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1. Introduction

Customer relationship management (hereafter CRM) is a strategy to develop a relationship and identify the customer needs
to create loyal customers. Loyal customers are comparatively profitable to the company. CRM helps companies analyze the
behavioral pattern, needs and develops the relationship with customers by providing products and services (Herman,
Sulhaini, & Farida, 2020). CRM allows a company to reduce the cost of marketing to maintain relationship and provides
specific products and services to existing customers (Al-Dmour, Algharabat, Khawaja, & Al-Dmour, 2019; Herman et al.,
2020; Roh, Ahn, & Han, 2005). However recently, web based and/or existing e-commerce have changed the traditional
view of CRM to the eCRM. Dramatic changes have happened in many aspects of the existing commerce, including the
creation of new companies with new business models, business opportunities and Modern Business Processing Techniques.
E e-commerce and/or m-commerce have become an alternative for communications in the areas of sales, marketing and
customer support (AlSondos & Salameh, 2020; Salameh & Hassan, 2015). These changes have created the competitive
advantage for the companies in this digital era. Advances are taking place notoriously in the environment of marketing
through the last few years. Information technology has supported various new progress in the business and marketing fields.
The impacts of IT in management and marketing areas have underlined the importance value of reconstructing new
arranging for marketing that makes website technology. Many studies have found that various corporations have switched
their attention to how companies can remain a long-lasting and positive relationship with customers and how to develop
loyalty of consumers. Thus, the policies of firms have moved towards strategies of customer oriented. Critical factors such
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as giving extra services, understanding the requirements of the consumers are described as factors to determine the fate of
organizations (Wayland & Cole, 1997).

Today, many institutions and other service supplier realize the effect of electronic customer relationship management (e-
CRM) and its potential to help them acquire new consumers and keep existing ones and increase their lifetime value. CRM
is a business policy that helps organizations identify the most valuable consumers and gives attention and time to develop
relationships with those consumers by individualized repricing, marketing, and customized service-all presented by different
sales channels. An essential and efficient advantage of web-based E-CRM is the volume of available information to
consumers browsing. Meanwhile, this can be seen as a deficiency of web-based E-CRM. The expectation of web-based E-
CRM in future is totally in the hands of one to one website. The rush to execute E-CRM systems is on. Companies want to
deliver the huge benefits of a high return on investments (ROI) progresses in customer loyalty, etc. (Fjermestad & Romano,
2003).

However, web-based and/or e-CRM have gained attention in academia and practice. Recent focus on eCRM and studies
has investigated success factors of e-CRM in different contexts and fields. For instance, in Jordanian banking sector Al-
Dmour et al. (2019) determine the eCRM success factors and its effect on customers’ satisfaction and trust and retention.
Whereas, Roh et al. (2005) investigated the eCRM success factors and its effect only on customer satisfaction. One of the
most important factors which is customer profitability is not prioritized in these studies. In addition to that, trust with the
customer retention had been investigated, although if the customers have trust but not committed then the goal of eCRM
will be in vain. To fill this gap, therefore, in this study we have focused and investigated customer trust and commitment,
customer satisfaction along with the customer profitability effect on eCRM.

2. Literature and Hypotheses of the Study
2.1 Traditional Customer Relationship Management (CRM) to e-CRM

The significant goal of CRM can be described as managing and understanding consumers in a proper way in order to
increase loyalty and profitability. The idea has extended a continuous evolution and marketing methods to its present state,
which is different from the prior efforts by adding importance to “reshaping relations between consumers and corporations
rather than trying to just sell” (Fjermestad & Romano, 2003; Tan, Yen, & Fang, 2002). In current years CRM has gone
through stages of technological changes. Bull (2003) explained that while CRM is a business process based on the efficient
consumer's relationships management, another very significant aspect of CRM is its technological orientation. Furthermore,
Chen and Popovich (2003) explained that CRM is a combined method of managing consumer relationships by combining
three important elements: people, technology and process. Moreover, the opportunities of customization assist to create
connections with stakeholders depending on the emotional way (Ragins & Greco, 2003). Hence, as Winer (2001) clearly
states that the web environment clearly has the ability to build more satisfying relationships with consumers than the offline
environment. The internet presents such a hopeful field for CRM implementations, benefit in E-CRM can be gained only
by a well-designed plan that suits the quality of this environment. Hence, it is important to estimate the E-CRM activities
performance of internet and evaluate how efficiently they profit from the CRM programs.

