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ABSTRACT

Introduction: electronic Customer Relationship Management (e-CRM) refers to a business strategy that fa-
cilitates interaction with customers for enhanced customer satisfaccion, customer loyalty of potential cus-
tomers to the business website .

Method: aim of this study was to clarify the impact of e-CRM Antecedents with its dimensions (enjoyment,
usefulness and usability) on customer loyalty through social CRM was identified and social CRM performance
with customer loyalty. The researcher’s development model based on underpinning model, method adopted
to achieve the study objectives. the data collection process and the outcome of data analysis. A convenience
sample was taken from 500 internet users in Jordan, with valid responses being 448. The study adopted a
quantitative method involving statistical analysis, primarily using Smart PLS software. Both statistical and
empirical evidences were used to predict actual e-CRM practice and towards end of study.

Results: based on the findings, the study found an impact of E-CRM Antecedents with its dimensions (enjoy-
ment, usefulness and usability) on customer loyalty of the online environment in Jordan, with the results
indicating that users have made use of E-CRM relationship management in line with peeling abreast of mod-
ern developments in Jordan.

Conclusions: the study provides insight into the perceptions of managers concerning the the impact of
e-CRM antecedents and customer loyalty of internet users in Jordan, the Jordanian context and identifica-
tion of additional factors influencing e-CRM is crucial to provide insight into how Social CRM and e-CRM can
be enhanced.

Keywords: Social CRM; e-CRM Antecedents; Enjoyment; Usefulness; Usability; Customer Loyalty; Jordan.
RESUMEN

Introduccion: la gestion electronica de relaciones con los clientes (e-CRM) se refiere a una estrategia
empresarial que facilita la interaccion con los clientes para mejorar la satisfaccion del cliente y la fidelidad
de los clientes potenciales al sitio web de la empresa.
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Método: aclarar el impacto de los antecedentes del e-CRM con sus dimensiones (disfrute, utilidad y usabilidad)
en la lealtad del cliente a través del CRM social y se identifico el desempefio del CRM social con la lealtad del
cliente. El modelo de desarrollo del investigador se basa en el modelo subyacente, método adoptado para
lograr los objetivos del estudio. el proceso de recopilacion de datos y el resultado del analisis de datos. Se
tomoé una muestra de conveniencia de 500 usuarios de Internet en Jordania, con 448 respuestas validas. ELl
estudio adopt6 un método cuantitativo que implica analisis estadistico, utilizando principalmente el software
Smart PLS. Se utilizaron evidencias tanto estadisticas como empiricas para predecir la practica real de e-CRM
y hacia el final del estudio.

Resultados: sobre la base de los hallazgos, el estudio encontré un impacto de los Antecedentes de E-CRM con
sus dimensiones (disfrute, utilidad y usabilidad) en la lealtad del cliente del entorno en linea en Jordania, y
los resultados indican que los usuarios han hecho uso de la gestion de relaciones de E-CRM en linea con los
desarrollos modernos en Jordania.

Conclusiones: el estudio proporciona informacion sobre las percepciones de los gerentes sobre el impacto
de los antecedentes del e-CRM y la lealtad de los usuarios de Internet en Jordania; el contexto jordano y la
identificacion de factores adicionales que influyen en el e-CRM son cruciales para brindar informacion sobre
como se pueden mejorar el Social CRM y el e-CRM.

Palabras clave: CRM Social; Antecedentes de E-CRM; Disfrute; Utilidad; Usabilidad; Fidelizacion Del Cliente;
Jordania.

INTRODUCTION

Considering the basis upon which customer relationship management (CRM) rests is the relationship marketing
theory, it is referred to as the acquisition and retention of and partnering with the right customers to develop
optimum company and customer value.-» CRM transformed in 2008 into a strategy involving customer interactions
integration rather than just customer transaction.® This enabled the marketers to obtain accurate customer
information for achieving higher customer value delivery. This has led to terminology change from CRM to social
customer relationship management/CRM2.0.®)

More importantly, CRM’s integration of social media is an increasingly popular trend which has resulted
into the formation of a novel scientific paradigm,®” namely Social Customer Relationship Management/Social
CRM).® Social CRM is described by® as a holistic, customer-centric and strategic management method,
while@referred to it as both a philosophy and a business strategy driven by technology, rules of business,
processes and social characteristics, developed to enable customer engagement in a collaborative way for
mutual advantages in a business environment that is characterized by transparency." Activities related to Social
CRM cover the companies-customers interaction and collaboration, as well as the customers and potential
customers’ interaction using social media, and the analysis of such interaction using Social CRM tools.("

In Jordan, the increasing progress in the telecommunication sector can be attributed to the liberalization and
privatization of the sector, where in the current times, the three major players in the mobile phone networks
industry are Zain, Orange, and Umniah 2. In the mature market, the primary strategy adopted by mobile service
providers in the face of dynamic competition is focusing on resources and effort directed towards customer
retention as opposed to customer acquisition.®12

Additionally, compared to the cost of current customer retention, the cost of attracting a new one is manifold
(5 times), and the profit gained by attracting 10 new customers cannot counter the expenses incurred in losing
a current one.>™ This highlights the importance of developing effective programs in the mobile industry to
enhance their strategy of retaining customers. This significant issue has been tackled by several studies in
literature, which attempted to shed light on the factors relating to and determinants ofsocial CRM in Jordan.
In this study, the author examines the effects of CRM antecedents on customer loyalty, with the mediation role
of social CRM.

