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Abstract

This study aims to analyze the impact of implementing Customer Relationship
Management (CRM) systems on business growth in event management companies in the
Saudi market, through a field study on a sample of companies operating in this sector. The
study adopted the descriptive analytical method and used a questionnaire as the main
data collection tool. Data were analyzed using appropriate statistical methods, and results
were interpreted to achieve the research objectives. The findings revealed a statistically
significant relationship between CRM implementation and business growth indicators, and
the study recommended several actions to enhance the effectiveness of these systems.

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