
ency of business processes with the CRM
strategy. Regarding the low assessments of
these factors in failed implementations, it
can be concluded that this content was ne-
glected by this group of respondents and
clearly has a significant impact on the per-
formance of CRM implementations. By
properly managing these issues throughout
the adoption process the likelihood of ulti-
mate CRM success increases directly. This
finding can be further substantiated by the
fact that none of these topics appeared at
the bottom of the ranked statements in the
successful introductions. The importance
of individual content factors that influenced
the success or failure of introductions in the
surveyed companies can also be easily dem-
onstrated by the magnitude of differences in
the scores achieved on each claim.

The biggest differences in the levels of
average ratings of the same issues between
successful and unsuccessful implementations
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are found among the statements regarding
the urgent transformation of the remunera-
tion system and the support to the project by
senior management. In the case of the group
of respondents with unsuccessful introduc-
tions, only a minority (1.80) paid adequate
attention to the transformation of employee
remuneration systems. On the other hand, re-
spondents who successfully introduced CRM
managed this issue better (3.81). Similarly,
in the case of unsuccessful implementa-
tions, the support of senior management was
rather low (2.52), and in the case of success-
ful implementations, the top managers were
extremely supportive of the project (4.40).
From the findings, it can be summarized that
these two factors have a great impact on the
success or failure of CRM implementation
among the surveyed companies. At the gen-
eral level they can also be classified as key
factors that companies need to pay proper
attention to the path of CRM implementa-
tion. Significant differences among the as-
sessments are also highlighted by issues re-
lating to the relevant authority involved in
the project, the proper management of the

implementation project, and the appropri-
ate ranking of customers. This set of issues
is also characterized by large differences in
evaluations between successful and unsuc-
cessful implementations, and based on this
it is concluded that in the process of CRM
implementation it is essential to pay close at-
tention to all these issues.

3.2. Influential factors for successful
CRM adoption through
descriptive statistics

Frequency distribution presents the dis-
tribution of the value of the answers across
different sets of survey questions. Calculated
average values have been used as a measure
of the mean both in assessing the agreement
with the influencing factors as well as in the
importance of each factor. The standard de-
viation, however, shows the average devia-
tion from the average value. For the sake of
clearer interpretation, in this case too, the
substantive issues were grouped into three
umbrella influencing factors.

Table 1: Descriptive statistics of human influencing factors

Successful Unsuccessful

adoption adoption Zlozt?log)
(n=84) (n=25)
AM  SD AM  SD AM  SD
IH  Has a proper CRM vision been developed at the 3.66 094 276  0.86 345 1.00
company level?
2H  Wasacustomer relationship or CRM strategy defined? 3.94  0.66 296 1.00 3.71  0.86
3H  Have any new CRM relationships or strategies been 3.68  1.22 229 124 337 135
established (e.g. the CRM Director position created?
6H  Has strong top management support for the project 4.40  0.58 252 1.10 397 1.08
been guaranteed?
7H  Was there enthusiasm / agreement on the project 4.02  0.76 2,76 051 373  0.88
even at inter-organizational levels?
13H Have the employees been formally educated on the 4.51 055 3.64 0.74 431 0.70
use and acceptance of CRM applications during the
project?
18H Has the CRM project influenced the change in 3.93 055 244 075 359 087

10

company culture (e.g. has the focus shifted from
revenue growth to customer satisfaction)?
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19H Have the job descriptions and tasks been updated? 3.86  0.74 276  0.99 3.61 093

20H Has the remuneration system been redesigned? 3.81 111 180 1.10 335 139

21H Have all individual business processes been 3.51 0.85 292 1.02 338 093
properly reviewed?

22H  Were existing business processes consistent with 2.10  0.84 1.52 0.81 196  0.87
the CRM strategy?

23H  Have the business processes been properly tailored 4.07 046 296 053  3.82  0.67
to fit the CRM strategy?