Previous studies

There are three functional divisions to e-CRM technology and they are operational, analytical and
collaborative. In particular, operational e-CRM covers customer-facing applications integrating the front,
back and mobile offices and business operations automation as exemplified by order management, marketing
automation, customer service, sales-force automation and field service in order to improve customer interaction
effectiveness. In comparison, analytical e-CRM entails applications analyzing customer data produced by
operational tools and stored in the company database to assist firms in timely decision-making and to provide
customer value. It is thus significant to obtain the right information for achieving processes while keeping
customer care and understanding into consideration.® Lastly, collaborative e- CRM facilitates customer-service
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providers interactions via various technologies (e.g., e-commerce and e-CRM), ! involving the entire functions
that are directed towards customer-suppliers relationship enhancement.

Moreover, e-CRM refers to an integrated method of customer relationship management, with particular
focus on retaining customer and developing relationship with them. No employee can keep track of every
customer’s preferences and requirements and thus necessitating the collection and storage of large information
amounts that depend on e-technology.® In this process, a huge proportion of customer interactions take
place over the net as opposed to face-to-face interactions and with a large amount of customer service, most
e-CRM employees of the institution turn to e-media for recourse in order to improve customer interaction.
Three factors are selected in this study to examine as e-CRM performance antecedents. They are proposed to
affect the performance of SCRM and they are usefulness, enjoyment and usability.

In addition to usability and usefulness, enjoyment is another important e-CRM performance antecedent
examined in this study. Majority of authors have proposed their definition of enjoyment. To begin with(® and®)
referred to enjoyment as the level to which the activity performance is considered to be a source of joy and
pleasure, aside from the outcomes of the performance. Enjoyment experienced in using mobile phone service
can be deemed as level to which the service activity such as, chatting, game playing, and other activities are
perceived as enjoyable in their right and is an intrinsic motivation source.®?" In comparison to other activities
(e.g., online shopping and use of IS), mobile phone service enjoyment largely depends on experience-orientation.
This may be explained by the top significant driver behind online games use is to experience enjoyment and
fun, and players who do, have a higher likelihood to continue playing.®?

Prior studies also showed that behaviors of individuals are boosted by intrinsic motivation and these cover
interest and enjoyment and inclination towards continuing the behavior in the future.?2) User’s enjoyment has
been extensively utilized in literature to examine interface quality and it was added to TAM by® evidenced by®"
as one of the top behavioral intention antecedents.

The role of enjoyment has been examined in prior studies in the context of instant messaging® in online
shopping® and in other contexts, but not in mobile phone service. Evidence from©» and®" showed enjoyment
to be a significant factor in email use and online shopping. Despite the fact that online gaming is under the
category of e-commerce application, stressing on enjoyable experiences production, the role of enjoyment
in the use of a system has so far generated mixed results. To begin with, in®? study, enjoyment was found to
influence use frequency but not variety of use. The authors stressed the need for other studies to provide
deeper insight into the enjoyment role in behavior.

According to,®» enjoyment can arise not just in physical activities but also in metal ones (e.g., chess playing)
and it is critical in both online and offline settings.®" In®¥ study, enjoyment was revealed to have a significant
influence on behavioral intention of online users, while® reported that users who felt that the use of instant
messaging was enjoyable had a greater tendency to continue to do so. Also, shopping enjoyment was reported
to have a key role in the prediction of consumer intention towards repetitive web-based store purchase.®
In the same line of study,®> supported the direct influence of enjoyment on behavioural intention as well as
its indirect influence through attitude. Perceived enjoyment therefore positively influences users’ attitudes
towards mobile services adoption.®®

Several reasons were forwarded by¢” for examining enjoyment, including the effect of enjoyment on
behavioural intention that has been under-studied in online gaming and the mixed findings obtained concerning
enjoyment was also evidenced to be significant in system use and instant messaging by®®. According to the
authors, in® study, no significant influence was evidenced form enjoyment on system use behavior, while a
significant effect was reported by®", the effect was significant as reported by®? of both motivation types (intrinsic
and extrinsic) in internet use enjoyment on use frequency, but no effect on the use diversity. Enjoyment refers
to the perceptions of consumers concerning the potential entertainment reaped through the use of mobile
phone service and to the author’s best knowledge, only a few studies have been dedicated to examining the
effect of perceived enjoyment on the performance of e-CRM.