2.2 E-CRM and Success Factors

The eCRM was conceptualized as “a combination of traditional CRM, with e-business marketplace applications”(Miremadi,
Ghalamakri, & Ramezani, 2012). In other study, eCRM has been conceptualized as the combination of hardware software,
applications and management commitment (Lederer, Maupin, Sena, & Zhuang, 2000; Miremadi et al., 2012). E-CRM has
developed in recent years to become the primary strategy that gives a combination of diverse activities for understanding,
predicting, and satisfying customer needs (Harrigan, Ramsey, & Ibbotson, 2012; Herman et al., 2020). Based on Sheng
(2002), the main purposes of E-CRM are the gaining and retention of consumers, driving financial benefits for bottom-line.
The newest advancements in Internet-based technology assisted the emergence of E-CRM, allowing many innovations in
managing relations, inter-organizational collaboration and supply chain management (Ahani, Rahim, & Nilashi, 2017;
Hadaya & Cassivi, 2009; Usman, Jalal, & Musa, 2012).

Romano and Fjermestad (2003) propose that successful E-CRM demands to attract and retain economically worthy
consumers while dropping economically priceless ones. Winer (2001) states that E-CRM is the fashionable “mantra” of
marketing. The old focus of marketing was the attainment of new consumers; despite, this has moved to consumer retention
(Gronroos, 1994). Building relationship and management have become center principles of contemporary marketing
methods (Baran & Galka, 2016; Dwyer, Schurr, & Oh, 1987).

2.3 The Relationship between Customer Satisfaction and E-CRM
Hansemark and Albinsson (2004) explained satisfaction as an overall consumer reaction towards a service giver, or the

distinction between consumer perception and consumer expectation about concerning the satisfaction of any needs wants
desire or aims. Oliver (1981) explained satisfaction “as an entirety of the psychical situation that results concerning



A. A. Salameh et al. /Uncertain Supply Chain Management 8 (2020) 715
consumers expectations”. Many studies have asserted that different factors afford on the customer satisfaction, these involve
kindness, competing prices, competent and helpful consumers, courteousness, competing prices, quality of service, good
value, and fast service (Hokanson, 1995). Service quality is important and has positive effect on customer satisfaction
(Salameh, Ahmad, Zulhumadi, & Abubakar, 2018)

Chen and Chuang (2008) observed that the opinion of the consumer is one of the essential features that assist to manage
and enhance consumer satisfaction. Consequently, as organization investigate efficient methods to measure consumer
relationships, many have shifted to the traditional mechanism of consumer satisfaction monitoring that historically was
practiced for knowing customer thoughts and perception of services and goods. An extra positive relationship is found
between satisfaction and the period time of the relationships.

Efficient E-CRM implementation can bring many tangible and intangible benefits to businesses. Xu and Walton (2005) in
their research discussed the following main benefits of performing E-CRM: enhancing consumer satisfaction, maintaining
existing consumers, giving imperative information, and enhancing consumer lifetime value. Ryals and Knox (2001)
discovered that E-CRM applications help in decreasing operational costs, increase service delivery, profitability, and
improve consumer satisfaction, retention, and loyalty.

E-CRM has become a vitally important, it allows organizations to customize their offerings for each consumer to satisfy
each individual tastes and needs, and to promote the processing of consumer orders (Ahani et al., 2017; Al-Dmour et al.,
2019; Doherty & Lockett, 2007; Herman et al., 2020; Rahimi & Kozak, 2017). Organizations can gather and combine vital
amounts of information about different channels. Moreover, e€CRM can be inspected as an opportunity for the organization
to use the gathered information to enhance both relationship with customers and the quality of their services (Alzoubi,
Alshurideh, Kurdi, & Inairat, 2020; Kasim & Minai, 2009) which will lead to higher levels of online customer satisfaction
(Alzoubi et al., 2020; Giao, Vuong, & Quan, 2020). Therefore, in this study, we hypothesized as follows:

H;: Customers satisfaction has considered as one of the success factor and positive effect on eCRM.