31H  Were customers segmented? 458 062 368 084 438 0.78

32H  Were customers ranked by importance? 463 065 3.08 1.06 428 1.00

The analysis showed that in the case
of the human factor issues, the respond-
ents, from both successful and unsuccess-
ful introductions, pay the highest attention
to the ranking of clients by importance and
customer segmentation. The table above
shows that respondents who have been suc-
cessful in implementing CRM pay much
more attention to these two factors, which
is also reflected in the comparatively higher
average scores. The same conclusion can
be drawn from the CRM employee educa-
tion factor, which achieves very high aver-
age scores in both extreme implementation
cases. However, this factor achieved a very
high average score (AM = 4.51) among suc-
cessful introductions. Unlike the cases of
unsuccessful introductions, very high marks
among successful introductions are achieved

by the factor of necessary support of man-
agement (AM = 4.40) and the factor of en-
thusiasm achieved among employees at the
inter-organizational level (AM = 4.02). In
case of unsuccessful introductions, high av-
erage scores are achieved by the factor that
determines the importance of the defined
customer relationship strategy and the factor
of preliminary review of business processes.

Based on the results gained for responses
to statements that define the human factor af-
fecting the success of CRM implementations,
we can summarize that these issues achieved
the highest average scores, which was sup-
ported also by the references in the scientific
literature. These prove to be the most impor-
tant factors for the success or failure of the
CRM implementations in casinos.

Table 2: Descriptive statistics of project influencing factors

Successful Unsuccessful

adoption adoption 2;:2?109)
(n=84) (n=25)
AM  SD AM  SD AM  SD
4p Have project metrlcs been set (e.g. tracking 410 070 304 100 385 090
customer retention rates)?
5P Has a customer experience rating to measure the
success of the project been defined (e.g. customer 3.74  1.05 224 095 339 1.20
experience in a particular area)?
8P Was a project team established? 452 0.61 456 050 453  0.58
9P Was the project team properly assembled (e.g.
proper staffing, appropriate role distribution, 3.79  0.77 244 1.06 348  1.02

timely formed working subgroups)?
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10P  Did t.he .pr()]ect team receive the relevant 362 089 180 094 320 LIS
authorizations?
Have the mid-term achievements been

11P communicated during the project and future 3.10 096 204 1.04 285 1.08
challenges refreshed?

12P !—Iave~ employee training needs been adequately 304 064 352 075 384 069
identified?

14P Do you think that the project was managed
properly (e.g. was the project implementation 3.85 089 2.16 092 346 1.15
monitored according to the project plan)?

15P  Was the project led by the IT department? 1.6§ 0.69 267 157 190 1.04

16P Was the IT departmentscgmmumcatlon with the 361 093 284 097 343 099
business processes appropriate?

17P  Was a way to obtain an additional budget planned
if the need for quality project implementation 3.15 139 1.80 1.10 284 145

appeared?

The analysis shows that in both cases,
the importance of setting up a project team
achieved the highest average grade. At the
same time, this factor also achieves the
highest overall average score among all
the statements in our questionnaire (AM =
4.56). The appropriateness of project met-
rics is a very important factor for both in-
stances of implementation, as evidenced by
high average estimates. On the other hand,
the respondents of successful introductions
have a rather higher average score for the

factor referring to a properly assembled
project team (successful introductions AM
= 3.79, unsuccessful introductions AM =
2.44). As a summary of the results of the
issues that make up the project impact fac-
tor, we can conclude that, in practice, the
awareness of the need to set up a task force
is very strong. However, it is extremely im-
portant that the established project team is
composed of adequate staff. Therefore, this
factor has a significant impact on the suc-
cess of CRM implementation in a business.

Table 3: Descriptive statistics of technological influencing factors

. N Unsuccessful Total
Successful adoption (n=84) adoption (1=25)  (n=109)
AM SD SD AM AM SD
24T  Was t.he .CRM built within the 151 076 200 139 162 0.97
organization or purchased?
25T Was the appropriate programme ;- 27 333 (g9 4.01 0.88
equipment selected?
26T  Has complete integration of
the system architecture been
achieved with the aim of 4.06 0.73 3.50 0.71 3.93 0.76
seamless data exchange?
27T  Have the collected databases
been inspected prior to the start 3.59 1.03 2.84 1.08 3.42 1.09

of the project?
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28T  Was the quality of the data

properly assessed? 322
29T  Have any programs / processes
been put in place to improve the 3.90
quality of the data?
30T  Have customer lifetime values 3.5

been calculated?

