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Abstract: Building relationships with Generation Z on social media is becoming a challenge for present-day enterprises. Generation Z has a 

huge purchasing power, and will be the largest customer base by 2030. The aim of the paper is to identify social media behaviours of Gen Z 

females in the context of social CRM. The study of social media behaviours of Generation Z is part of wider research conducted by the 
authors among students in Poland and Great Britain in 2020/2021. The study used survey as the method and CATI as the surveyin g 

technique. For data analysis, measures of descriptive statistics were used. In both the countries, women most often used Facebook, YouTub e 

and Instagram. Out of the benefits of using social media accounts, the following ones were rated highest by female Gen Zers in Poland: swift 
communication, opportunity to find and follow friends, sharing information with friends and opportunity to acquire information about 

products/services of a given company, whereas in the case of females in Great Britain, the following benefits w ere rated highest: swift 
communication, following the Internet trends and sharing information with friends. The majority of the surveyed women in Grea t Britain and 

in Poland often or almost always search for social media accounts of a specific company before using its service /  purchasing its product. 
Polish women would preferably communicate with a company via Messenger, chat with a consultant and fan page, whereas British women 

would do so via e-mail, Messenger and chat with a consultant. The results of the research conducted in Poland and Great Britain in 
2020/2021 did not show clearly whether female Gen Zers could be described as loyal customers. The respondents in Great Britain defended 

a company's reputation on social media more often than the respondents in Poland. 
Keywords: CUSTOMER RELATIONSHIP MANAGEMENT, SOCIAL CUSTOMER RELATIONSHIP MANAGEMENT, ENTERPRISE, 

SOCIAL MEDIA, WOMEN, GENERATION Z, MARKETING STRATEGY 

 

1. Introduction 

Gen Zers, who have a huge purchasing power, are a very 
important partner of the market game for modern enterprises, as 

they account for around 40% of consumers in the United States, 

Europe and BRICS countries, and around 10% of consumers in the 
remaining countries. Enterprises that do not want to lose their 

market shares must learn about Gen Zers and make them part of 
their business strategy by building long-lasting relations with them 

[1].   

Gen Zers differ significantly from the representatives of other 
generations, i.e. Baby boomers, Generation X and Millennials (Gen 

Y), as they have different characteristics and expectations. 

Generational differences are often presented in the literature and the 
media in an unsubstantiated way [2]. As a result, without clear 

information about generations, managers do not understand 
generational differences and, consequently, do not manage them 

properly [3]. Identification of the characteristics of a given 
generation is highly significant in building enterprise-customer 

relationships. At the time of competition at the click of a mouse, the 
ability to build relations with customers is perceived as a very 

important source of the competitive advantage of enterprises [4, 5, 

6, 7].   

An important factor in building enterprise-customer 
relationships is the customer‟s gender, which determines 

communication. The existing research shows an impact of gender 
on various marketing analyses, e.g. research into persuasion [8], 

research into segmentation [9], information processing [10], gender 
role stereotypes [11], advertisement effectiveness [12] and 

purchasing decisions [13, 14]. Each generation has distinct 

characteristics, and it should be divided into subgroups of clearly 
distinct female and male types [13].     

The dynamic development of the Internet and social media 

facilitates entrepreneurs' communication with potential and existing 
customers, which – if effectively designed and executed – may 

contribute to the maintenance of long-lasting relations with 
customers and, ultimately, the strengthening of the enterprise's 

competitive position on the market. Hence, entrepreneurs 

increasingly  use the concept of Customer Relationship 
Management (CRM), which is a critical success factor impacting 

the business results of enterprises [15, 16, 17, 18, 19]. A condition 
for an effective use of CRM is sound knowledge about customers, 

based on which a manager will know where to find them on social 
media and what benefits and ways of communication they expect. 

Such information will enable enterprises to respond to customer 
expectations, which is the first step towards building long-term 

relations with them.    

