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Abstract: One of the key advancements in showcasing 
has been the appearance of electronic client relationship 
administration (e-CRM) frameworks, composed 
principally to make and oversee enduring client 
connections. To stay focused in this web based condition 
it is basic to pull in new clients and increment client's 
maintenance and to accomplish these destinations it is 
vital to actualize E-CRM. Electronic applications have 
picked up significance in Electronic Customer 
Relationship administration (CRM) together with 
incorporating data transmission innovation with 
particularly promoting capacity effectively and 
correspondence's diverting to electronic environment. 
Together with CRM, particularly systematic CRM idea 
has moved toward becoming in bleeding edge position, it 
has turned into an improvement towards examining to 
data assembled with information looking to speak with 
clients and make chances to organizations 
notwithstanding gathering data from the clients to support 
organizations. That electronic air has turned out to be 
utilized effectively in Customer Relationship 
Management deliberately as arranged, has arranged a 
foundation for Electronic Customer Relationship 
Management/E-CRM idea to turn out. These days the 
organizations' having the capacity to prevail in e-
shopping applications is firmly identified with shaping 
consumer loyalty and changing this fulfillment to the 
steadiness. The premise of client relationship is identified 
with a few esteems that are substantial totally in singular 
connections. As to those qualities, they are centered 
around creating exchanges between the client and the 
organization and making the client meriting and 
imperative. In this investigation, the sites of the web/web 
based shopping as Flipkart, Amazon, Snapdeal, Jabong, 
Paytm will be inspected and broke down examples which 
incorporate the quality factors that sites ought to have in 
the part of making the consumer loyalty regarding E-
CRM. 
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Introduction 

With the integration of data communication technology to 
the business enterpriseand marketing functions, all 
business and communication process have beencarried to 
the electronic atmosphere. Particularly with the 
development approachof analytic CRM (Customer 
Relationship Management), beyond the datacollecting 
about the customers, data mining concept that provides 
possibility tofind the opportunity to use that information 
has gained importance.  

Each one of those advancements have caused Electronic 
Customer Relationship Management/ECRM that is an 
administration and assurance process in light of 
technologic bases to turn out. In this course it is 
conceivable to discuss some quality factors that sites 
need, regarding giving e-consumer loyalty and framing 
consistent clients. In the most recent decade, CRM has 
turned into a prominent showcasing Strategy, 
successfully overseeing client connections and boosting 
organizations' gainfulness. Distinguishing, fulfilling and 
holding organization's best clients and expanding the 
incentive from them is the fundamental target of CRM. 
Organizations know the way that the main mantra for 
survival nowadays is to achieve the correct client at the 
ideal time with a correct offer through the correct channel.  

To accomplish an aggressive edge in the market, it is clear 
to actualize CRM systems that empowers better client 
benefit, permits better administration of client desires, 
expanded gainfulness and enhances client 
unwaveringness (Cho et al., 2001; Reichheld, 1996; 
Romano and Fjermested,2001; Winer, 2001; Grover, 
2011). Similarly, holding existing clients is less expensive 
than obtaining new clients. It costs fivefold the amount of 
to secure another client than to hold a current one (Peppers 
and Rogers 1996).  

2. Giving E-CRM and E-SERVICE QUALITY of 
WEB SITES: 

2.1. The Concepts of E-CRM and E-Customer 
Satisfaction: The idea of E-CRM is characterized as an 
approach in view of web that joins work capacities and 
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target gatherings and makes the client connections 
contemporary.  

The organizations that have fruitful E-CRM application 
make less expensive and more reasonable open doors for 
the clients in the phase of purchasing items. In this way 
they make their benefits progressively and their clients 
more fulfilled (Allen, Kania and Yeackel, 2002:247). E-
CRM applications have picked up speed with the spread 
of the web and that has made the organizations apply it, 
as well. In this point, the organizations have made 
frameworks through which they could speak with their 
clients specifically and make it workable for the clients to 
act without anyone else input. The CRM applications that 
are made thusly contain the combination of the electronic 
environment to get the data like purchasing the item on 
the telephone and viewing the Delivery status of the item 
that they purchased. E-CRM applications are bolstered by 
the multi electronic channels that the clients could reach. 
For those applications straightforwardly allow the clients 
to acknowledge, they have the component in which the 
client can join the applications actually (Bernett and 
Kuhn, 2002:92). The investigations of E-CRM are a 
procedure in which the on-line client's conduct designs 
are resolved and examined to gain and making faithful 
clients.  

