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Abstract 

One of the key developments in marketing 

has been the advent of electronic customer 

relationship management (e-CRM) systems, 

designed primarily to create and manage long 

lasting customer relationships. To remain 

competitive in this internet based environment it is 

imperative to attract new customers and increase 

customer’s retention and to achieve these 

objectives it is crucial to implement e-CRM. The 

study was aimed to identify the effect of e-CRM 

strategies on customer satisfaction in context of 

online shopping.  

This study is based on 150 respondents 

and analysis confirms the conceptual model that 

convenience, trust and security have significant 

effect on customer satisfaction. This study enables 

managers and marketers to implement the e-CRM 

in the best shape and match it with current needs 

and requirements of consumers. The conclusions 

suggest that if organizations want to get the most 

from their e-CRM implementations they need to 

revisit the general principles of usability and 

resistance which should be applied thoroughly and 

consistently.  
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I. INTRODUCTION  

 In the last decade, CRM has become a 

popular marketing Strategy, effectively managing 

customer relationships and boosting companies’ 

profitability (Bolton et al., 2004). Identifying, 

satisfying and retaining company’s best customers 

and maximizing the value from them is the 

underlying objective of CRM (Kennedy, 2006). 

Companies know the fact that the only mantra for 

survival these days is to reach the right customer at 

the right time with a right offer through the right 

channel. To attain a competitive edge in the 

market, it is evident to implement CRM strategies 

that enables better customer service, allows better 

management of customer expectations, increased 

profitability and improves customer loyalty (Cho et 

al., 2001; Reich held, 1996; Romano and 

Fjermested,2001; Winer, 2001; Grover, 

2011).Similarly, retaining existing customers is 

cheaper than acquiring new customers. It costs five 

times as much to acquire a new customer than to 

retain an existing one 

In this era of globalization and fast 

changing economic environment, many 

organizations redesigned their CRM to satisfy 

customer needs and create mutual and beneficial 

relationships. Rapidly growing electronic business 

and Internet-based services has created a new 

platform to deliver CRM functions on the Web, 

which is popularly known as e-CRM (Alhaiou et 

al., 2009).  e-CRM helps a company in different 



Emperor International Journal of Finance and Management Research ISSN: 2395-5929 

Mayas Publication IFS- 1.14 |SJIF-2016-3.343|SJIF -2017- 4.253|ISI-0.67 Page 154 

situations including repeat purchase, word of 

mouth, retention, cross buying; brand loyalty and 

customer satisfaction, managing effective and 

efficient relationships with customers which lead in 

gaining competitive advantage for the firms 

(Karimi and Sarkhosh, 2006). In this study, we 

investigate the influence of e-CRM on customer 

satisfaction, as satisfaction is significantly related 

to changing customer’s attitude and their intention 

to purchase. With these insights, marketers can 

make more informed decisions which will 

hopefully increase their profitability and spawn 

continuous growth in their business in the highly 

competitive market. The discussion also 

acknowledges the formidable challenges which e-

CRM adoption and implementation pose for 

companies in the areas of customer relationships, 

managing on-line channels, building trust and 

security among online buyers. The remainder of 

this article is structured as follows. In the next 

section we present a brief review of literature, 

followed by a discussion of our conceptual 

framework and hypothesis. We then describe the 

research method. Finally, we round off by 

discussing results and implications for research and 

practice. 

Review of Literature 

Electronic Customer Relationship 

Management (e-CRM) e-CRM is the latest 

technique companies are using to increase and 

enhance their marketing skills and capabilities 

(Alhaiou et al., 2009). It is mixture of software, 

hardware, application and management 

commitment (Dyche, 2001), which is concerned 

with attracting and keeping economically valuable 

customers and eliminating less profitable ones 

(Romano and Fjermestad, 2001), building loyalty 

and profitability, increased customer satisfaction, 

simplified processes and lower costs, better insight 

and decision making of the organization 

(Reichheld, 1996; Winer, 2001). With the growing 

global penetration of the Internet, e-CRM has 

become increasingly popular as a Communication 

tool and used as a relationship-building platform 

(Lam et al., 2013). It enables companies to 

implement interactive, personalized and relevant 

communication with customers through electronic 

and traditional channels (Milovic, 2012). In this 

highly competitive environment, e-CRM is critical 

for the success of businesses in India. By utilizing 

big data, companies can understand customers’ 

needs, wants and satisfy customers by developing 

customer-centric marketing programs that help in 

creating value for customers, providing 

personalized products and services (Sheth et al., 

2000). Internet and email as a part of electronic and 

interactive media are playing significant role in 

operationalizing CRM and support effective 

customized information between the organization 

and customers (Kennedy, 2006). Whereas, 

Rosenbaum and Huang (2002) argue that the main 

driver behind e-CRM adoption is commonly shared 

belief that improves customer loyalty and retention 

through the enhancement of customer satisfaction.  

e-CRM has become a requirement for survival 

these days, not just a competitive advantage but 

allows customers to access company from more 

and more places, since the internet access points 

are increasing day by day (Pavithira, 2010). Using 

technology to optimize interactions with customers 

companies can create a 360-degree view of 

customers to learn from past interactions to 

optimize future ones (Chen and Popovich, 2003).  