Furthermore, enjoyment is a significant antecedent not only of behavioral intention but also of behavioral
attitude.®” In this regard, users achieving mobile phone gaming enjoying had a likelihood to harbor positive
attitudes towards game playing. Also, perceived enjoyment influenced attitude and intention towards adoption
and use of a system whereas ease of use, enjoyment and usefulness determined system acceptance, via adoption
and use.“3 More specifically, according to®? perceived enjoyment significantly and positively correlated
with internet use frequency and daily use. Also, perceived enjoyment positively affected the online banking
acceptance among consumers. “)

In other studies, system usage and perceived fun was evidenced to have a positive correlation “» and
enjoyment was found to be a significant antecedent of mobile phone Push to Talk Technology (PTT).“ Finally, )
contended that perceived playfulness positively and significantly impacted intention towards Internet usage
and customer satisfaction. In sum, enjoyment is a top antecedent of mobile phone services and thus, it is
examined in this study to be a factor influencing the performance of e-CRM.
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However, Usefulness is among the technology factors that have been evidenced as an antecedent of
e-CRM performance in the electronic and service sector. It is the subjective probability that technology use
would enhance the user’s completion of a specific task.“ More specifically, perceived usefulness refers to the
perception of the individual that the new technology use would enhance his performance on the job.® According
to the Theory of Reasoned Action (TRA) proposed by, the Theory of Planned Behavior (TPB) proposed by, and
the Technology Acceptance Model (TAM), TAM is a parsimonious and robust model. #420

The theory posits that perceived usefulness is the level to which an individual is convinced that using a specific
system would enhance his/her performance on the job.?

Along a similar line of definition,“ described perceived usefulness as the perceptions of the consumers
of the functional and practical dimensions of the system. In this regard, majority of studies in literature that
adopted TAM evidenced perceived usefulness to be a significant determinant of the acceptance and use of the
system and behavioral usage. 220

Studies in literature are of the consensus of the presence of associations between usefulness and attitude,
intention and behavior of customers towards technology use.® In fact, empirical findings of technology
adoption support positive usefulness-adoption of specific technologies relationship, with technologies ranging
from computer software to e-mail.“® In relation to this, high levels of computer and Internet self-efficacy were
found to impact the relationship between usefulness and attitude towards Internet adoption in“? study.

Also,Usability is another antecedent of e-CRM performance and is referred to as the level to which a product
can be used by certain users for the achievement of goals with effectiveness, and the level to which they find
that using the product is acceptable in a certain use context.®® According to®", usability is the level to which
an individual can perform a specific required task and a useable system is a system that satisfies the user’s
requirements. The construct, based on 2 study, addresses the functionality/usefulness of the system, ease of
learning, aesthetics, satisfaction of users, their ease of use, and lastly, quality.

Moreover, a system should be designed for easy learning, easy remembrance and its being useful by including
the significant functionalities that cater towards work and productivity. ®» This is because a significant relationship
was found by® between usability and functionality, with the two being a requirement of the system design.

Juxtoposing this argument to the interface design of the mobile phone, it enables the determination of
the customers’ gratitude to the service value. Usability can be divided into four dimensions and they are
perception, learning/memorization, control/action and evaluative feeling.®?

In a business survey conducted by®, the authors found that over 50 % of e-CRM implementation failed to
produce profitability on investment and success, which was attributed to factors of usability and resistance. The
authors stated that e-CRM implementations benefits can be leveraged by effectively meeting the assumptions
concerning resistance and usability.

Social CRM is a relatively new term describing the distinct combination between the capabilities and
resources of IT and CRM marketing.® The objective behind Social CRM, being that it is based on Social Media
tools is to develop and being about information that customers, organizations, employees and partners can
make use of to enhance the performance of the company. According to ®9, firms that fail to combine customer
focus management systems with Social Media technology will perform lower compared to their counterparts
who do so.

In 2 study, the authors explained that the basis of customer relationship is built on the knowledge, interaction,
value and satisfaction of customers, with customer knowledge being connected to learning technology, knowing
the needs of customers and developing databases constituting their information. In customer interaction, the
focus is on operational excellence, management of customer service channels and operational management.
Lastly, customer value concerns the obtained customer advantages and customer satisfaction is connected to
their level of satisfaction when it comes to products and services use. There are four major CRM measurements
based on the above according to ¥ and they are, customer focus, CRM organization, management of customer
knowledge and technology-based CRM.

Today, a number of studies have attempted to define the loyalty. Researchers have used both attitudinal
and behavioural measures to define and assess customer loyalty.®” From an attitudinal perspective consumer
loyalty is a specific desire to continue a relationship with suppliers and provider.©®® An study®® defines customer
loyalty as “a deeply held commitment to re-buy or re-patronize a preferred product/ service consistently in the
future.” According to®, loyal customers are defined as those customers who hold favourable attitudes toward
an organization, recommend the organization to other consumers and exhibit repurchase behaviour. Customer
loyalty definition emphasises on the two principal aspects of loyalty: behavioural and attitudinal that have
been studied widely in past studies.

In this study, customer loyalty was chosen as the main consequence of e-CRM performance as the previous
literatures support the relationship between them. As example, ©" laid emphasis on the lack of empirical
studies dedicated to examining the customer relationship management association with customer loyalty in
the context of e-commerce. They proceeded to explain the importance of such studies in shedding light on
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the nuances of such association. So on this bases,®" conducted a research to provide evidence of how e-CRM
can enhance customer loyalty. They found that e-retail companies should consider customers’ perceptions of
relationship marketing efforts, as they are fundamental to enhancing customer loyalty.

Model and hypotheses

On the whole, the study’s major theses are; the three main antecedent variables collective influence on the
performance of social-CRM, each antecedent category’s independent influence on such performance, and the
performance independent influence on customer loyalty. The first part of the model drawn from prior research
is the one that addresses the antecedents of e-CRM performance. The factors are split into three, indicating
various effects on the performance of e-CRM and allowing for the examination of the different antecedents at
the same time to determine the relationship strength of each antecedent and e-CRM performance.

