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ABSTRACT

E-CRM is the main e-commerce approach. E-CRM is an association of management,
application, and software. E-CRM aims to improve customer service, establish a relationship
and retain important customers. As the literature states, E- CRM deals with technology,
procedures, people, and E-CRM is intended to achieve customer loyalty. Previous researches
have examined E-impact CRM's on customer satisfaction, service quality, trust, and customer
loyalty. The major aim of the current study is to investigate important research on customer
satisfaction, service quality, trust, and customer loyalty for E-CRM. To do that, the author
has sought and reviewed in detail several corresponding journals indexed in reputable
databases to collect adequate indexes. Findings give information on each source, show what
can befound there and how valuable the knowledge may be. This article meets defined needs
for information/resources and gives practical aid for an individual and academic who initiate
an E-CRM research with customer satisfaction, service quality, trust, and loyalty. This
research also offers a useful insight into E-CRM in the best possible form for the supervisors
of administrative firms and adapts it to their businesses or industry cultures to raise the
levels of customer loyalty and improve their organization’s profitability and revenue.

Keywords: Customer Relationship Management; Electronic Customer Relationship
Management; Customer Satisfaction; Service Quality; Trust; Customer Loyalty.

INTRODUCTION

The term CRM was used since the 1990s and evolved as a corporate strategy for the
selection and management of the most important customer communications. Themanagement
of customer relations needs a focus on customers and a culture tosupport the organization's
efficient marketing, sales, and post-sales services. Thecustomer-centric culture focuses on the
simple principle of single-to-one consumer connection. In the viewpoint of a person who
wants, buys, and requires, this approach applies to each customer.

E-CRM s the technology that checks customer interactions with the support of
innovation. In the whole management process, the E-CRM leads to satisfied customers
(Durai & Stella, 2017).

The banking sector has experienced a number of issues as a result of fast changes in
the business environment. As a result, the banking industry must become more competitive in
responding to client queries in order to suit customer preferences and wants. Customer
Relationship Management (CRM) is a strategy that allows businesses to gather information
about their present and potential customers, as well as their needs and desires, and utilize it to
improve their implementation and retention (Saputra, 2019). The researchers also supported
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using E-CRM to mix digital marketing with customer-based marketing approaches (Al-
Dmour et al., 2019).

E-CRM Definitions

E-CRM improves a company's complete purchase and sale process by increasing its
efficiency over its rivals in terms of its various wants and demands and thus makes them
happy and loyal to the organization. At last, associations not only increase their income, but
also start to grow via the use of new E-CRM instruments (Salehi et al., 2015). It was
determined that the E-CRM system better serves customers to satisfy their expectations and
to achieve larger company benefits and revenues. Types of research have been carried out to
support E-CRM's advantages for banks in particular. For example, (Bezovski & Hussain,
2016) found that E- CRM offers advantages to the banks such as lower branch workload,
reduced administrative costs, increased cross-sales, bank profits, and the ability of bankers to
understand customer requirements from prior transactions. Delicate technology use is the
strategic means through which associations obtain competitive advantage regardless of their
type and size. Every business in the world today seeks to achieve success via the most
advanced use of technology, while simultaneously relying on customer relationship
management for its success or failure (Nasruddin & Khalid, 2017).

CRM versus E-CRM

The difference between CRM and E-CRM is that the CRM, or equivalent E-CRM, is
based on CRM, but the focus is on individualization, sales direct marketing technology, and
the provision of a variety of services to local market. E-CRM makes this possible for
consumers by making contact with the firm more efficient; it also shows its potential as a
customer via this relationship, as well as the organisation and the customer benefit. E-CRM is
also reliant on the CRM platform, which focuses on segmentation technologies, customer
data analysis, multi-channel interactions, one-to-one interaction, and market-specific services.
The application of information technology in customer interactions has resulted in the
creation of the E-CRM concept. As a result, clients were able to build their own unique
items using IT capabilities. It's worth noting that the "E" in E-CRM refers to a new
technology, namely the Internet (Taghipourian et al., 2019):

e Implement a customization degree in which CRM was unavailable. One of theadvantages of
E-CRM enables every customer to provide products and services.

e Reacted more quickly than customers on channels that are different from theCRM channels.

e Track each customer's behavioral trends because E-CRM was unable to do so.

e Customer empowerment increased, which is less in terms of CRM.
Service Quality Definitions

Quality of service has become important due to the increasing preparedness of
services associations and the growing competition between them, where it is not enough,
without the provision of good treatment and knowledge among the biggest customers, to
continue to handle them and expand their customers' base and to provide services at
reasonable quality and price (Alshurideh et al., 2017).