2.4 The Relationship between Customer Profitability and E-CRM

Consumer profitability can be defined as the difference between cost and gain. Estimating the consumer donation margin
needs comprehensive analysis including elements such as goods costs, expenses to obtain, costs to complete and cost to
preserve. In recent years organization are facing a completely changed landscape, the manner of building a relationship
between consumers and firms can simply improve lifetime value and boosts profitability (Nguyen & Mutum, 2012).

In these circumstances, E-CRM is not just a tool but comparatively more a policy for efficient consumer relationship
management and measurement for consumer profitability in a competing market. The combination of e-commerce and
CRM lies in the firm’s handling all perspectives of relationships to improve consumers loyalty and maintenance as well as
a firm's profitability (Chong, Shafaghi, & Tan, 2011). We, therefore, in this study develop the following hypothesis:

H»: Customers profitability has considered as one of the success factor and positive effect on eCRM.

2.5 The Relationship between Trust and Commitment and E-CRM

According to Tam and Wong (2001) and Sanchez-Garcia, Moliner-Tena, Callarisa-Fiol, and Rodriguez-Artola (2007),
customer trust and commitment are two factors that contribute to relationship quality. Trust is the level of belief and
readiness in the mind of a consumer to deal with the organization. Relationship quality can be described as how well
consumers recognize the accomplishment of their expectations, desires, projections, and aims concerning the entire
relationship with the firm (Sivaraks, Krairit, & Tang, 2011). Trust is a sense of security based on the faith that desirable and
positive intentions across well-being are on the list, taking benefit of the vulnerability for others(Al-Refaie, Tahat, & Bata,
2014; Morgan & Hunt, 1994). Significant results of relations based on the trust constitute the following characteristics:

Enhanced cooperation. Trust can decrease the feelings of doubt and risk (Dwyer et al., 1987).

Enhanced commitment. Trust enhance commitment, though, consumers are careful to trustworthy partners (Morgan & Hunt,
1994; Nguyen & Mutum, 2012; Selnes, 1998).

Relationship continuance. Trust promotes investment in long-term relationships by obtaining future business rather than
short-term earnings (Ballester & Aleman, 2001; Morgan & Hunt, 1994).

Crosby, Evans, and Cowles (1990) suggested that e-CRM can improve relationship quality. Commonly, consumers with a
powerful relationship with the company have a more positive perception of the enterprise’s CRM/e-CRM actions (Garbarino
& Johnson, 1999). Trust is an important predictor of e-commerce receiving (Suh & Han, 2003). In addition, customer trust
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is one of the best factors that impact e-CRM performance. The concept of trust creates the dependence of a strong and
sustainable connection with a consumer and significantly defines the consumer’s expected capabilities and behavior with
the organization (Berry & Parasuraman, 2004; Greenberg, 2010). Trust relates to the beliefs, attitudes, passions of users
that appear when they feel that their provider is reliable and acts for their interest upon (Greenberg, 2010; Patrick, 2002).
Whereas, consumer commitment is a significant element that distinguishes social from economic change(Cook & Emerson,
1978). Customer trust and commitment is a different factor that affects the performance of e-CRM. In marketing research,
consumer commitment is considered to be a crucial part of the improvement of relationships (Al-Dmour et al., 2019; Dwyer
et al., 1987; Ziaullah, Feng, & Akhter, 2014). With the discussion above, the relationship between trust and commitment
with E-CRM have been hypothesized as follows:

H;: Customers profitability has considered as one of the success factor and positive effect on eCRM.