On the basis of the reviewed literature and research problem, the following integrative framework is
proposed (figure 1).

E-CRM Antecedents

Enjoyment

H 2 - —H3=p

Usefulness Customer Loyalty

Usability

Figure 1. Theoretical Framework of the Research

According to the above figure the study formulated the following hypotheses for testing:
H1: There is appositive effect betweenE-CRMAntecedentsand customer loyalty.

H2: There is appositive effect between E-CRMAntecedentsand social CRM.

H3: There is appositive effect between social CRMand customer loyalty.

H4: Social CRM has mediate the effect between E-CRM Antecedents and customer loyalty.

METHOD

The research population includes Jordanian internet users in 2024, according to ©?, there are 26 licensed
companies licensed to provide internet services in Jordan, andthe penetration rate of users extended to 95 %
in 2024. The main internet service providers in Jordan are (Orange, Zain and Umniah), who present 90 percent
of internet market with an equal percent for each of them.®? As it is not allowed to access their databases for
sampling determinations, the researchers used a convenience sampling method to collect data, using google
form survey designed and considered acceptable to match the purpose for the present study.©3

The survey distributed using Facebook messenger using official Facebook account by sending a link for the
three internet service providers customers, as well surveys were filtered with conditions that;first : the internet
user had a valid internet service .second :the internet user have social media interaction with service provider.
Third: the internet user had at least two years’ experience with service provider.to filter the valid surveys the
previse questions included in the beginning of the survey and if they were accepted the participant accepted and
continue to answer the rest of the online survey ,otherwise the survey finished and eliminated. Therefore, unit
analysis used in the present study is internet users who meet the three conditions mentioned above. Only 500
respondents agreed to participate 448 questionnaires matched the conditions and were suitable to be analysed
and considered adequate according to.®

The questionnaire had six sections; Section one had items that measured the respondents’ demographic
details, section two had items measuring usefulness, section three had items measuring usability while section
four is dedicated to items measuring enjoyment,section five had items measuring social CRM performance,and
Finlay section six had items measured customer loyalty. The questionnaire items were adopted form relevant
studies in literature and was gauged using a 5-point Likert scale, ranging from 1 (strongly disagree) to 5
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(strongly agree).

Content validity was established by translating the questionnaire using double-back translation, where the
English version was translated into Arabic with the assistance of two academics, after which the Arabic version
was translated back to English by another academic staff. The original English version was compared to the
back-translated version for translation consistency check.

RESULTS

In this study the researchers used Smart PLS Version 3.0 software to analyse data. PLS which is considered
as a SEM technique used to test and estimates causal relationships among various independent and dependent
constructs at the same time. Using PLS is appropriate for assessing the present research model since it has
the ability to assess direct and indirect effects and complex models.® This phase presents the following parts;
measurement model assessment, model fitness evaluation, and survey validity and reliability confirmation.
Lastly, the structural model was evaluated to confirm whether null or alternative hypothesis is accepted.

In this study, university students from Jordanian universities who follow a social site like Facebook and
others like it constitute the study population. Online questionnaires were distributed to 900 of such students
in Facebook, from which 660 were retrieved and 448 were deemed suitable for analysis. The total sample size
remained 448 and their characteristics are displayed in table 1.

Table 1. Study Population

Variable % Frequency
Gender Female 60 % 268
Male 40 % 180
Age 18-20 32,4 % 145
21-23 47 % 211
24-26 11,4 % 51
27 and above 9,2 % 41

Based on the above table, majority of the sample units were females (60 %), with the remaining (40 %) as
males. Most of the respondents (47 %) fell in the age category of 21 to 23 years old, followed by those from 18 to
20 years old (32,4 %), then those from 24-26 (11,4 %), and lastly, those that are older than 27 years old (9,2 %).

In this division the researcher present evaluation of measurement model in two stages; first Discriminant
Validity (fornell -larcker criterion) using formative measures for E-CRM Antecedents (enjoyment, usability, and
usefulness), SCRM and customer loyalty; which is not expected to correlate.® There were no causal relationships
among the pre-conditions and thus, a strong correlation was expected.® In the case of formative models
formative constructs need to display convergent validity and for discriminant validity, each sub- variable’s
AVE needs to be higher than their squared correlation with other variables. If this condition is satisfied then
discriminant validity is approved for the variable as show theresults for all variables in table 2.

Table 2. Results Summary for Discriminant Validity (Fornell -Larcker criterion)
Enjoyment Usability  Usfulness SCRM  Customer Loyalty

Enjoyment 0,732

Usability 0,499 0,727

Usfulness 0,498 0,571 0,712

SCRM 0,398 0,517 0,537 0,766

Customer Loyalty 0,509 0,526 0,484 0,706 0,737

R-Square provides an important clarification of the impact of variables specially the mediation, mainly in
the dependent variable change explanation. Table 4 represent the R-Square for the model before the mediation
of SCRM and after. And presents two result; first: R square for both models have a score of (38,6 %), (57,1
%) consequently; is exceeding the lower limit 25 %" and therefore, considered as accepted values. Second:
explanation of the increase in the predicting level by 18,5 %, which relies on the mediator variable (social CRM
performance) in the proposed model.

