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Abstract—  In Recent trends, E-CRM (Electronics Customer 

Relationship Management) avails the business and also about 

marketing strategy which mainly analyzes about consumer’s 

needs and expectation over the rate to develop the effective 

relationship between organization and consumers .Prevailing 

Customer Relationship while managing is a set of 

combination of software, hardware, applications, processes 

and consignment of management activities to show off the 

potentially high quality customer service and customer’s 

trustworthiness. However, there is little change is known of 

about how various intellectual activities which exerts and 

distinguishes the impact on organization is concerned. This 

paper is mainly focuses to make a discussion about the major 

impacts of E-CRM in the level of retail market sectors. 
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I. INTRODUCTION 

Managing the customer relationship has nowadays become 

one of their most critical concerns for an organization. 

Apparently, organizations are eager to hire for alternately and 

effective relationship activities to improve the organizational 

value of customer relationship by developing relationship 

quality or delivering better relationship benefits. Electronic 

customer relationship management (E-CRM) is a most vital 

tool for predicting and measuring up the performance of an 

organization, so that helps the company to increase profit and 

to increase customer loyalty towards one’s company product. 

The performance of E-CRM has emerged as a major need in 

marketing and information technology research and 

following certain practices. Meanwhile, the feature basis of 

CRM has been around since 1956, it is within last few years 

that CRM has generated an major impact in global business 

industries. It is a new and crucial process that comes from the 

internet and web technology to make detailed implementation 

of E-CRM in an easier and flexible manner. The electronics 

customer relationship management mainly focuses on web-

based interaction between service providers (organization) 

and customers, the most important benefit of CRM and E-

CRM is to defend the company to finding out and 

categorizing customer for improving their loyalty and 

attaining the profit (Rudolph 1999). 

II. CUSTOMER RELATIONSHIP MANAGEMENT (CRM) 

Customer relationship management (CRM) starts up from 

new business strategies which focusing on how to manage 

customers, such as attracting new customers and retaining 

them. Customer relationship management is a business tool 

which process and improves organization’s competitive 

ability. It adheres a successful strategy for an organization 

which assists them to focus on customer’s behaviors and 

promotes the emerging speed of firm also maintains their 

customers in a very highly competition towards the market 

environment. The intact need to understand the consumer’s 

behavior in various marketplaces is very crucial impact in 

electronic commerce. CRM deals with both customers as well 

to the employees. Although its perspective is based on outside 

of an organization (i.e.) in marketplace and eyes of the 

consumers, CRM communication is a market 

communication, such as communication various types of 

relationship and consumer’s behaviors .Communicating the 

relationship which involved in business to customer, 

business-to-business, customer lifecycles and various 

segments over consumers and their respective nature. It 

communicates about the consumer time value as well as 

profitability of consumers.  

III. IMPACT OF ELECTRONICS CUSTOMER RELATIONSHIP 

MANAGEMENT (E-CRM) 

Electronics customer relationship management (E-CRM) is 

an electronic commerce (marketing) approach handled up by 

the organizations to enable them to identify and retain their 

customers that are being profitable. Even after by developing 

proper relationship with customers and treating them in a 

reluctant way will exerts their future requirements and that 

will be satisfied. Practicing off, the E-CRM system means by 

developing an exact image of the customer requirements and 

their one’s behavior, E-CRM is the most enhanced as well as 

developed managerial methods since that can be utilized in 

an organization is concerned. It is one of the suitable 

approaches in various organizations so they can use to attract 

and retain their consumers from switching off to other 

companies in order to prevent customer prevails. E-CRM is 

the confined process and innovative techniques that relates an 

organization has to attain an, increase, and maximize and also 

maintain to provide consumers with high quality service 

through the internet usage. As a result, E-CRM is a reliable 

and more secure channel technique to get high profitability, 

customer maintenance and retaining their relationship with 

the customers in a more convenient and effective in manner. 

E-CRM technology advances to meet their requirements for 

developing and also knowledgeable customer, use of CRM 

technology consistently has an greater impact on CRM 

performance (Greve and Albers, 2006), they proposed that 

the more comprising the CRM technology is, and the greater 

the CRM technology usage, the better performance will be 

across over the stages of customer’s life-cycle. The CRM 

technology creates an imminent and major impact on 

performance of customer relationship with organization. 