The aim of the paper is to identify the behaviours of female Gen 

Zers on social media in the context of CRM. For that purpose, the 
authors examined what portals the surveyed females used most 

frequently, how they assessed the benefits of having a social media 
account, whether they searched for information about a 

product/service on social media before purchasing it, and whether 
they considered themselves loyal customers. 

2. Literature review 

There is no clear definition of CRM in the research literature, 

which is due to the fact that this concept can be looked at from 

different perspectives – CRM can be treated as a process, strategy,  
philosophy, capacity (potential) of an organisation or technology 

[20]. Solima presented the concept of CRM captured from different 
perspectives: (1) as a process, (2) as a strategy, (3) as a philosophy, 

(4) as an ability, (5) as a technology [21]. Often, the concept of 
CRM is defined in terms of a few perspectives simultaneously. 

According to  Bose CRM is “an integration of technologies and 

business processes used to satisfy the needs of a customer during 
any given interaction. More specifically, CRM invo lves acquisition, 

analysis and use of knowledge about customers to sell more goods 
or services and to do it more efficiently” [22, p. 89]. According to 

Parvatiyar and Sheth CRM “is a comprehensive strategy and 
process of acquiring, retaining, and partnering with selective 

customers to create superior value for the company and the 
customer. It involves the integration of marketing, sales, customer 

service, and the supply-chain functions of the organization to 

achieve greater efficiencies and effectiveness in delivering customer 
value” [23, p. 5]. The essence of CRM was aptly defined by 

Greenberg “CRM is a philosophy and a business strategy supported 
by a system and a technology designed to improve human 

interactions in a business environment” [24, p. 30].  

It helps to understand the behaviours of customers through an 
intense communication with them [25]. CRM helps firm to predict 

the future behavior of customers and to scope the implementing of 

policies from a future perspective and also helps firms to streamline 
the existing setup of the organizations by guiding some fundamental 

changes that are required for competitive advantages [26]. The 
authors of the study take the position that CRM does not exclude 

any of the above-listed perspectives, but it combines them. CRM is 
a strategy, a philosophy and a process of acquiring, analysing and 
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using customer knowledge to boost sales, and at the same time an 
organisation‟s capacity to implement this strategy, philosophy, and 

process in a conducive organisational culture and using appropriate 
technologies. The main aim of CRM is to build and maintain long-

lasting relations with customers based on trust and loyalty, which 
lead to product and service sale that remains at a high level or/and 

shows an increasing trend, which results in the achievement of 

competitive advantage and increase in the organisation's market 
value. CRM stands for the ability of an organization to [25, p. 16]: 

„1. find customers; 2. get to know them; 3. keep in communication 
with them; 4. ensure that they get what they want from the  

organization – not just in the product but in every aspect of the 
organization‟s dealings with them; 5. check that they receive what 

they were promised – subject, of course, to it being profitable; 6. 
ensure that the customer is retained – even if the customer is 

unprofitable today, the goal is long-term profitability”. 

 The development of social media contributed to the evolution 

of the concept of CRM and emergence of the concept of social 
CRM. According to Thompson, social CRM is combination of 

social media and the concept of CRM [27]. Greenberg stresses that 
social CRM is an extension of CRM, not its substitute, and defines 

social CRM as an extended CRM – “Social CRM is a philosophy & 
a business strategy, supported by a technology platform, business 

rules, workflow, processes & social characteristics, designed to 

engage the customer in a collaborative conversation in order to 
provide mutually beneficial value in a trusted & transparent 

business environment. It's the company's programmatic response to 
the customer's control of the conversation" [28].  

The basic difference between CRM and social CRM is that 

CRM assumes one-way communication between the customer and 
the enterprise, which is usually initiated by the enterprise. This type 

of communication is insufficient to build relations, as it 

marginalises the significance of customer expectations. The concept 
of social CRM, in contrast, offers two-way communication.  