Service Quality Dimensions

The term of quality of service involves both the service results and the service
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execution. According to Jovovic et al. (2017) and Parasuraman et al. (1985) have proposed
the five-dimension (reliability, tangibility, empathy, assurance, and responsiveness) for the
measurement of service quality. The materialist resources, apparatus, and manifestations of
HR are described by tangibility; the understanding and seriousness of the customer
requirements are described; the empathy to provide services committed in perfect terms is
strongly linked to the reliance on reliability; and responsiveness indicates thatthe bank's staff
are compliant to support the customer and make it timely Several studies used the Seroquel
methodology to assess service quality in several businesses, including banking. Different
studies (Apornak, 2017; Oskooii & Albonaiemi, 2017) have joined the Servqual five
dimensions model to examine the quality of services and customer satisfaction in the banking
sector.

Customer Satisfaction Definitions

Customer satisfaction is used as the extent to which customers are satisfied with a
company's goods, services, and skills. Satisfaction is described in the comparison between
one's expectations and the products, outcomes, and perceived results, as a level of pleasure or
satisfaction. When customers receive items and services of outstanding quality, their degree
of satisfaction is increased (Al-Dmour et al., 2019).

Customer Loyalty Definitions

Associations succeed in today's market if they are loyal to them and may now get
competitive advantages. By adopting E-CRM in their whole process, banks quickly develop
customer loyalty (Abu-Shanab & Anagreh, 2015) Loyalty has strong, economical and
handling costs to achieve quality, on-time delivery, and product delivery (Al-Hawary &
Hussien, 2016; Alshurideh et al., 2017) Customer loyalty is essential, in the extremely
competitive business banking environment (Mang'unyi et al., 2017).

Trust Definitions

Building consumer connections requires a high level of trust (Mahmoud et al., 2017).
One of the most essential backdrops of strong and community relationships is commercial
trust; trust is seen to be a vital component in the formation of internet commerce (Kundu &
Datta, 2015). For e-commerce system administrators and information system researchers,
building online trust is a critical problem (Elbeltagi & Agag, 2016). Clients may gain trust
online through a variety of techniques, such as the website's thorough design or the
information offered by the service provider to their customers (Mousavian & Ghasbeh, 2017).

LITERATURE REVIEW

The major goal of the study of Bataineh (2015) was to see how E-CRM techniques
used by Jordanian banks affect Electronic word of Mouth (eWOM) on these banks' social
networking sites (SNSs), such as Facebook, Twitter, and Instagram. Furthermore, an
advanced survey was used to collect data from a sample of 507 customers; the findings
revealed that electronic direct mail, perceived benefits, and interpersonal communication all
had an impact on the eWOM of banks' SNSs. Furthermore, the function of customer
satisfaction as a mediating factor was confirmed.

Hidayat et al. (2015) in his study determined how the quality of service, customer
trust, and customer service affect customer satisfaction and loyalty at Islamic banks in East
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Java. Data collection questionnaires were used, and the results revealed that Islamic banks
have a significant impact on customer satisfaction with service quality and consumer
confidence. Through East Java customer satisfaction, service quality and customer trust have
a direct and indirect influence on customer loyalty. Directly and indirectly, religious
commitment has minimal impact on customer satisfaction and loyalty.

Kaur & Kaur (2016) examined that how E-CRM competitive advantage greatly helps
to organizational financial success. Research results indicate that the financial success of E-
CRM considerably adds to the success of the firm. It may also be noted that the competitive
advantage of E-CRM may also influence non-financialdevelopment (such as satisfaction with
the customer), improving internal business quality, and also upgrading e-services and
facilities in a bank.