0.99

0.86

2.52 1.14 3.06 1.07
2.96 1.31 3.69 1.06
1.07 2.56 1.17 3.30 1.17

Table 3 shows that within the group of
statements of the technological umbrel-
la factor, the most important issue is the
choice of the appropriate software. This
factor is even more pronounced in the case
of successful implementations where it
achieves an extremely high average score
(AM = 4.20). So does also the claim about
the integration of system architecture. It
scores high in both successful and unsuc-
cessful adoptions. Among the technological
factors, depending on the height of the aver-
age score, we can highlight the factor of the
necessary programs / processes for improv-
ing the quality of the data.

As a summary of the descriptive sta-
tistics of the technology factor group, we
can conclude that the success or failure of
the implementation depends heavily on the
CRM system chosen and its integration
with the existing software infrastructure in
the company. The importance of the rel-
evant software is also shown by the factor
that refers to how the software is acquired:
through purchase or internal construc-
tion. Although CRM systems may be more
“skin-friendly” to the company, our survey
shows that this is not always the best op-
tion. From the results of our survey, we can
see that companies that buy CRM from spe-
cialized providers on the market are on av-
erage more likely to successfully introduce
CRM than companies that build the system
individually within the company.

From the descriptive statistics of the
groups of factors of the three umbrella

influencing factors, it can be generally con-
cluded that on average almost all the factors
in all three influencing factors achieve high-
er average scores in the case of successful
CRM implementations. From the latter we
can logically conclude that strict adherence
to all the mentioned influencing factors di-
rectly influences the success of CRM im-
plementation. However, the human factor
stands out among the three umbrella fac-
tors in terms of the impact on the success of
CRM deployments. On the second place is
the project factor in terms of its impact im-
portance, and the technological factor only
on the third place.

3.3. The regression model of the
impact of the three most
important influencing factors
on the success of CRM
implementation

To study the impact of the three most
important umbrella factors on the success
of CRM implementation, the statistical
method of multiple regression has been
used. Multiple linear regression is dis-
cussed when we study the linear depend-
ence of one dependent variable on several
independent variables. In our case, it has
been decided to use regression analysis
because we wanted to check how more
independent variables (predictors) af-
fect the dependent variable and to find
out how much of the percentage of varia-
tion in the dependent variable is explained
by our predictors. Based on the model
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assumptions about the relationships be-
tween the variables, we proposed a regres-
sion model that was tested on the selected
sample. The model parameters and the
statistical significance of this model were
estimated by using the regression analysis
since we do not know the actual popula-
tion numbers. For the purposes of statisti-
cal analysis, we used a sample unit, and
consequently, the regression function can
only be estimated. Hence, parameter esti-
mates were obtained instead of parameters.
The estimates of the multiple regression
parameters were evaluated during the anal-
ysis using the chosen method of incorpo-
rating explanatory variables. A backward
method has been used, which allowed ob-
taining an estimated regression function as
a result of the analysis, with those predic-
tors (independent variables) that are statis-
tically significant plus the constant.

The backward method is subject to
the criterion F> = 100. In Model 1 of our
analysis, all three factors of influence (hu-
man, project, technological) appear as pre-
dictors, and in Model 2 the technological
factor does not appear since it has been
found that in our case it has no statistical-
ly significant effects for the performance
of CRM adoption. The conditions for the
creation of a multiple regression model
(the influence of independent variables on
the dependent variable) are the following
assumptions:

+  the independent and dependent var-
iables are approximately normally
distributed,

+ each of the independent variables
has a linear effect on the dependent
variable,

+ there is no multicollinearity be-
tween the independent variables,
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e there is no autocorrelation between
the independent variables.