According to Sheng, the major objectives of customer 

relationship are the acquisition and customer preferences, so 

that leads to the bottom line of financial benefits. The CRM 

has started the recent years in order to become major 

strategies for organizations that aim to provide information of 

understanding and meeting the needs of their customers.  
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IV. CONSUMER’S BEHAVIORS 

In the marketing research foundation, it defines the consumer 

behavior as “the dynamic interaction of affect and cognitive, 

behavior and the mutual environment by which human being 

conducts of the exchange aspects of their lives (Bennett, 

1995).  This indicated that the affect and cognitive approach 

are significant aspects of understanding the consumer’s 

behavior. Affect and cognitive approach are fine consumer 

psychological responding in several types of situation. A 

Consumer is a final user of the company’s product or the 

services. Consumer behavior involves the psychological facts 

so that consumers can go through to identify their intact 

needs.  As a result when they are able to try solving needs, 

there will be a need for making off the purchase-decision as 

well as they interpret information, make the plans, and 

implement the plans by comparison on variety of product or 

purchasing a product. Consumer behavior is a critical factor 

which confines consumer’s behavior and intention to allow 

or deny new information about company’s product. The 

cognitive dissonance theory states that under stable 

circumstances, there is an individual’s cognitive system 

which behavior inconsistent, which will lead to allow 

tensions and conflicts in the one’s mind, making he / she to 

change attitude or adjust their own behaviors. The E-CRM 

system builds up from co-corporation of the new technology, 

such as the internet, email and telemarketing, with customer 

relationship management. E-CRM can built for the business 

as well as in marketing industries. Most organizations 

associate good E-CRM system implementations were moving 

towards more positive than a negative impact. An 

organization using E-CRM software system enacts them to 

communicate with their customers and allow access customer 

information and history, and it will lead the organization to 

improvise its consumer’s loyalty with implicitly.  E-CRM 

prevail the organization with chances of understanding about 

the consumer’s expectations level in future, which will gives 

up the organization with a depth look at the level of consumer 

satisfaction. Kotler [5] briefs that satisfaction refers a 

person’s feeling of pleasure or disappointment which 

indicates results from comparing an organization’s products 

archived performance or outcome related to his/her 

expectations. Satisfaction kindly associated with feeling of 

their acceptance, and happiness [6]. Factors that influence the 

customer’s satisfaction include friendly nature to employees, 

knowledgeable to all employees, and accuracy of billing off, 

billing timelines, competitiveness in pricing quality, good in 

value and also a fast service.  

V. METHODOLOGY 

The sample for this study based on the retail sector. 

Employees belong to a particular population. Further, stated 

that customers were high usage of mobile phone users which 

is followed by youngsters, adult and non-adult age groups are 

concern. In general, most of the customers comprise the value 

of education to be found that the students share similar 

characteristics, economic ability, and consumption behavior. 

Taking up the employees as survey sample is relatively 

considered more reliable to online transactions. In this 

paperwork, customers had been chosen as the study samples 

for various reasons. Firstly, using university students for this 

study was apparently because this group is a major target in 

the market for mobile phone services provider. The students 

representing the professional users who are handling up the 

typical mobile phone services such as Short Message Service 

(SMS), chatting, applications and games and other services. 

Further, in a present study of mobile phone usage, consumers 

in the age group of 18-24 year are using mobile phones 85% 

more than the average for all age groups. Additionally, 

choosing off the employees in the study about e-retailing 

research because they can avail the internet for 

communication as well as for the commercial transactions 

and representative with appropriate sample for further studies 

.Secondly, university students are involved in a challenging 

off the modern education like m-learning, e-learning and also 

distance learning. They are qualified in using the services. 

Thirdly, the work nature of employees yield to do in retail 

shops required to use of mobile phone services. For example, 

it is a very common for university faculties and students to 

use of the mobile phone for communication or to conduct 

research and contact their lecturers while discussing off some 

of the academic issues. Fourthly, university students 

pertinently have an considerable experience with more kinds 

of e-commerce as well as e-services and also websites. 

Mainly, Customers are active users in the field of internet 

applications and also to participants in e-services is concern. 

Respondent’s experiences are critical to persuade the level of 

the services in mobile phone service industry. In this study, 

respondents with more than one year of experience were 

chosen. The requirement to select only those with more than 

a year experience was necessary to ensure that all respondents 

have some knowledge and experience in mobile phone 

service usage so that they can able to answer the 

questionnaire apparently. In other words, with more than a 

year experience the respondents will able to judging the 

mobile phone company performance in terms of receiving 

services and saving cost subsequent analysis, giving a 

response rate of 63.47 percent. It was found that 43.7% 

respondents were male and 65.4% were female with majority 

at the age 20-30 years old. With regards to academic status, 

11.0% of the respondents were doctoral degree Customers, 

21.5% were master’s degree while 68.5% were under 

graduate Customers. In relation to the consistent 

measurement, it is accepted that e-CRM performance should 

be defined in terms of consumer-based behaviors so they are 

the underlying sources of value of current customers of a firm 

and have the ability to increase the income streams in future 

and it associated with them and those prospective customers. 