The research hypotheses were tested using PLS structural model, by using bootstrapping SEM; path
coefficient, p-value, t statistics. The PLS structural model output is presented in table 4 and emphasizes the
result of hypothesis testing. The bootstrapping method in Smart PLS software was utilized to provide a clear
picture of the proposed model upon which conclusions can be reached when it comes to tested hypotheses.
The value of the entire influences of E-CRM antecedents on customer loyalty, sans the mediating role of SCRM
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performance was confirmed (figure 2).

Figure 2 displays t-values on the tested hypotheses regarding the 3 antecedents of CRM, namely usability,
enjoyment and usefulness, and their effects on customer loyalty. Table 5 details the resulting values.

In the first analysis phase, the direct influence of the antecedents of E-CRM on customer loyalty was
examined in H1.

There are three sub-hypotheses in H1; first, in H1.1, the results supported the positive effect of enjoyment
on customer loyalty in the online environment, with t-value of 3,435; and a level of 0,001; indicating that
the hypothesis is accepted. In other words, there is a positive relationship between enjoyment and customer
loyalty in the context of Jordanian online environment. Moving on to H1.2, the results supported usability
positive effect on customer loyalty, with t- value of 1,85; and beta value of 0,047; indicating that usability
level contributed 0,047 change in customer loyalty and thus, the former has positive influence on the latter in
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the online environment of Jordan. Lastly, in H1.3, the results supported the effect of usefulness on customer
loyalty, with t-value at 3,169; and beta value of 0,005; indicating that usefulness explains 0,005 variation in
customer loyalty; in other words, usefulness has a positive significant effect on customer loyalty in the context
of Jordan’s online environment.

|
| -
| e ENJOYM

0.263 (0.001)

CUST-LOY

0.275 (0.005)

Usability

Figure 2. Structural model for the effect of E-CRM Antecedents on customer loyalty without mediation

0.223 (0.001)

CUST-LOY CusT-L4
0128 (0:127)

Usability

M1 | cRM2 | CRM3 | CRMA || CRMS | CRM6

Figure 3. Structural model for the effect of E-CRM Antecedents on customer loyalty with SCRM mediation

Figure 3 displays t-values obtained from the hypotheses testing of the antecedents of ECRM, namely;
enjoyment, usability, and usefulness and their effects on SCRM and the latter’s effect on customer loyalty. Along
with the above, the mediating role of SCRM between the relationships of enjoyment, usability and usefulness
on customer loyalty are detailed in table 6.
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Table 6. Structural model for the effect of E-CRM Antecedents on customer loyalty with SCRM mediation

Results Hypotheses (Null\
Hypotheses B T P Alternative)
H3 There is appositive effect of SCRM on customer loyalty 0,548 6,638 0,000 Alternative
H2.1 There is appositive effect of enjoyment on SCRM 0,094 0,849 0,39 Null
H2.2 There is appositive effect of usability on SCRM 0,282 2,388 0,017 Alternative
H2.3 There is appositive effect of usefulness on SCRM 0,329 3,435 0,001 Alternative
H4.1 Thgre is a mediation effect of SCRM between 0,057 0,836 0,403 Null
enjoyment and customer loyalty
H4.2 There is a mediation effect of SCRM between usability 0,180 3,184 0,002 Alternative

and customer loyalty

H4.3 There is a mediation effect of SCRM between 0,155 2,233 0,026 Alternative
usefulness and customer loyalty

In the second analysis phase, the direct influence of the three antecedents of ECRM on SCRM is tested in H2.
Based on table 6, H2 is divided into 3 sub-hypotheses, beginning with H2.1, where enjoyment’s positive effect
on SCRM obtained t-value of 0,849; and alpha level of 0,396; which supports a negative rather than a positive
effect of enjoyment on SCRM in the online environment of Jordan. Moving on to H2.2, where the focus is testing
the positive effect of usability on SCRM, t-value was obtained and found to be 2,388; with beta value of 0,017;
indicating that usability explains 0,017 change in SCRM and thus, the sub- hypothesis was supported. Finally, in
H2.3, usefulness positive effect on SCRM on the online environment of Jordan was tested, and t-value of 3,435
was obtained along with beta value of 0,001. This supports the contribution of usefulness to SCRM, and thus,
the sub-hypothesis was supported. In the third analysis phase, the focus is on the examination of the influence
of SCRM on customer loyalty in H3. The results in table 7 support the positive influence of SCRMon customer
loyalty in the online environment, considering t-value is 6,638 and beta value is 0,000; indicating that SCRM
explained a change in customer loyalty equal to 0,000. SCRM’s positive influence on customer loyalty in the
online environment of Jordan was therefore supported.