3. Method

This cross-sectional and practical analytical research, using SEM-PLS, investigated the effects of customer satisfaction,
customer trust and commitment, customer profitability on eCRM success. Following the Fig. 1 presents the hypothesized
model of the study. This cross-sectional quantitative research used questionnaire survey method. Customer satisfaction
measured 4 items and eCRM measured by 12 items adapted from (Roh et al., 2005). The scale customer trust and
commitment were adapted and consisted of four items (Lai, Lee, & Hsu, 2009). Customer profitability scale was measured
using four items and adapted (Pezeshki, Mousavi, & Rakowski, 2005). Questionnaire were distributed to the 385
respondents (we based and/online customers) in Saudi Arabia. SPSS 24 and SmartPLS 3 were used to analyze the collected
data. Out of the 385 questionnaires that were randomly distributed among customers those shops online and users in Saudi
Arab. A total of 336 filled questionnaires were returned. However, 17 of the questionnaires were not completed accordingly.
Data were analyzed in three steps; descriptive statistics, measurement model assessment and structural model assessment.
Descriptive statistics of the variables was assessed by SPSS 24. Table 1 shows the result of the descriptive statistics of the
study variables.

Table 1
Descriptive Statistics
Constructs N Minimum Maximum Mean Std. Deviation
Customer Satisfaction 319 1.00 5.00 3.6513 0.9830
Customer Profitability 319 1.00 5.00 3.6716 0.9804
Trust and Commitment 319 1.00 5.00 3.5439 1.0296
¢eCRM 319 1.00 5.00 3.6439 0.9827

As shown in Table 1, highest mean value consists of customer profitability (3.6716), followed by customer satisfaction
(3.6513), eCRM (3.6439) and trust and commitment (3.5439). Minimum values for all variables are 1.00 and maximum is
5.00 as this study is using five-point Likert type scale for getting the opinions from the respondents about four variables of
the study. Highest standard deviation is conceded for trust and commitment (1.0296), followed by customer satisfaction
(0.9830), eCRM (0.9827) and customer profitability (0.9804).

4. Result and Findings
4.1. Measurement Model

In the measurement model of the study, the outer loadings/factor loadings are good enough to fit into the construct (Figure
1). Outer loadings of the study variable (customer satisfaction, customer profitability, trust and commitment, and eCRM)
are fallen within the threshold 0.40 to 0.70 value suggested (Hair, Hollingsworth, Randolph, & Chong, 2017). All indicators
loadings for the constructs are above 0.40.

Table 2
Construct Reliability and Validity
s Composite Average Variance Extracted
Constructs Cronbach’s Alpha rho A Reliability (AVE)
Customer Satisfaction 0.828 0.835 0.885 0.659
Customer Profitability 0.836 0.847 0.891 0.673
Trust and Commitment 0.830 0.834 0.887 0.664
eCRM 0.934 0.938 0.943 0.583
Table 3
Heterotrait-Monotrait Ratio (HTMT)
Constructs Customer satisfaction Customer profitability Trust & Commitment e¢CRM
Customer Satisfaction
Customer Profitability 0.651
Trust and Commitment 0.598 0.642

¢CRM 0.715 0.498 0.727
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Fig. 1. Measurement model

Table 4
Inner VIF Values
Constructs eCRM
Customer Satisfaction 1.556
Customer Profitability 1.630
Trust and Commitment 1.529

As shown in Table 2, Cornbach’s Alpha of customers satisfaction 0.828, for customer profitability 0.836, for customer trust
and commitment 0.830 and for eCRM 0.934, which are in acceptable range. As far the requirement of the Structural
Equation Modelling, average variance extracted for all constructs are greater than 0.5 which indicates a strong construct to
build up statistical relationship. The recent trend of SEM, heterotrait-monotrait (HTMT) ratio were conducted to determine
the discriminant validity and found that all values of the constructs (Table 3) are below the threshold value of 0.90 (Hair et
al., 2017; Henseler et al., 2014). VIF is calculated as “1/Tolerance”. As a rule of thumb, the value of VIF must be 5 or lower
(i.e., Tolerance level of 0.2 or higher) to avoid the multicollinearity issues among the variables (Hair, Ringle, & Sarstedt,
2011). Before proceeding to the structural assessment of the inner model VIF Values were assessed and found that (Table
4) there is no multicollinearity issue.

4.2 Structural Model Assessment and Hypothesis Testing
The diagram in Fig. 2 is shown to demonstrate structural model of the study. T-values of the model are showing high

efficiency in the construct. The influence of independent variable to dependent variable is positively significant. Following
in Table 5 shows the result of direct effect of structural model of this study.