Social media is the environment where entrepreneurs should 

look for Generation Z customers in order to establish contact and 
build relations with them. Scholars stress that when studying a 

generation, one should take into account its heterogeneity, which 
necessitates examination of specific segments in each generation 

[29, 30, 31]. The object of the study presented in this paper is the 

behaviour of females – students – on social media. Knowledge 
about where female Gen Z customers can be most often found on 

social media, what benefits they expect in their relations with 
enterprises and what ways of communication would be best-suited 

to them will allow entrepreneurs to propose a personalised, and thus 
effective communication, which is the basis of social CRM. 

In keeping with the views of Kavounis [32], Francis and Hoefel 

[33], Bassiouni and Hackley [34], Kamenidou et al. [35], Priporas et 

al. [36], Hampton and Keys [37], the authors assumed for the 
purpose of the research that the term Generation Z means a 

generation of people born in the years 1995-2009 (2010 is the first 
year of birth of Generation Alpha [38]). 

Based on the existing research results, one can characterise Gen 

Zers as: responsible, loyal, cautious, compassionate, open, 
determined [39], realistic, creative, hyper-connected, open to 

sharing with other people via mobile devices and social media their 

good and bad experiences resulting from the customer-company 
relationship, and preferring contact via technology to face-to-face 

interaction [40]. Generation Z is the most diverse generation of all 
[41], which makes it open to ethnic diversity [42].  

Gender, a key variable in segmentation and marketing research, 

determines differences in the behaviours of males and females 
during online shopping, communication and relationship 

management on the Internet. In particular, it is believed that females 

are relation-oriented, while males are agendic; females show 
preferences for maintaining family ties, connecting with friends and 

engaging in social activities, while males are more focused on task-
oriented activities [43]. Research shows that females and males 

show different approaches and preferences when using various 
information systems [44]. Research concentrated  around 

identifying gender differences in overall effectiveness of marketing 
strategies revealed distinctly different convictions, attitudes and 

behavioural intentions [12]. Males and females differ in how they 
perform various activities on the Internet connected with 

communicating with others, watching photos and films, following 

people or events, posting or sharing information, playing online 
games, and reading and sharing with others promotional 

information [45]. For instance, males and females become loyal in 
their behaviours for different reasons [46]. 

Like in the case of other psychological phenomena, gender and 

age are among variables impacting purchasing decisions, which 
allow for identification of individual differences. Females are more 

susceptible to the impact of the environment; they search for more 

information and dedicate to it more time in the decision making 
process [47]. An enterprise seeking to build relations with 

customers on social media needs to know not only where to search 
for customers, but also what benefits are expected by social media 

account users and what forms of enterprise-customer 
communication are most desirable. Therefore, we formally pose the 

following research questions: 

RQ1. What social networking sites do female Gen Zers use most 

often? 
RQ2. What benefits do female Gen Zers expect when using social 

media portals? 
RQ3. What way of enterprise-customer communication would be 

the most suitable according to female Gen Zers? 
RQ4. Do female Gen Zers assess themselves as loyal customers? 

RQ5. Do female Gen Zers defend an enterprise's reputation on 
social media? 

3. Research methodology 

The research into the attitudes of Gen Zers towards brands on 
social media is part of broader research conducted by the authors 

among students in Poland and Great Britain in the fourth quarter of 
2020 and the first quarter of 2021. In both the cases, which included 

qualitative and quantitative aspects, the method of indirect 
measurement in the form of survey research, the technique of a 

survey, and the research tool of a survey questionnaire were used. 

The catalogue of the variables used in the research was proposed 
based on critical analysis of the literature [48, 49]. There is no 

agreement in the literature regarding the year of birth of 
representatives of Generation Z. The most often cited date is the 

year 1995, which the authors of the paper adopted as the cut-off 
year in their study. 

The authors also assumed that the independent variable is the 

tested group of respondents, not the entire population of generation 

Z. The difficulty in unequivocally indicating the age range of 
generation Z makes it problematic to treat this variable as an 

independent variable. The authors found that using Gen Z as a 
heuristic is useful because generational profiling now exists as 

description in popular media and popular culture. 

