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Abstract

This study aims to examine the impact of Customer Relationship
Management (CRM) systems on business growth in event management
companies in Saudi Arabia, in light of the growing competition and the need
for advanced technological solutions to manage customer relationships and
.enhance loyalty

The research adopted a descriptive-analytical approach, and data were
collected through a questionnaire distributed to a purposive sample of 300
employees working in the departments of Customer Relationship
Management, Marketing and Sales, Post-Event Services, and Information
Technology within event management companies. A total of 270 valid
.responses were analyzed using SPSS software

The results revealed that the level of CRM implementation among the
targeted companies was relatively high, and there was a strong and
statistically significant correlation between CRM dimensions (Customer Data
Management, Marketing Automation, Post-Event Services) and business
growth indicators (acquiring new customers, customer retention rate,
revenue growth). It was also found that large companies benefit more from
CRM compared to small and medium-sized enterprises, and the main
challenges were lack of training, resistance to change, and high
.implementation costs

The study recommends investing in technical training for employees,
integrating CRM systems with digital marketing channels, employing
predictive analytics to support decision-making, and adapting the system
.according to the size and resources of each company

Keywords: Customer Relationship Management, Business Growth, Event
.Management Companies, Saudi Arabia
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