Table 5
Results of Structural Model (direct effect) of the study
Variable Coefficient t-value p value Significance
Customer Satisfaction — ¢CRM 0.322 5.643 0.000 Yes
Customer Profitability — eCRM 0.269 4.470 0.000 Yes
Trust and Commitment — eCRM 0.339 6.241 0.000 yes
Table 6
Results of Structural Model effect size and R?
Variable F R?(eCRM)
Customer Satisfaction 0.164
Customer Profitability 0.109 0.592
Trust and Commitment 0.184

As shown in Table 5, the direct effect of exogenous variables on endogenous are presented. Customer satisfaction with =
0.322, t =5.643, p = 0.000 has significant effect on eCRM. Customer profitability with §=0.269, t =4.470, p = 0.000 has
positive effect on eCRM. Customer trust and commitment with f = 0.339, t = 6.241, p = 0.000 has significant effect on
e¢CRM. The effect size (Table 6) of customer satisfaction (= 0.164), customer trust and commitment (#-0.184) and it is
considerable medium effect on eCRM. However, customer profitability /~0.109 has small effect on eCRM. This assessment
of model is the direct effect of the variables. As a rule of thumb, values higher than 0.02, 0.15 and 0.35 illustrate small,
medium and large {2 effect sizes (Cohen, 1988). More importantly the R?= 0.52, is a function of the number of predictor
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(customer satisfaction, customer profitability and customer trust and commitment) is medium for this study (Hair, Risher,
Sarstedt, & Ringle, 2019).

Fig. 2. Structural Model of the study

5. Discussion, Conclusion and Implications

Electronic customer relationship management (e-CRM) is an investment for many organizations and the goal of this study
is to gain a sufficient understanding of the benefits of €CRM to consumers and corporation. This study found that customer
satisfaction (H1, accepted) significantly effects e€CRM in the context of Saudi Arab. Similar finding Xu and Walton (2005)
asserted that performing eCRM was to enhance consumer satisfaction. In line with finding of this study Ryals and Knox
(2001) found that eCRM and customer satisfaction are related and through decreasing operational costs and providing
effective service delivery improve consumer satisfaction. Customer profitability, found in this study, has positive effect on
¢CRM and is in accordance with previous finding of Babatunde and Ajayi (2010). Customer profitability and eCRM are
positively related to keep long-term relationships of company and customers (Rollins & Halinen, 2005). Ryals and Knox
(2001) in their study suggested that eCRM applications help in decreasing operational costs and speed the delivery. This
which in turn can decrease the price of a product and customer get the benefit and profit. Customer trust and commitment
positively effect successful €CRM and this finding is similar with Tam and Wong (2001) and Sanchez-Garcia et al. (2007),
customer trust and commitment are two factors that contribute to relationship quality. Customer trust and commitment are
the key predictor of retaining a loyal customer to the organization. Al-Dmour et al. (2019) and this study suggest that the
eCRM is one of the success factors in customers’ trust and commitment to retain loyal customers. Internet-based
corporations require to have a competitive advantage. One-way of developing competitive advantage is to bring and attract
more consumers and heighten consumer retention, by improving long-term relationships between the consumers and sellers.
Few empirical studies have been carried on that link among electronic customer relationship management and customer
profitability, customer satisfaction, customer trust and commitment and loyalty within e-commerce and internet. This study
sheds the light to the eCRM literature and fills the gap that the customer profitability has positive effect on eCRM. In
addition, this study has taken account the customer point of view to determine the customer profitability as a predictor of
successful eCRM. Moreover, this study considers first in author knowledge that provide the empirical evidence of the
combination of customer satisfaction, customer profitability, customer trust and commitment for eCRM.

This study, therefore, contributes to the e-CRM literature to improve profitability, consumer trust and commitment,
consumer satisfaction which in turn leads to customer retention, and acquisition. However, the study has some limitations
for instance, more larger sample size can be attained. Future studies for sectoral comparisons will give more details and
insight into the eCRM success, which can be made with respect to the success and achievement of e-CRM implementations.
Finally, along with the customer focus measuring organizational factors for example, management commitment and top
management support to predict the success of e-CRM as suggested by Chang et al. (2009).
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