Navimipoura & Soltani (2016) found the most effective factors for E-CRM efficiency
(cost, Technology acceptance, and employees’ satisfaction) They gathered information from
clients in a major UK city via a surveyor. The impact of technology acceptance on
organization performance begins with infrastructure capability, ease of use, and E-learning
systems, according to data from 210 employees of the Tax Administration of East
Azerbaijan in Iran, and the complementarity among these factors positively influences the
effectiveness of the E- CRM. The findings also revealed that customer expenses have a
significant influence on customer relationship performance, increasing the usefulness of an E-
CRM in the organization.

Mang'unyi et al. (2017) analysed the influence of the Electronic Customer
Relationship Management features (E-CRM) on customer loyalty. Via a cross-sectional
survey approach, data was obtained using self- administrated questionnaires from a
convenience sample of customers of a largecorporate Kenyan bank. Results from correlation
analysis and other regression analyses have shown that E-CRM loyalty is a positive,
substantial link between pre- service, during service, and after-service, and that pre-service
and service features predict loyalty considerably. Improving E-CRM procedures might be a
strategic competitive strategy to affect the bank’s customer connections.

Cherapanukorn (2017) studied the factors of success of E-CRM in the hotel sector.
Semi-structured questionnaires and five hoteliers were interviewed using the benefit of
quality research. The exact results demonstrate that five primary factors result in the success
of E-CRM; include organization readiness, customer service, knowledge management, online
communication, and technology support.

Oumar et al. (2017) studied set Customer Relationship Management theory (CRM)
and examined the link between electronic CRM (E-CRM) and electronic banking loyalties (e-
customer). By adopting a review strategy, the data were collected using a questionnaire taken
from the commodity samples of the major Kenyan commercial bank's customers. The results
show that E-CRM and e-customer loyalty relate beneficially. E-CRM characteristics greatly
affect e-customer loyalty in the banking sector at all three phases of anelectronic transaction
cycle, which include pre-service, during service, and post-service.

According to Chiguvi & Guruwo (2017) Customer satisfaction has an impact on
consumer loyaltyin Botswana's banking business. In addition, the impacts of demography as
moderating buildings were examined in this study. A self-administered questionnaire was
randomly picked from 44 respondents who visited Standard Chartered Bank using an
explicatory study technique. Customer satisfaction and loyalty were found to have favourable
links in the study.

Yildiz (2017) investigated the influence of service quality on customer trust and
satisfaction, customer loyalty, and word-of-mouth loyalty. Questionnaires were sent to 460
customers of various freight companies. As an outcome, satisfaction and trust have been
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found to have a strong impact on loyalty and loyalty to have a positive impact, word of
mouth.

Mang’unyi et al. (2017) by using data from clients of one of Kenya's largest retail
banks in the field of Electronic Customer Relationship Management (E-CRM), this research
attempts to investigate the mediation impact of Customer Satisfaction (CS) and Customer
Loyalty (CL). The interaction of the E-CRM transaction and the CS was statistically
significant, and the CL was forecasted, but the interaction didn't account for considerably
more differences than the E-CRM characteristics and the CS, according to this study, which
was conducted in survey mode. The relationship between the E-CRM transaction
characteristics and the CS capabilities was also statistically significant, according to the
research. The pathanalysis revealed that CS mediation had no significant influence on the E-
CRM-CL connection.

The purpose of the study (Aldaihani & Ali, 2018) was to look at the effects of
commercial banks in Kuwait providing high-quality electronic services through electronic
customer relationship management. The research population consisted of all commercial
bank clients in Kuwait. The descriptive-analytical strategy was used tomeet the study's aims,
with a questionnaire that incorporated a substantial data collection instrument created by top
researchers and writers in the field of study variables (39). Following the assessment of the
gathered data and assumptions, the following results were obtained: The quality of services
provided by Kuwait's commercial banks has been greatly influenced by e-customer
relationship management.

Mulyono & Situmorang (2018) determined the role of online transportation
experience and pleasure in mediating the relationship between E-CRM and loyalty. The
applicability of e-customer relationship management, customer experience, customer
happiness, and customer loyalty is expanded in this article. Data was collected from 190
respondents who completed an online questionnaire while travelling. Result E-CRM shows
that it has a positive and substantial confirmation that it is satisfied and loyal to its consumers
in a research with direct effect. Result The relationship between E-CRM, customer happiness,
and loyalty is completely mediated by customer experiences, according to direct positive
research.