Before commencing the main research, the authors conducted a 
pilot study in 2018, which allowed them to identify and eliminate 

errors in the survey questionnaire before proceeding to the main 

research. A total of 157 students participated in the research 
conducted in Poland, and responses of 151 students (126 females 

and 25 males) were qualified for the analysis. A total of 150 
students participated in the research conducted in Great Britain, and 

responses of 150 people (80 females and 70 males) were qualified 
for further research. The research was conducted using the CAWI 

technique. In Poland, an online survey questionnaire was made 
available on the Webankieta.pl platform, while data collection in 

Great Britain was commissioned to an external institution 

specialising in conducting surveys. The sampling for both studies 
was non-probabilistic. Using non-probabilistic selection, the authors 

also applied statistical inference, treating it only as an opportunity 
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to identify relationships in the studied groups, which descriptive 
statistics does not allow. It is also important to stress the high 

degree of feminisation of the group of the Polish students qualified 
for the research, which impacted the gender structure of the 

respondents. 

Based on the research results, the authors calculated the number 

and frequency of the respondents' responses to the individual 
questions on the survey. The authors are aware that the applied 

sampling technique does not allow the researcher to estimate the 
error appearing when generalizing the regularities observed in the 

sample to the entire population. All the analyses were conducted 
using software Statistica v.13. 

The authors are aware that survey research has limitations such 

as providing merely superficial understanding of the phenomena 
being studied or inaccurate answers given by respondents. Criticism 

of the presented research results may be that the research was 

conducted on a small group of participants. Small samples may be 
methodologically questionable (e.g., generalisation is difficult), but 

they can be useful in inference if proper statistical tests are used 
[50]. 

4. Results 

All the surveyed Gen Zers in Poland and Great Britain reported 

using social networking portals. Figures 1 and 2 present responses 

(in %) to multiple choice questions about which social networking 
portals were used by the respondents (by gender) in 2020/2021. 
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Fig. 1. Use of social networking portals by respondents (by gender) in 

Poland in 2020/2021. 
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Fig. 2. Use of social networking portals by respondents (by gender) in Great 

Britain in 2020/2021. 

The collected data showed the most popular social networking 
portals in the examined groups of female respondents in 2020/2021. 
In both the countries, the surveyed females most often indicated 

Facebook, YouTube and Instagram, but the popularity of these three 
portals differed between the analysed countries. Huge differences 

between the female respondents in Poland and those in Great 
Britain were also observed in the use of Twitter (55 percentage 

points) and Pinterest (28 percentage points). The women in Poland 

did not specify any portal in the category "other", whereas those in 
Great Britain indicated TikTok (1 woman).  

The next stage of the research was finding out which benefits of 
the use of social media accounts by female Gen Zers were 

significant in both the analysed countries. The respondents were 
presented with a catalogue of benefits (along with the possibility of 

indicating benefits other than those mentioned in the question) and 
asked to rate each of them on a scale of 1 to 5, where 1 signified the 

least significant benefit, and 5 – the most significant one (Tables 1 

and 2). 

Table 1: Assessment of the benefits of the use of social media accounts by 

female respondents in Poland in 2020/2021. 

Benefits of using social networking sites 

Evaluation of the benefits 

(responses in %) 

1 2 3 4 5 

possibility of finding and following friends 0.79 0.79 3.18 33.33 61.91 

fast communication 0 1.59 1.59 19.04 77.78 

most important information at one place 0 6.36 15.87 50.79 26.98 

following trends on the Internet (e.g. 

interesting video, music) 

2.38 5.56 15.08 44.44 32.54 

sharing information with friends 0 3.18 8.73 24.6 63.49 

possibility of acquiring information about 
products/services of a particular company 