In the fourth analysis phase, the mediating role of SCRM between the relationships of enjoyment, usability
and usefulness, and customer loyalty was examined and t- values are displayed in figure 3. More specifically,
Smart Partial Least Square (PLS-SEM) was adopted to test the corresponding hypotheses of the mediating
variable (table 6). The fourth hypothesis (H4) was sub-divided into three, beginning with H4.1, which SCRM
mediates the relationship between enjoyment and customer loyalty in the online environment of Jordan.
T-value was found to be 0,836; with alpha of 0,403; indicating that the sub-hypothesis is rejected. Thus, SCRM
has no mediating effect on the relationship between enjoyment and customer loyalty in the online environment
of Jordan. Moving on to the next sub-hypothesis, H4.2, the examination was focused on the mediating effect
of SCRM between usability and customer loyalty and based on the t-value statistics (3,184) and alpha of 0,002;
the sub-hypothesis is accepted in that SCRM does have a mediating effect on the relationship between usability
and customer loyalty in the online environment of Jordan. Lastly, in H4.3, t-value was found to be 2,233; with
alpha of 0,026; which meets the criterion of acceptable hypothesis. SCRM therefore has a mediating effect on
the relationship between usefulness and customer loyalty in the online environment of Jordan.

DISCUSSION

The study found an impact of E-CRM Antecedents with its dimensions (enjoyment, usefulness and usability)
on customer loyalty of the online environment in Jordan, with the results indicating that users have made use
of E-CRM relationship management in line with keeping abreast of modern developments. The system provides
novel details to customers and this attracts prospective customers and retains current ones through long-term
relationship development. The results supported the effect of customer value on internet users - in other
words, distinct value is delivered to the customer through a strategic tool by which competitive advantage and
long-term success can be achieved. The system is able to prioritize customer information while keeping them
confidential (e.g., phone numbers, e-mail and addresses) with follow-ups for maintenance leading to enhanced
customer loyalty, offering of attractive products and meeting of expectations and needs - all contributing to
cementing customer loyalty. Upon realizing the services advantages, customers do not hesitate to pay for them
to be valued. For user’s acceptance of new technology, usefulness is an important predictor. TAM posits that
perceived usefulness is the level to which an individual is convinced that specific system use could improve his/
her performance on the job.? The findings of this study support the positive relationship between usefulness
and performance of SCRM in the mobile phone service case. Usefulness, in this case, is the ability of the system
to support the achievement of a task in the perception of the individual. The mobile phone usefulness and
effectiveness in communication has increased and combined with voice and data, its useful features to be
leveraged for personal business use has been compounded.
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According to“¥ the TAM theory considers the system’s usefulness to be significant to the intention towards
system acceptance. The study findings support te assumption of the theory by revealing a positive usefulness-
E-CRM performance relationship (customer’s intention to remain with the service longer). This finding is aligned
with those reported by®® who found a positive direct effect of E-CRM Antecedents and customer loyalty,with“®
findings of a positive relationship between usefulness and the adoption of technologies (computer software,
e-mail and others). Studu by® also revealed perceived usefulness to significantly impact intentions towards
adoption among customers, and? indicated a positive effect of usefulness on purchase intentions, while @
supported the same in mobile internet. Also, revealed a positive effect of perceived usefulness on the mobile
banking use intentions.

In addition to the above studies, usefulness and ease of use of online shopping was revealed by to influence
customer satisfaction, which is among the major E-CRM dimensions, and as such, it affects repeat purchase
behaviors. In case the customer perceive that mobile phone is useful, they will have a greater tendency to use
the services and maintain long-term relationships with the service provider, and spread the service by word-of-
mouth. In other words, a perceived useful service is viewed by users to have the ability to mitigate task issues
and increase work performance. This premise is consistent with prior findings in literature that illustrated the
direct influence of usefulness on computer use.#3 |t is notable that studies concerning use of technology
support the importance of perceived usefulness as a predictor of technology adoption and use.?

The results showed E-CRM’s effect on customer loyalty and this may be attributed to the meeting of the
user’s needs through value added benefits. When the wants and needs of the users are met, then they feel
important and valued, increasing their customer loyalty. In the context of the hospitality business, a set of
activities, operations, interactions and communications are used to develop and maintain long-term customer
relationship, with products tailor-made to suit customer’s tastes based on past information, and thus leading
to high customer loyalty.

In addition, system usability is the meeting of the user’s needs through the system and is specifically related to
its usefulness/functionality, learning ease, use ease, and user’s satisfaction and quality.®? Specifically, usability
of a website is the way the website can be used easily without complications, to learn, use and interact in
order to achieve tasks. In this study, the results support the positive usability ECRM performance relationship
in the online environment in Jordan. This finding is supported by prior ones conducted by where the authors
revealed usability of the website to directly and positively impact the customer’s e-banking and satisfaction, and
a determinant of the satisfaction level with prior interactions in e-banking. The authors proceeded to explain
that customer satisfaction in prior interactions with the online website of the bank positively impacted the
loyalty and positive word of mouth of customers. Moreover, usability of website positively impacted customer
satisfaction and loyalty, which in turn, connected to positive word-of-mouth.