Electronic customer relationship management performance is 

functionalized by two dimensions which is named as tangible 

and intangible aspects. Tangible aspects refers customer 

behavior-based CRM performance such as retaining 

customers, re-purchase, cross buying and also word-of-

mouth, meanwhile in intangible aspect of CRM performance 

is represented in customer satisfaction. Tangible aspects 

refers customer behavior-based CRM performance such as 

retaining customers, repurchase, cross buying intention and 

word-of-mouth, while the intangible aspect of CRM 

performance is represented by the customer satisfaction as 

well as brand loyalty is depicted. The word-of-mouth refers 

the customer intention to recommend the offers to others in 

an kind manner, and repurchase refers to customer’s wish to 

accept the new offers and to reuse the mobile service more, 

and cross buying referring to customer's behavior of buying 
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too many products and their services from the existing service 

providers which are pertinently taken. On the other hand, 

brand loyalty refers to consumer’s favorable attitude toward 

service provider and customer satisfaction is refers to how 

products and services supplied by service provider meet 

users’ expectations is being considered. E-CRM performance 

is functionalized based on deprived items have been adopted. 

The analyzing entity for customer loyalty had proposed in the 

present study was adapted and functionalized as three 

dimensions that is on the length of relationship, trust and also 

commitment. These dimensions consisting of seven of the 

self-rating items which have been relatively in five-point 

Likert scale format is concerned.  

VI. MANAGERIAL IMPLICATIONS 

The regression analysis revealed that E-CRM performance 

was intellectually related to customer loyalty and E-CRM 

performance elaborates a large percent of the variation in 

customer loyalty. This indicating the E-CRM performance 

has a large explanatory power to predict customer loyalty and 

explains around 42 percent of the variance. A few studies 

conducted in E-CRM performance produce different 

contribution value on customer loyalty. For example, in their 

study found nearly 75 per cent of the variation among the 

urban and rural areas. Additionally, found a positive 

relationship between the amount of E-CRM on a website and 

customer satisfaction and loyalty with the website. The 

relationship between e-CRM performance and customer 

loyalty is kind positive in this study and also consistent with 

previous findings found that E-CRM is a critical success 

factor in the field of electronic commerce. Also, found that E-

CRM can directly develop the customer loyalty of the online 

customers. This indicates that E-CRM is able to persuade 

customer loyalty relies on the research conducted by [11] who 

found that loyal customers to increase the profitability. In 

addition, discovered that e-satisfaction has a great impact on 

customer loyalty. Our implementation of a positive 

association between E-CRM performance and customer 

loyalty among mobile phone service users in Jordan lends to 

the findings of the majority of empirical efforts which showed 

the relationship between E-CRM performance and customer 

loyalty in various contexts. The positive relationship between 

E-CRM performance and customer loyalty means the higher 

customers satisfied, repurchase, and give good word of mouth 

on the mobile phone service provider, the higher they tend to 

perceive longer relationships, trust and commitment with the 

service provider. Customer loyalty persistently to play an 

effective role in mobile phone services too. Discussed that 

customer loyalty is subordinate to customer satisfaction in an 

E-CRM environment and customer loyalty is related to 

behavioral intentions and word-of-mouth behavior. This 

highlights the importance of managing customer relationship 

because it enhances them to adopt the mobile phone services 

for a longer period of time. Even though the contribution of 

E-CRM performance on customer loyalty is not high towards 

the services, the result of this paper still supports the 

theoretical relationship between E-CRM performance and 

customer loyalty. Furthermore, service providers have to 

move from processing customer in groups to serving 

individual needs and changing strategies and procedures to 

better address the customers. On the other hand, managers 

should focus on encouraging employees to build customer 

relationship by giving them the opportunity to solve the 

customer problems. 

 
Fig. 1: Managerial Implications 

VII. DISCUSSION 

Across the surveys conducted by most experts, we suggests 

that the E-CRM system needed to acquire all the needed 

customer information that will describe their daily activities 

and so that will help the procedural activities to organization. 

Such information includes the financial status of a customer, 

occupation, age and personal interest. This conceptual work 

relates that the E-CRM has positive impact at the level of 

enterprise for their respective products, goods and services, 

consumer’s expectations, loyalty, internal process and 

efficiency, management channels and apparently to the 

innovative sufficient account for E-CRM impact. The E-

CRM technology and organizational support also have great 

impact on E-CRM performance. Within the technological 

context, it is critical for an organization to consider the E-

CRM technology integration and customer information 

analysis. On the order hand the behavioral context, E-CRM 

personal attributes, consumer knowledge management 

(CKM), learning and sensing consumer market, appropriately 

account for the organizational support on good E-CRM. 

Competition intensity and consumer power in an 

environmental context should putting over to their 

consideration as well. Advanced technologies and 

information that provide organization with off-the-shelf 

software to make better electronic system. There will be 

smoother understanding of how employees communicate 

with customers when facing a problem about organization’s 

product and services should also be put into consideration. As 

result, both the qualitative and quantitative research regarding 

the organization and their goods and services should 

apparently conduct thoroughly from employees as well as 

consumer’s perspective. 