The objective of the study by Al-Dmour et al. (2019) was to establish an integrated
framework to examine the impact on customer satisfaction, consumer trust, and customer
retention of electronic customer relationship management (E-CRM) success factors (process
fits, customer information quality, and system support) which, in turn, have an effect on
Jordan's financial performance in the city of Amman. A sample of 343 industry managers,
branch assistants, and department leaders in Jordanian commercial banks responded to an
autonomous questionnaire. The findings show that Customer Satisfaction, customer trust, and
customer retention have been positively benefited by E-CRM success factors (process fit,
Customer Information Quality, and system support). In addition, writers found that customer
satisfaction and consumer trust had a strong effect on the retention of customers. Customer
satisfaction, consumer trust, and customer retention were proven to have a strong influence
on the financial success of the company.

Mohammad (2019) studied the effects on customer electronic loyalty of banks in
Jordan of the electronic customer relations management. The survey was made up of
customers who electronically make their bank transactions. A questionnaire was prepared by
elite investigators and writers, in the field of study variables, to provide data collection,
consisting of (26) statements and distribution andcollection of 400 questionnaires. The results
of this study demonstrated that electronic customer loyalty in banks operating in Jordan is
positively impacted by electronic customer relations.
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Abdi et al. (2019) investigated the impact the service attributes and the quality of
customer-bank connections of electronic Customer Relation Management (E-CRM) and
collected information using a questionnaire. Results show the impact of E-CRM on the
services and quality attributes and the results of the customer relationship with the Maskan
Bank. Moreover, the implementation of E-CRM also affects the quality and results of
relationships indirectly through customer service attributes.

Rashwan et al. (2019) evaluated the links between E-Customer Relationship
Management (E-CRM), electronic banking satisfaction as a mediator variable, and electronic
customer loyalty. A questionnaire was used to obtain the data. The study indicated that the
characteristics of the E-CRM (expected security) were significantly interlinked with the
objectives of repeating e- mail transactions and giving other customers favorable comments;
the convenience of website design and supplying customers with favorable remarks to other
people were significantly correlated. Although the convenience of the website design and
intentions of repeated e-dealing are not significant. And electronic banking pleasure does not
operate as a mediator in affecting the link between the E-CRM dimensions (expected
security) and the intention to repeat electronic transactions.

Taghipourian et al. (2019) examined E-CRM on the relationship quality and its
results. Therefore, in the statistical collectivity between private banks electronic customers of
388 individuals, evidence from the Iranian private banks. Datademonstrate that the quality of
connections and the implications of customers with 7 parts including communication
channels, communication quality overall, confidence, satisfaction, loyalty, maintenance and
the trend to compromise have a good andimportant impact on E-CRM and The impact on the
quality dimensions and consequences with customers such as satisfaction, loyalty, and
maintenance were confirmed by the outcome of the study.

Boonlertvanich (2019) provided a complete model that reflects the connections
between quality of service, customer satisfaction, trust, and loyalty in retail banking. Data are
gathered from 400 customers via a questionnaire. Quality of service perceived by the
customer, directly and indirectly, impacts attitude and behavioral loyalty through satisfaction
and trust. Customer loyalty is less affected by service quality if a customer is a major bank.

Kumar & Mokha (2020) examined the effects on customer loyalty in the banking
business using E-CRM (measured using products/services, data security/privacy, alternative
payment methods, problem-solving, Online feedback,and FAQs). Data are gathered from
Delhi/300 NCR's customers (either 150 from the banks of the public or private sector)
utilizing E-CRM. The results show that all six elements of E-CRM have a substantial positive
customer loyalty relationship. This experimental outcome will have academic and
management consequences as they support E-CRM managers in the decision-making process
and assist them to build the current knowledge base.

Salameh et al. (2020) examined the effects of E-CRM in Saudi Arabia on customer
satisfaction, customer trust, and commitment. A quantitative cross-sectional survey has been
designed for this project. Study outcome the strong impact on E-CRM has been demonstrated
by customer satisfaction, customer profitability, trust, and commitment. Empirical data of
thissurvey showed the key determinants of effective E-CRM from the customer’s point of
view, satisfaction, customer profitability, trust, and commitment.