0 3.97 7.94 50.79 37.30 

possibility of expressing one's opinions 
about products/services of a particular 

company 

0.79 13.49 11.11 46.83 27.78 

possibility of creating and implementing 

changes in products/services and the 
functioning of a company 

3.97 20.64 41.27 24.60 9.52 

access to numerous web services using one 
account on a social networking site  

0.79 7.14 19.84 38.10 34.13 

opportunity to have access to additional 
materials (in the case of artists' official 
profiles, TV channels) 

0 3.96 15.08 43.65 37.31 

finding new friends 3.97 15.08 17.46 35.71 27.78 

possibility of self-promotion, being seen 9.52 11.90 18.25 40.49 19.84 

Out of the benefits of using social media accounts, the 
following ones were rated  highest by the female respondents in 

Poland: swift communication, opportunity to find and follow 

friends, sharing information with friends and opportunity to acquire 
information about products/services of a given company. 

Opportunity to create and make changes to products/services and 
the functioning of the company was indicated as the least important 

benefit. 

Table 2: Assessment of the benefits of the use of social media accounts by 

female respondents in Great Britain in 2020/2021. 

Benefits of using social networking sites 

Evaluation of the benefits 

(responses in %) 

1 2 3 4 5 

possibility of finding and following friends 6.25 12.50 27.50 33.75 20.00 

fast communication 3.75 7.50 11.25 32.50 45.00 

most important information at one place 2.50 13.75 35.00 32.50 16.25 

following trends on the Internet (e.g. 
interesting video, music) 

6.25 13.75 23.75 40.00 16.25 

sharing information with friends 2.50 10.00 21.25 41.25 25.00 

possibility of acquiring information about 
products/services of a particular company 

2.50 15.00 35.00 27.50 20.00 

possibility of expressing one's opinions 
about products/services of a particular 
company 

7.50 20.00 26.25 26.25 20.00 

possibility of creating and implementing 
changes in products/services and the 
functioning of a company 

8.75 30.00 25.00 18.75 17.50 

access to numerous web services using one 
account on a social networking site  

10.00 13.75 25.00 33.75 17.50 

opportunity to have access to additional 
materials (in the case of artists' official 
profiles, TV channels) 

5.00 15.00 36.25 30.00 13.75 

finding new friends 18.75 12.50 27.50 26.25 15.00 

possibility of self-promotion, being seen 15.00 18.75 28.75 20.00 17.50 
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In the case of the study carried out in Great Britain, the 
following benefits of using social media accounts were rated 

highest by the respondents: swift communication, following the 
Internet trends and sharing information with friends. Like in the 

case of the respondents in Poland, opportunity to create and make 
changes to products/services and the functioning of the company 

was indicated as the least important benefit. 

In order to compare the responses assessing the benefits of 

using social media accounts by the surveyed females in Poland and 
Great Britain, median was used. By calculating the median value for 

each of the benefits (Figure 3), the middle value was found, i.e. one 
that splits the number of observations in half (with the same number 

of observations above and below it) in each study group. 
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Fig. 3. Medians of the scores of the benefits of using social media accounts 

as given by female respondents in Poland and Great Britain in 2020/2021. 

Based on the comparison of the medians (Figure 3), it was 
concluded that the presented benefits were rated higher by the 
female respondents in Poland compared to those in Great Britain. In 

the case of the benefits designated as B4, B8 and B9, i.e. following 

the Internet trends, opportunity to create and make changes to 
products/services and the functioning of the company, and access to 

multiple Web services via one social media account, the medians of 
the scores were identical among the respondents in both the 

countries. 

Other benefits of using a social media account as indicated by 
female respondents in Poland were as follows:  

 possibility of shopping and fast sale of products; forming an 
opinion about a given product or company,  

 finding a job, 

 discovering new interests, possibility of personal development, 
having a specific style, 

 gaining popularity, self-promotion, 

 following the life of others, observing what is happening in the 
world, 

 time for relaxation and enhancement of mood, 

 learning about various events, 

 connecting people into groups, possibility of discussing any 
subjects with other people, more openness to new friendships, 

 encouraging others to help, e.g. to adopt a pet. 
The respondents in Great Britain, in turn, indicated the 

following benefits: 

 up to date source to look at what‟s going on the world and to 

see other peoples opinions, 

 being able to connect with people in different timezones, 

 keeping in contact with friends from other places, 

 learn something new, 

 creativity. 