In another related study,” reported that the usability of a website encapsulates the perceived ease of
using it or the perceived ease of use of making purchases online, and it is a significant factor in e-commerce
development. This in turn plays a key role in developing profitable consumer behaviors like loyalty, satisfaction
and positive word-of-mouth of the performance of the system. Basing their findings from the website design
parameters viewpoint, looked into website usability and revealed that website navigation ease, content of
information, speed of downloads, and availability of websites all had a positive effect on website usability. In
fact, other studies in literature like2 supported the premise that website design/usability is one of the top
significant determinants of website quality, as a result of which, it may affect customer satisfaction levels. In
the same study caliber by®" reported that perceived website usability boosts the familiarity of the user with the
website, enhancing his/her ability to carry on the behavior in the future. Also, usability of the website assists in
information transparency, communication and parties interaction, simplification of the process of transaction
and user’s search efforts.®

The usability concept may be generally described as the effective use of e-CRM. According to®), usability
is concerned with several aspects (ease of use, learning capability, managing the system, ease of memorizing
the fundamental functions and user satisfaction in light of manageability). In this regard, higher usability levels
are related to lower difficulty levels of functionality management.® As a consequence, usability has been
acknowledged to be a major predictor of intention towards system use.22 In the Internet context, website
usability is a representation of the perceived ease of site navigation, purchase-making and is thus a critical
predictor of e-commerce development.®

In relation to the above, higher usability levels calls for mitigated search costs and a deeper understanding
of the contents and website tasks. This reduces the complexity and increases the services ease and usefulness,
which form a major aspect in provision of mobile phone services.” Hence, this study proposed a direct influence
of usability on e-CRM performance. Usability assists in promoting consumer satisfaction in light of service
manageability, and such satisfaction eventually leads to loyalty and positive word-of-mouth. Customers would
be more inclined to interact with the service provider if they are convinced that they are receiving value for
it. Based on the data analysis findings in this study, Jordanian subscribers possessed a positive viewpoint of the
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usability of the mobile phone service in light of efficient work completion and easy rectification of mistakes.
Using such services is easy, comfortable and understandable - all in all - the subscribers were satisfied with the
Jordanian mobile phone service providers.

Furthermore, based on the results, SCRM has a positive and significant effect on the customer loyalty of
the online environment in Jordan, and this may be related to the readily available sites like modern social
networking sites, enabling them to interact and communicate concerning products and services, to keep
abreast of the new services and to maintaining orientation dealing, through communication tools that are
available at any time. Owing to such interactions, customers can provide their opinions and comments on the
services through the provided tools. This also enables management to obtain and gather customer feedback
regarding the services, cement interactive communication with their customers within the SCRM framework.
SCRM positively supports and enhances the reputation and image in the customers’ eyes using social media’s
low cost and high efficiency, particularly compared to traditional communication tools - enabling them to
exchange marketing messages. Customers may also take part in decision-making revolving around the design
and quality of the products and services.

According to@* described enjoyment as the level to which the performance of an activity is viewed to
provide pleasure, fun and joy, in addition to enhanced performance. In prior studies, enjoyment was revealed
to be top online activities determinant (e.g., using email and e-shopping).¢"3%7 In e-commerce application,
online gaming generates enjoyment although its role in system use has yet to be strongly validated. In the
present study, the analysis results indicated the lack of significant relationship between enjoyment and e-CRM
performance. The finding is aligned with prior findings reported by®®. The authors revealed no statistical
significant relationship between enjoyment and acceptance of data processing systems. According to them,
perceived enjoyment positively correlates with use period but not with use frequency or the number of tasks.
In another study,® indicated that enjoyment in shopping did not predict emotional reactions in advertisements
announced websites. While enjoyment was found to influence use frequency, no significant influence was noted
on variety of use in® study. Such mixed findings require more studies to examine enjoyment role in behavioral
intention.

The above mentioned findings are in contrast with the findings reported by? in that shopping enjoyment
has a key role as a predictor of return visit intentions of customers. This was also supported by Lee et al.® who
revealed no direct influence of enjoyment on behavioral intention but there was a presence of an indirect one
via attitude. Meanwhile, a positive correlation between perceived enjoyment and frequency of Internt use as
well as daily Internet usage was revealed in® study.

Along a similar line of finding,“" reported that perceived enjoyment positively affected the acceptance
of online banking among consumers. This is aligned with Koufaris® who illustrated a positive relationship
between online shopping enjoyment and site return. Online consumers perceiving an enjoyable shopping
experience was found to have enhanced positive attitude towards online shopping.©®" Also® illustrated the
presence of direct effects from enjoyment to behavioral intention of online customers, with the former trigger
behavioral intention of customers. Users recognizing the use of instant messaging as enjoyable in® study had
a likelihood to continue using the service. In sum, enjoyment is a crucial positive factor that contributes to
online environment adoption. @)

The hypotheses formulated in this study were generally accepted and as aligned with the reported findings
of®®, a significant relationship between SCRM and customer empowerment and customer loyalty is supported.
According to other related studies, like Nure® and®, SCRM has a significant impact on loyalty as the system
meets the needs of customers and provide them value, which will in turn, guarantee customer loyalty from the
other end.® Based on the results, SCRM has a significant impact on customer empowerment - a variable which
is a top SCRM component® being that it aims to obtain informational feedback from customers for customer
satisfaction.®9 Also, customer empowerment has a positive relationship with customer loyalty. Along the
same line of findings of®3%4%%) the significant and positive relationship between the two variables were also
supported. In light of the mediating role of customer empowerment, it was found to mediate between the
antecedents examined and customer loyalty. Past studies on the same examination were not found albeit®
explained that SCRM is function of customer empowerment. In other words, customer empowerment leads to
customer loyalty and other positive behaviors. Using social media was evidenced by® to enhance customer
relationship and in turn, loyalty.®