VIII. CONCLUSION 

The E-CRM framework (impact) presented in this paper was 

intuiting the current electronics business which is needed for 

an organization to avail the most successful in highly 

competitive electronic commerce over the environment. The 

study of customer’s effectiveness in E-CRM is all about the 

factors which controls the consumer’s behavior towards 
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organizational aims are also discussed in this paper. 

Customer’s perspective all about organizational business 

charts that results may have an impact on the preceding 

process of the way of E-CRM. Other factors which influences 

the successive implementation over E-CRM so that will be 

available there for other expects/or researcher to recognize in 

the mere future. 

REFERENCES 

[1] Y.P. Sheng. A business model and framework for 

electronic customer relationship management. In 

Proceedings of the 8thAMCIS Conference. 2002. 

[2] A. Zornes and M. Gotta, Web & collaboration strategies. 

2001, META Group Inc. 

[3] R.A. Feinberg, R. Kadam, L. Hokama, and I. Kim, The 

state of electronic customer relationship management in 

retailing. International Journal of Retail & Distribution 

Management, 2002. 30(10), pp. 470 - 481. 

[4] Ahmed T. 2009, ‘Electronic Customer Relationship 

Management in Electronic Commerce’, Master Thesis   

Electronic Commerce 2009:070. 

[5] Kennedy, A. 2006, ‘Electronic Customer Relationship 

Management (e-CRM): Opportunities. 

[6] Hoyer, W. D. & MacInnis, D. J. 2001, ‘Consumer 

Behavior’, 2nd ed., Boston, Houghton Mifflin Company. 

[7] Hokanson, S. January 2, 1995, ‘The Deeper You 

findings, The More You Satisfy Customers’,Marketing 

News, p.16 

[8] N.C. Romano Jr. and J. Fjermestad, Electronic 

commerce customer relationship management: An 

assessment of research. International Journal of 

Electronic Commerce, 2001. 6(2), pp. 61-113. 

[9] A. Gaffney 2007, ‘Improving Customer Satisfaction 

through More Effective ICT Strategies’, Alcatel- Lucent 

Enriching Communications Vol.1, Issue 2, 2007 

[10] E-Customer Relationship Management: Training 

Module 2008, 

http://www.mmv.vic.gov.au/Assets/219/1/ElectronicCu

stomerRelationshipManagement.pdf, [Accessed on 

September 17, 2010] 

[11] Ahmed T. 2009, ‘Electronic Customer Relationship 

Management in Online Banking’, Master Thesis 

Electronic Commerce 2009:070. 

[12] Samsudin Wahab, Nor Azila Mohd Nor & Khaled AL-

Momani 2010, ‘The Relationship between E-service 

Quality tools and convenient to Use of  Electronic 

Customer Relationship Management (E-CRM) 

Performance: An detailed Investigation In Jordan Mobile 

Phone Services’, 2010 International Conference on 

online Education, cloud type (Online Business), e-

Learning and Management.pp. 368-372. 

[13] Peter C. Verhoef 2003, ‘Understanding the Effect of 

Customer Relationship Management Efforts on 

Customer Retention and Customer Share Development’, 

Journal of Marketing, Vol. 67 (October 2003), pp. 30-45. 

[14] Scullin, S., Fjermestad, J. & Romano, N. C. 2004, ‘E-

relationship marketing: changes In    traditional 

marketing as an outcome of electronic customer 

relationship Management’, The Journal of Enterprise 

Information Management, Vol. 17, No. 6, pp. 410-415. 

[15] C.Y. Lim &Vincent Khoo 2010, ‘Customer Relationship 

Management: Lifecycle of Predicting Customer Lifetime 

Value’, Second International Conference on Computer 

Research and Development, pp. 88-92. 

[16] Colleen Cunningham & Il-Yeong Song 2007, ‘ A 

Taxonomy of Customer Relationship Management 

Analyses for Data Warehousing’, Tutorials, Posters, 

Panels and Industrial Contributions at ER 2007. 

[17] Galbreath, J & Rogers, T 1999, ‘Customer relationship 

leadership: a leadership and motivation        model for 

the twenty-first century business’, The TQM Magazine, 

Vol. 11, No. 3, pp. 161-71. 

[18] Huang Y. 2004, ‘The new management things [M]’, 

Beijing: Democracy and construction Press,       2004. (In 

Chinese). 

[19] G.C. Moore and I. Benbasat, Development of an 

instrument to measure the perceptions of adopting and 

information technology innovation. Information Systems 

Research, 1991. 2(3), pp. 192-222. 

[20] H. Rosenbaum and B.Y. Huang, A framework for web-

based ecommerce customer relationship management. In 

Proceedings of the 8th AMCIS Conference. 2002. 