The next stage of the research was asking the respondents 
(through a question based on an ordinal scale) whether they 

searched for the social media accounts of a specific company before 
using its service or purchasing its product. Figure 4 presents the 

collected data (as quantities) in Poland and Great Britain in 

2020/2021. 

 

Fig. 4. The quantities of the responses (in %) to the question about 

searching for social media accounts of a specific company before 
purchasing its product/service as provided by female respondents in Poland 
and Great Britain in 2020/2021.  

When comparing the percentages of the responses provided to 
the individual categories (Figure 4), there is a significant similarity 

in the responses concerning searching for social media accounts of a 
specific company before using its services/purchasing its product 

between the respondents in both the analysed countries. The 
majority of the surveyed women (70% in Great Britain and 64.28% 

in Poland) reported that they often or almost always searched for 

social media accounts of a specific company before using its 
service/purchasing its product.  

The respondents were also asked to indicate the form of social 

media communication with an enterprise that was most suitable for 
them. Polish females would preferably communicate with a 

company via Messenger, chat with a consultant and fan page, 
whereas British females would do so via e-mail, Messenger and 

chat with a consultant. The forms of communication that Polish 

females would prefer the least were: SMS, open discussion on the 
forum, e-mail and live transmission. For British females, the least 

desirable forms of social media communication with an enterprise 
were: SMS, open discussion on the forum, live transmission and fan 

page.  

The next stage of the research was gathering the opinions of the 
respondents in Poland and Great Britain regarding their loyalty 

towards a given company (brand). Table 3 presents the quantities of 

responses (in %) by the respondent's gender. 

Table 3: Respondents' self-assessment as loyal customers (by gender) – 

findings of the research conducted in Poland and Great Britain in 
2020/2021.  

Select the statement that best 

describes you 

Gender (responses in %) 

Males Females 

GB PL GB PL 

I am a loyal customer, i.e. I 
become attached to a company. 

41.43 52.00 45.00 40.48 

I often experiment, I don't 
become attached to a company. 

58.57 48.00 55.00 59.52 

In total 100.00 100.00 100.00 100.00 

The research conducted in Poland and Great Britain in 2020/2021 
does not indicate clearly whether Gen Zers can be described as 

loyal customers. Over half of the surveyed females in Poland (60%) 
and Great Britain (55%) described themselves as customers who 

often experiment and do not attach themselves to a given company. 

Similar proportions of the responses were obtained among the 
surveyed males in both the countries.  
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Table 4 presents the quantities of responses (in %) by gender of 
a Gen Z respondent regarding the willingness to defend a company's 

reputation on social media. 

Table 4: Respondents' willingness to defend a company's reputation on 

social media by gender – results of the research in Poland and Great Britain 
in 2020/2021. 

Willingness to defend  

a company's reputation  

on social media 

Gender (responses in %) 

Males Females 

GB PL GB PL 

no, I don't defend a company in  

a discussion, because it doesn't have to 
respond to every attack 

14.29 16.00 18.75 23.02 

no, I don't defend a company in  
a discussion, because lapses in an offer 
and customer service should be publicised 

1.43 28.00 6.25 8.73 

no, I don't defend a company in  
a discussion, because a company has  
a person responsible for communication at 
a fanpage 

15.71 12.00 15.00 31.75 

yes, I defend a company in a discussion, if 
the accusations are unfounded and absurd 
(do not match the reality) 

25.71 28.00 30.00 20.63 

yes, I defend a company in a discussion, 
when the author of a critical statement 
hides himself/herself behind a fake name 
(it is clear that his/her personal data is 

untrue) 