Hanif et al. (2020) looked at the influence of E-CRM on organizational performance.
In today's corporate setting,digital technology plays a critical role, and customer happiness
is predicated on itsuse. Random sampling was used to conduct the inquiry in Pakistan.
Quantitative and qualitative approaches have been used in questionnaire research processes.
A total of 220 surveys and interviews were used to create the sample. This demonstrates that,
as competition grows, the electronic customer relationship has a beneficial impact due tothe
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organization's requirement to maintain the E-CRM system. Our conclusion demonstrates that
customer satisfaction results in the use of technology in mediation for E-CRM and
organizational success.

Darojat (2020) examined the influence of E-CRM and e-service quality on customer
satisfaction and customer loyalty as mediators. Kidang Rangga Mebel Jakarta using a sample
of 160 customers. The research objective is to customer PT. Quarantine research types via
disseminating surveys. IT was proven to have a good and considerable influence on PT's
customer satisfaction and loyalty with E- CRM and e-service quality. Kidang Rangga Mebel
Jakarta's customer loyalty has a large and good effect on satisfaction; satisfaction with the
partial mediation of the effects of the E-CRM and the quality of e-services on customer
loyalty PT.

Dehghanpouri et al. (2020) assessed the performance of the E-Customer Relationship
Management (E-CRM) systems through the effects of trust, privacy, service quality, and
customer satisfaction. A new framework is offered in this study to determine the important
success elements for E- CRM systems. The proposed model is checked with partially less
than squares with modeling of structural equations. 378 taxpayers in eastern Azerbaijan
Province of Iranhave been created and gathered with a questionnaire. The results show that
the qualityof service perceived mostly influences customer satisfaction.Trust seems to have a
strong influence on customer satisfaction. As a response, the operation of E-CRM systems is
greatly determined by customer satisfaction, service quality, trust, and privacy.

COMPARISON WITH PREVIOUS STUDIES

To the best of our knowledge, our proposal is the first study dedicated to the most
factors (E-CRM, Service quality, trust, customer satisfaction, and loyalty), Table 1 shows the
limitations of the previous researches attempted to introduce E-CRM studies.

Table 1
THE LIMITATIONS OF THE PREVIOUS STUDIES AGAINST THE NEW PROPOSED STUDY
Factors
Studies E-CRM Cl.Jstom'er Customer Commitment Serw_ce Custom_er Percglved Trust
satisfaction loyalty Quality |expectation| Price
The proposed study S \/ \/ \/ \/
Bataineh (2015) \ \
Hidayat et al. (2015) v v y \ V
Kaur & Kaur (2016) \
Navimipoura & N N
Soltani (2016)
Mang'unyi et al.
(2017) v v
Chiguvi & Guruwo, N
2017
Oumar et al. (2017) S S S
Chiguvi & Guruwo N N
)2017)
Yildiz (2017) S S S S
Mang’unyi et al.
(2018) v v v
Aldaihani & Ali
(2018) v v
Mulyono &
Situmorang (2018) v v v
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CONCEPTUAL FRAMEWORK

A theoretical framework describes the link between factors that contribute to the
research problem. The theoretical framework provides a clear understanding of the dynamics
of the problem being investigated and thus facilitates the generation of testable hypotheses.

/
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CONCEPTUAL MODEL

The direction of the links between study factors was consistent with the related
literature and theoretical background in addition to the link between service quality and trust,
customer satisfaction and loyalty whereas the direct relationship between E-CRM and trust,
customer satisfaction and loyalty will be considered. There are seven primary components in
the theoretical framework for this study (Figure 1):

1. Technology support
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CONCLUSION

This review article was a first-hand analysis of the E-CRM relationship with customer
satisfaction, customer loyalty, service quality, trust, and other sentences to ensure that the E-
CRM is in terms of customer satisfaction and customer loyalty, which is the goal of
ECRM in current marketing. The findings of investigations carried out byprior scientists
show that E-CRM has a positive and substantial determination in termsof client pleasure and
consumer loyalty, as discussed before in this scientific review article. by checking the
association literature and E-CRM has positive and important determinations as to the
dimensions of service quality and the role of trust as a variable could be determined in
enhancing relations between E-CRM, customer satisfaction, and customer loyalty. The
findings of previous studies are consistent and interlinked as indicated in previous studies.
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