Regression analysis allows us to, based
on the findings, draw up an equation for
predicting the dependent variable, with a
certain probability of being achieved. It
can be explained as much as the explained
variance in the regression model summary.
The latter means that, with a certain per-
centage probability, we can predict the
outcome of the dependent variable based
on independent variables (predictors). A
simplified form of the impact function of
the human, project and technological fac-
tors, as a mosaic of the most important
umbrella influencing factors on the success
of CRM implementation in companies, is
the basic function:

successful implementation of
CRM = f (influencing factors),

which can be expressed in the form of a lin-
ear model as:

implementation success = fo + 1 - human
factor + 2 - project factor + f#3 - technol-
ogy factor + &

The model features:

e implementation success = average
rating of the opinions on the perfor-
mance of CRM implementation,

e fo = constant of the linear regres-
sion model,

e BI, 2, B3 = predictors as a function
of influencing factors on the suc-
cess of CRM implementation,

*  human factor = average estimate of
the opinions on human factor,

*  project factor = average estimate of
the opinions about factors that be-
long to the project factor,
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+ technology factor average es-
timate of the opinions about fac-
tors that belong to the technology
factor,

e &=random deviation.

Statistical test through regression mod-
els has been set on the basis of lessons
learned from previously defined theoretical
basis. On this basis, regression analysis and
the accompanying tests have been set up as
shown in Model 1.

Table 4: Descriptive statistics of the regression model 1

Model 1 R R2

SD Durbin-Watson

0.832a 0.692

0.233 1.729

a. Predictors (independent variables): (Constant), Human factor, Technology factor, Project factor

b. Dependent variable: Do you rate a CRM project in which you participated as successful or unsuccessful?

Table 5: ANOVA® — testing the linearity of model 1

Model 1 Sum of squares  df Mean of squares F p-value
Regression 11.948 3 3.983 73.540 0.000b
Residuals 5.307 98 0.054

Total 17.255 101

a. Dependent variable: Do you rate a CRM project in which you participated as successful or unsuccessful?

b. Predictors (independent variables): (Constant), Human factor, Technology factor, Project factor

Table 6: Parameters of the regression model

Standardized

Unstandardized coefficients

Checking

Model 1 coefficients ¢ p-value S

multicollinearity
B SD Beta

Constant -1.331 0.156 -8.526 0.000

Human factor  0.034 0.004 0.689 8.518 0.000 0.480

Project factor  0.017 0.005 0.263 3.143 0.002 0.449

Technological -~ 0.007 -0.100 -1.353 0.179 0.574

factor

a. Dependent variable: Do you rate a CRM project in which you participated as successful or unsuccessful?

Tables 4 — 6 of Model 1 show the ele-
ments of regression analysis in which all
three umbrella factors have been included
as independent variables and their impact
on performance as a dependent variable
analysed. So it was possible to determine
whether all three had an impact on perfor-
mance and to what extent. Through the re-
view of the analytical results, it was found
out that in our case the technological fac-
tor had no statistically significant effect on

the success of CRM adoption (p-value
0.179), so the technological factor was ex-
cluded for further statistical processing and
we used only human and project factor.

In the regression analysis, therefore,
only two independent variables (human
and project factor) and the same dependent
variable were used for statistical processing.
Model 2 presents this analysis.
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Table 7: Descriptive statistics of regression model 2

Model R R2

SD Durbin-Watson

2 0.834a 0.695

0.231 1.603

a. Predictors (independent variables): (Constant), Project factor, Human factor
b. Dependent variable: Do you rate the CRM project in which you participated as successful or unsuccessful?

As shown by Model 2 descriptive sta-
tistics in Table 7, with only statistically sig-
nificant explanatory variables present, the
multiple regression coefficient R indicates
a relatively strong and positive influence of
exogenous variables on the dependent vari-
able (R = 0.834). The determination coef-
ficient (R?), which reflects the quality of
the linear regression model and is reflected
in the proportion of explained variance
achieved by the independent variables in
the model studied, influences the success of
CRM implementation at 69.5%. The latter
means that as much as 69.5% of the impact
of implementation can be explained by our
predictors (human and project factor), while
the rest of the impact (30.5%) on the de-
pendent variable remains unclear and is in-
fluenced by other factors in this proportion.