Research Problem 

In the digital world the business of any 

industries across the globe is solely depends on 

electronic commerce. The problem of research is 

identified as many companies don’t understand the 

significance of CRM, which ends up with failure in 

business. So the study of role of ECRM has gained 
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much importance , due to customer acquisition and   

retention are the key factors of successful business 

venture.                            

Research Methodology 

Descriptive research design and  

convenience sampling method has been adopted in 

this proposed study. Both primary and secondary 

data is used in this study. The primary data was 

collected through a questionnaire designed 

exclusively for the study. Secondary data was 

extract from research papers, Journals, magazines 

and websites.  

II. OBJECTIVES  

1. The objective of this proposed study is to 

know the role of E-CRM in online shopping. 

To know analyze E-CRM factors which induce 

to purchase online and know about E-CRM 

features used to purchase online. 

Sample size and area 

Samples were collected from  buyers of 

online shopping of thiruvannamalai region. A 

Sample size of 150 respondents were analyzed with 

set of, questionnaires were taken for data analysis 

and interpretation. 

Tools for analysis 

For data analysis, Percentage analysis, 

Correlation analysis, and Factor analysis are used 

to understand the behavior of the respondents for 

role of E-CRM in online shopping 

Findings & Suggestions of the Study 

The female gender respondent the 

purchase option (COD, Debit card, Credit card) 

0.95, offer (0.85), user friendly(0.92) and 

convenience(0.86) are positively correlated denotes 

that female respondent likely to do purchase 

because of the above set factors. The company 

online and sellers are advised to promote their 

goods and services by optimizing E-CRM 

techniques such as reminding customers about 

offer by way of mobile, sms and e-mail, specialized 

offers for particular banks debit/credit card, 

enabling user friendly interactive websites to make 

the customers or buyer convenient to purchase 

more online. 

Sampling Method and Respondents’ 

Demographic Information From the discussions of 

literatures above, we find that few researches have 

described and verified the relationships between e-

CRM and customer satisfaction in relation to online 

shopping. In order to collect the information, the 

study targeted 170 respondents based on 

convenient sampling technique. To ensure accurate 

findings, 20 invalid responses were eliminated and 

therefore 150 valid responses were analyzed with 

the help of Statistical Package for Social Sciences 

(SPSS)Version 17. Table 1 shows the demographic 

profile of the respondents. Gender composition is 

almost equal. Whereas, age groups are somewhat 

spread, with the majority of respondents are from 

21 to 30 age group. About 40 % respondents 

possess doctorate or professional qualification.   

Table1. Demographic profile of respondents 

Characteristics Descriptor Distribution % 

Age 
Less than 20 

years 
26 17.3 

 21 to 30 years 66 44 

 31 to 40 years 34 22.7 

 41 years or older 24 16.0 

Gender Male 80 53.3 

 Female 70 46.7 

Education 
Undergraduate 

or lower 
42 28.0 

 Postgraduate 48 32.0 

 
Doctorate, 

Professional 
60 40.0 

Occupation Student 36 24.0 

 Employed 52 34.7 

 Unemployed 62 41.34 

Correlation Analysis 

The Occupation of the respondent and the 

E-CRM factors influence customer online Purchase 

are Positively Correlated as .339.The Positive 

correlation denotes that the E-CRM factors 

influence customer online  purchase depends on the 

occupation, the respondents do. It is not only 

including the purchases of their own but also the 

purchases for their offices. The relationship 
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between monthly income and frequencies of 

customer online shopping are positively correlated 

as .717 hence its understood that frequencies of 

customer online shopping directly proportioned 

with the level of income 

III. CONCLUSION 

 Based on the experience of Internet 

growth in the recent years, the researchers see an 

explosion in online shopping and it has become a 

part of our life. Businesses and researchers as well 

can no longer afford to ignore it. The presenter 

search is one of a very few attempts to deal with 

the subject. This paper contributes to this area by 

identifying e-CRM role of online shopping and 

proposing four validated hypotheses. We discover 

that payment options, user friendly, security and 

convenience in online shopping are the effects of 

ECRM.  Since electronic commerce in India has 

operated for only about three to four years, it is still 

on the growing stage of product life cycle. It is 

difficult to conduct a sizeable scale of survey due 

to time and cost limitations. We hope that future 

researches may be conducted in two areas. First, 

the researchers need to include all e-CRM factors 

that affect customer satisfaction. Second, 

researchers can also explore e-CRM effects on 

customer loyalty and customer retention on a larger 

scale and with a greater variety. 
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