7.15 4.00 8.75 5.55 

yes, I defend a company in a discussion, 
when a negative opinion is presented over 

and over again and becomes annoying for 
other 

17.14 12.00 11.25 7.94 

yes, I unconditionally defend a company 

(I like) in a discussion 
18.57 0 10.00 2.38 

In Total 100.00 100.00 100.00 100.00 

The results of the research carried out in 2020/2021 (Table 4) 
indicate that the female respondents in Great Britain (60%) 

defended a company's reputation on social media more often than 
Gen Z female respondents in Poland (36.5%). The surveyed females 

in Poland usually explained their lack of defence of a company's 
reputation on social media by stating that a company employed a 

person responsible for fan page communication (32%) and that a 
company did not need to respond to every attack via social media 

(23%). When comparing the responses of females and males in both 

the analysed countries, it is clear that the surveyed Gen Z males are 
more willing to defend a company's reputation. The willingness to 

defend a company's reputation on social media was confirmed by 
44% of the surveyed males in Poland and 68.5% of the surveyed 

males in Great Britain.  

5. Conclusion 

From the commercial point of view, a company‟s success in the 

Internet environment depends to a large extent on whether it knows 
the size, characteristics and requirements of the Internet user 

market, and in the case of Generation Z – social media users in 
particular. Hence, a better insight into Internet users and their 

behaviours in the online environment is of key importance to 
companies that want to successfully build competitive advantage.  

Understanding the impact of gender on online communication 

and management of enterprise-customer relationships on social 

media is vital, both theoretically and in practical terms. The findings 
of the present research may help scholars to explain the 

inconsistencies pointed out in previous studies, and offer 
practitioners a better understanding of the preferences of Generation 

Z females in the context of online communication. Research into 
gender differences in the use of social media, ways of 

communication, information sharing or developing loyalty towards 
a company as a result of online marketing communication activities 

should enrich the theoretical understanding of the specificity of the 

behaviours of social media users, and empirically highlight and 
point out the differences in behaviour that enterprises may use to 

design future marketing strategies.   

The results of the research, although it was not conducted on a 
representative sample, can deepen the knowledge about social 

media behaviour of the representatives of Generation Z. The 
differing responses provided by Polish and British females indicate 

that when building relations with customers from different 
countries, enterprises should take different actions depending on the 

country. The first step in the process of social CRM is finding 

customers on social media. In the case of both the countries, an 
entrepreneur will most often find females on Facebook, You Tube 

and Instagram. Both the Polish and British women value swift 
communication most. However, when using social media accounts, 

the former also appreciate the possibility of finding and following 
friends, sharing information with them and the possibility of 

acquiring information about the products/services of a given 
company. British women, in turn, mainly use social media accounts 

to follow the Internet trends and share information with friends. An 

important piece of information for entrepreneurs is that the majority 
of the surveyed females in Great Britain and Poland often or almost 

always search for social media accounts of a given company before 
using its services/purchasing its product. When an entrepreneur 

knows where to search for female customers and that such 
customers also look for him/her on social media, in the next step 

he/she should seek to learn more about social media behaviours of 

his/her female customers. This knowledge will allow him/her to 
propose a tailored, and hence successful campaign. Polish women 

would preferably communicate with a company via Messenger, chat 
with a consultant and fan page, whereas British women would do so 

via e-mail, Messenger and chat with a consultant. The results do not 
show clearly whether Gen Z females can be described as loyal 

customers, but it should be noted that the respondents in Great 
Britain defend a company's reputation on social media more often 

than Gen Z respondents in Poland.     

Analysis of the collected data enables a discussion on designing 

marketing strategies targeted at Gen Z females in the context of 
online communication. Knowledge about where Gen Z females can 

be most often found on social media, what benefits they expect in 
their relations with enterprises and what ways of communication 

would be best-suited to them will allow entrepreneurs to propose a 
personalised, and thus effective, communication, which is the basis 

of social CRM. 
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