Table 8: ANOVA® - Linearity testing of model 2

The Durbin-Watson test determines the
presence of autocorrelation within the re-
gression model. The values of the Durbin-
Watson test lie somewhere between 0 and
4. If the value of the calculated test is be-
tween 1.5 and 2.5, we can arbitrarily as-
sume that the autocorrelation coefficient is
0. Therefore, the value of the coefficient 0
explains to us that there is no autocorrela-
tion and thus satisfies the condition of no
autocorrelation underlying the error-free re-
gression model.

The ANOVA test in Table 8 determines
whether our regression model is statistically
significant. Statistical significance indicates
whether our model can be generalized to
the entire population which we took the
sample from.

Model 2 Sum of squares  df Mean of squares F p-value
Regression 12.486 2 6.243 116.289 0.000b
Residuals 5.476 102 0.054

Total 17.962 104

a. Dependent variable: Do you rate the CRM project in which you participated as successful or unsuccessful?
b. Predictors (independent variables): (Constant), Project factor, Human factor

The F statistic and its degree of significance
(p-value) for assumption verification is
based on the analysis of the null hypothesis,
which specifies that none of the independent
variables has a statistically significant linear
effect on the dependent variable. As it can be
seen from Table 8 above, where the statisti-
cal significance of the explanatory power of
the model is checked, the ratio between the
square of the mean values of the regression
values and the residuals (as errors of the
regression model) is statistically significant
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(p-value <0.05). With this finding, model
2 fulfils the required condition of linear
dependence of the endogenous variable on
exogenous ones.

As already defined in the introduction
to the analysis, the condition for a correct
regression model is that no multicollin-
earity exists. Multicollinearity means that
the independent variables are highly cor-
related with each other. In the first step of
the interpretation of the parameters of our
regression model 2 below, the existence of
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multicollinearity has been checked, which
is given in the last column in Table 9. The
values in this column tell us how much
the percentage of the variance is unique.
The greater the tolerance, the lower the
multicollinearity of the independent vari-
ables. Variance values shouldn’t be below
0.20. If the variance is below this value, it

Table 9: Parameters of the regression model 2

means that less than 20% of the variance is
unique, which increases the standard error
of the regression model. In this case, the
variance for both independent variables is
above 50%. It is to be concluded that the
calculations of the regression model are
correct and the model is representative.

Standardized

Unstandardized coefficients . i
Model 2 coefficients ¢ p-value Chec.klng. .
multicollinearity
B SD Beta
Constant -1.409 0.148 -9.548 0.000
Human factor  0.032 .004 0.661 8.601 0.000 0.507
Project factor  0.015 0.005 0.224 2.923 0.004 0.507

a. Dependent variable: Do you rate the CRM project in which you participated as successful or unsuccessful?

A preliminary ANOVA test of Model 2 in
Table 8 explains the statistical significance of
the overall regression model. The p-value in
Table 9 explains the statistical significance of
each independent variable. If the variable is
not statistically significant, it doesn’t explain
the dependent variable and can’t be included
in the model. A condition for a statistically
significant variable is that the p-value is
below 0.05. In this case, the p-values of the
two independent variables correspond to the
aforementioned criterion, meaning that both
variables are statistically significant for our
model.

The B value explains the power of the
influence of the independent variables on
the dependent. If B is negative, it has a
negative effect on the dependent variable,
but if it is positive, it has a positive effect
on the dependent variable. Specifically,
the B value tells us how much the depend-
ent variable changes if we change the in-
dependent one by 1 unit. In our case, if we
change the human factor B value by 1 unit,
the chance of successful CRM adoption in-
creases by 0.032. However, in the case of
a technology factor, as the value of B is in-
creased by 1 unit, the chance of successful

implementation of CRM is increased by
0.015. In our case, both B values are posi-
tive for the independent variables, which
means that they are negatively affected,
which causes the increase of the dependent
variable.