In the context of mobile phones, enjoyment refers to the degree of service activity use (chatting, gaming,
etc.) and the experienced enjoyment.® Compared to other activities, like online shopping, mobile phone
service tends to be more experiential with the top aim being the pleasure, fun and enjoyment. And players
experiencing enjoyment are more likely to respond to pleasure and continue playing.®) In prior literature,
it was noted that when the behaviors of individuals were urged by their intrinsic motivation (interest and
enjoyment), individuals had a higher tendency to continue doing the behaviors in the future.? Additionally,
easier to use systems are not as threatening and they work towards enhancing and encouraging control feelings,
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and in turn, an enjoyable experience with technology use. Added to the above explanation, users perceiving
the mobile phone service to be enjoyable and pleasant are likely to feel satisfaction and in turn, to provide
high evaluations of the service outcome expecting beneficial outcomes to arise from it. They will naturally
develop a positive attitude towards using the service. In prior researches, enjoyment was evidenced to have
a direct effect on behavioral intention towards online use.®+% Along a similar line of finding,®® revealed that
the perceived enjoyable use of the service were likely to convince users to continue its usage. Also, shopping
enjoyment plays a key role as a predictor of consumer intention towards repeat website use®® such enjoyment
is a significant construct in online consumer behavior.

Nevertheless, in the present study, no significant relationship was found between enjoyment and e-CRM
performance and this may be attributed to the context - prior studies contexts included internet usage, shopping
enjoyment and online shopping enjoyment, while this one is in mobile phone service enjoyment, which is more
of a necessity than entertainment. The respondents used mobile phones to make and receive calls, discuss
studies and work issues and chat (68,4 %), with only a minimal number (7,8 %) using it for enjoyment, recreation
and news. This shows that mobile phones are more of a necessity for the respondents. Moreover, although
other factors had a positive e-CRM performance relationship like ease of use, usefulness and usability but not
enjoyment. This may be related to the overriding effect of other technology factors. Aside from the above,
prior studies were carried out in the West, while the present one is conducted in Jordan, an Arab country. In this
regard, culture may have had a hand in the absence of significant positive relationship between enjoyment and
e-CRM performance. This may be further explained by the Middle Easterners perception of mobile phone usage
for social interactions, with online banking, online shopping and e-services still in their infancy stage.( The
study showed that only 7,2 % of the respondents kept internet services into consideration in their use of mobile
phones. However, because mobile phones are becoming a necessity in contacting family and friends, arranging
plans and resolving emergencies, they are perceived as work tools that are quite useful. Mobile phones are
generally purchased by students with the same major objectives namely, prestige, necessity and gift from
parents, 19219310 byt not for the objective of enjoyment. Majority of the youth mobile users receive phone calls
from parents to keep track of their activities and despite the fact that phones are used to keep in touch with
family, the students also use them for texting, calling or messaging friends. The results appeared to indicate
that Jordanian university students do not use mobile phones for the purpose of availing of internet services,
playing games, reading about sports and books, but mainly for making and receiving calls, SMS and conducting
academic issues discussions. To the best of the author’s knowledge, experience and observation, majority
of the students still use the old mobile phones models that have no internet surfing facilities. Moreover, the
internet connection incurs significant costs beyond the financial means of students.

CONCLUSIONS

The prior section provided a discussion of the findings in the context of the objectives of the study and the
reviewed literature. Outcomes and general implications were discussed to demonstrate their significance from
the perspective of academics and research and the model is expected to be useful to explanatory studies for
e-CRM performance investigation in other industries. This is an original contribution to the e-CRM and Social
CRM literature. The researcher views the current study as beneficial to academic circles and practitioners in
terms of e-CRM,Social CRMand customer loyalty. However, not unlike other studies, this study has its limitations,
with one of them being the sampling framework and the use of self-reported surveys. Although survey has
been extensively used by studies, there are several issues related with the method, including the limitations
of control over the self-completion approach, the representation of the whole population, and the expected
answers or pattern of responses to the questions that the respondents may provide. Moreover, this study
left out the examination of a moderating variable on the antecedent variables relationship with ECRM in the
context of mobile phone services. The study is limited in focus to specific antecedent factors and their effects
on the e-CRM and Social CRM. Future studies may delve into examining the moderating variables as it enriches
the relationship and the accuracy of findings.

However, despite the above limitations, the study succeeded in providing e-CRM performance and the
factors that affect it in the mobile phone service providers in Jordan. This study recommends the study’s
extension and replication in other areas and nations, and the inclusion of other services to test the present
findings generalizability and to confirm the validation of the framework in terms of cultural and geographical
variations of customer behaviour. Added to the above, the author urges future authors to reap opportunities
from the limitations of this study. Future studies can be extended over a longer time period and they can adopt
a case study or carry out comparative research using other nations as the sample study. Future efforts will assist
in validating the study conclusions as a single period data set obtained from this study may contain bias. Lastly,
identification of additional factors influencing e-CRM is crucial to provide insight into howSocial CRM and e-CRM
can be enhanced.
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