The Beta value determines how strongly
each independent variable affects the de-
pendent one. The higher the Beta value,
the greater the impact of the independent
variable on the dependent one. If Beta is
negative, it has a negative effect on the de-
pendent variable. It is measured in standard
deviation units. Our example shows that
the human factor as an independent vari-
able has a much stronger influence on the
dependent variable than the project factor.
This impact can be specifically defined in
such a way that a change of one standard
deviation in an independent human fac-
tor variable would mean a change of 0.661
standard deviations in the possibility of suc-
cessful implementation of CRM.

Based on the previous findings, it can be
concluded that presented regression model
meets all the required criteria. It has been
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proved that in this case the human and pro-
ject factor have a statistically significant
effect on the success of CRM implemen-
tation in the company, while the techno-
logical factor has no statistically significant
influence.

An estimated function of the influence
of the most important umbrella factors for
the success of CRM implementation in a
company can be formulated based on the
above stated findings as follows:

CRM implementation success = - 1.409
+ 0.032 * human factor + 0.015 * project
factor

It can be seen in the estimated function
that if the average human factor score, other
conditions remaining unchanged, increases
by 1 point, then the success of CRM im-
plementation will increase by 0.032 points.
Regarding the project factor, however, it
can be stated that if the other conditions
remain unchanged and the average project
factor score is increased by 1 point, the
success of CRM implementation would in-
crease by 0.015.

4. DISCUSSION

We noticed that in cases of successful
CRM implementation into the company,
the highest rated factors are almost en-
tirely bound to soft building blocks or hu-
man factor. In contrast, we found that the
questions that received the lowest scores
in failed cases reflected to some extent the
success factors from successful adoptions.
Based on the low scores of these statements
in the case of failed implementation, we
can logically conclude that for this group
of companies these contents were obvi-
ously neglected and thus, on the other hand,
have a significant impact on the success of
the CRM implementation. Again, a detailed
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overview of these influential factors shows
that the vast majority of them belong to the
group of the human influencing factor.

The results demonstrate in a simplified
way that one could have a successful CRM
adoption without the fulfilment of all the
theoretically identified influencing factors.
The aforementioned fact provides an expla-
nation for the need of continuing research
in order to reveal factors that are the most
important ones for a successful implemen-
tation. Because of the great diversity of
companies that want to implement a CRM
business strategy, knowing the key factors
for successful CRM implementation is re-
ally vital in terms of appropriate allocation
of always limited resources.

Authors already found out the impor-
tance of human factor, when research-
ing a case in a service company (Piskar &
Faganel, 2009). Our findings are supported
by Mendoza et al. (2007) who state that hu-
man factors are some of the most impor-
tant factors for the CRM implementation.
Campbell (2003) reached the same conclu-
sion, while researching companies in finan-
cial industry in Canada.

An effective combination of all the
building blocks - information, employees,
long-term customer relationships - makes
an important contribution to the successful
implementation of the CRM philosophy in
every company. The role and importance of
each building block varies greatly between
companies depending on the established
corporate culture. In any case, the mission
of all three building blocks is to achieve the
highest goal of CRM, which is reflected in
the long-standing loyalty of customers. In
addition to the CRM philosophy, the fact
that employee loyalty to the company is one
of the biggest motivators of customer loy-
alty cannot be ignored (Costantini, 2011).
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5. CONCLUSION

Companies invest huge amounts of
money in the implementation of CRM sys-
tems. At a time when the primary goal of
companies is to raise value for stakehold-
ers, it is essential to measure the success
of these initiatives. It is extremely difficult
to evaluate the costs and benefits of invest-
ment-oriented processes and information
technology. It is also very difficult to mea-
sure CRM initiatives that seek to increase
customer retention. Finding out the direct
link between customer retention, CRM ini-
tiative, investment and stakeholder value
requires a lot of simplification (Grabner-
Kraeuter & Moedritscher, 2002). A skilled
decision maker must have the ability to
browse relevant information and to avert
being misled by the huge amount of ir-
relevant available information in existing
databases (Walker et al. 2019). Successful
management of the human side of change
is a prerequisite for successful implemen-
tation of CRM (Costantini, 2011; Arzensek
& Musek Lesnik, 2016). Measuring the ef-
fectiveness of CRM represents a real chal-
lenge, as it is difficult to define the general
links between CRM activities and the com-
pany’s economic performance. This diffi-
culty stems from the main flows of relations
between functional areas of marketing,
sales, servicing, CRM processes, systems ...
An additional difficulty lies in the fact that
CRM’s benefits are of a qualitative nature.
For this reason, it is even more difficult
to prove their impact on financial results
(Reichold, Kolbe & Brenner, 2004).

Regarding the possible future of CRM,
it could be said that a holistic view of cus-
tomer experience has to be taken into ac-
count and not every business will be satis-
fied with the cost-benefit analysis of CRM
investments. Growth of gaming business,
multi-channel approaches, complex ser-
vices needed in the industry and increasing

competitiveness from online and offline
providers are some of the reasons that will
influence further development of CRM
philosophy and practices, and push gam-
ing companies to employ and upgrade
these solutions. Deloitte’s (2015) study on
digital CRM suggests that: relevant real-
time interaction importance will increase;
customers will choose the communication
channel; proactive 1:1 customer service
based on customer insights will become a
factor of differentiation; the efficiency in
using gathered data will be more important
than acquiring all the data, and regulatory
barriers in collecting data are to be faced.
Predictions made by Goasduff (2019) show
that the global CRM market will continue
to grow at a 13.7% Compound Annual
Growth Rate (CAGR) through 2021.

According to the study results we can
sum up that CRM adoption doesn’t influ-
ence company’s profit immediately after the
introduction. A huge initial investment is
required in software, hardware and training,
and no immediate reduction in costs or im-
proving profits. The benefits of CRM must
always be measured in the long term. The
CRM project can bring about durable rela-
tionships with a company’s customers and
provide continuing benefits because of in-
creased gamblers satisfaction and retention.
In spite of these inevitable facts, companies
must nevertheless be in the process of im-
plementing CRM, which can be set up in
detail. They must find a way to measure the
effects of CRM internally and monitor the
results on a regular basis. Maybe casinos
will have to split the CMO’s job into two
parts: acquisition and retention, because of
different knowledge and skills which are
needed for the job. CRM might expand to
CEM - customer experience management,
which implies immediate responses to cus-
tomers’ negative reactions. It should not be
forgotten that measuring performance and
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active monitoring of desired results greatly

improves the efficiency and profitability of

CRM.
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CIMBENICI PRIHVACANJA
UPRAVLJANJA ODNOSIMA S KUPCIMA
U INDUSTRIJI IGARA NA SRECU

Sazetak. Cilj ovog rada je vrednovati kljucne kriticne cimbenike uspjeha i analizirati koristi, koje
bi industrija igara na srecu mogla dobiti od uvodenja upravijanja odnosima s kupcima (Customer
Relationship Management — CRM), i to iz perspektive pojedinaca, koji su ukljuceni u proces prihvaca-
nja CRM-a. Ukupno je anketirano 109 menadzera kasina iz cijelog svijeta, na temu znacaja cimbenika
prihvacanja CRM-a. Na temelju provedene multiple regresije i ANOVA analize, procjenjuje se funkcija
najznacajnijih opcéih cimbenika za uspjesnost prihvaéanja CRM-a, i to - ljudskih, projektnih i tehno-
loskih. Najpozitivnije procijenjeni ¢imbenici u uspjeSnim slucajevima prihvac¢anja CRM-a su gotovo
iskljucivo povezani s elementom ljudi. Za same se sustave CRM-a procjenjuje da ce se dalje razvijati
u smjeru upravljanja individualnim doZivljajima kupca, kao i da ¢e postajati sve inteligentniji, integri-
rani i vodeni podacima.

Kljuéne rijeci: upravijanje odnosima s kupcima, upravljanje dozivljajima, industrija igara na srecu,
konkurencija izmedu kazina, prihvacéanje, kriticni ¢imbenici uspjeha
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