It is mandatory for the organizations to consolidate the 
information that they get from every client in the each 
point where they contact with them for the point of 
achieving the information that E-CRM applications 
require and breaking down the e-clients' conduct designs 
(Khosrow-Pour, 2004:211-212) and this procedure would 
unite the consumer loyalty with itself. The looks into on 
successful certainties over making consumer loyalty and 
framing faithful e-client, has demonstrated that 
administration quality (e-benefit) that is given on-line, has 
extraordinary significance. E-consumer loyalty is 
characterized as a nostalgic response towards the e-
benefit involvement. It is conceivable to meet with 
numerous scientists assessments in the writing who have 
made research regarding this matter.  

De Lone ve McLean (1992), states that the framework and 
information nature of the e-benefit has gone to a fore 
position in the fulfillment of the last client. Framework 
quality communicates the specialized or designing 
execution of e-benefit. That is dictated by achieving the 
sites effectively and measuring the level of 
communication with the framework. The information 
quality means the nature of the data that is given by the e-
benefit. Pitt, Watson and Kavan have joined the 
administration quality to this model as another factor that 
can affect the consumer loyalty. The assessments of e-

benefit quality contain the ideas of substantial quality, 
unwavering quality, responsiveness, confirmation and 
compassion and it is realized that e-benefit quality greatly 
affects the consumer loyalty. (Rodgers, Negash and Suk, 
2005:315).  

As to e-consumer loyalty, it might be characterized as 
positive practices that have turned out in the aftereffect of 
clients' meeting the sites and doing what they need 
effectively. Regardless of whether the clients once in a 
while purchase on the web, they might be consistent 
clients when they meet with an extraordinary execution 
on the digital markets that may enable them to create 
positive behavior (Sohn and Lee 2004:283). In the E-
CRM applications, a few factors as far as making 
consumer loyalty and devotion like clients' impression of 
security over on-line applications, given physical 
favorable circumstances, and utilizing ease and achieving 
effortlessness, the level of coming to effectively, 
intuitiveness, the choices of exemplification and 
adjustment, draw in consideration as e-benefit quality 
components which are viable.  

2.2. The Factors in the Web Sites That Form the 
Quality of E-Service 

In the explores in connection to e-consumer loyalty and 
dedication, there have happened some extraordinary 
discoveries that quality which is seen three dimensional 
has a few impacts over clients' fulfillment and 
unwaveringness. The looks into demonstrate that the 
nature of framework and administration affects e-
consumer loyalty.  

At the point when the clients are influenced happy with 
the e-to benefit, the likelihood for them to keep on getting 
the administration gets higher. The nature of data isn't 
straightforwardly identified with the e-consumer loyalty, 
however it has more impact on the e-client steadfastness. 
E-consumer loyalty for the clients who have more on-line 
encounter are significantly more affected by the 
components like the nature of the framework and 
administration that are required for the nature of e-benefit.  

The discoveries gotten from the examines express that 
giving better administration and access are expected to 
build the level of e-consumer loyalty and steadfastness for 
the point of keeping experienced clients close by. As to 
fulfill the clients who have less on-line understanding, the 
nature of data is less successful (Rodgers, Negash and 
Suk, 2005:327-328).  

It is recommended that the organizations concentrate on 
five key focuses to fulfill on-line clients. The first of those 

International Journal of Pure and Applied Mathematics Special Issue

162



   

  

critical focuses is to give client benefit high in quality. 
Particularly organization agents should give the essential 
data to their clients and answer their inquiries with the e-
business applications and the web.  

They ought to comprehend their clients' particular needs 
and have the ability to deal with the issues which may 
happen, and manage the clients' dissensions with a well-
disposed and unaffected way. As to second point, it is to 
do the administration which has extraordinary 
significance for the organization, to keep the records of 
clients without botches and to convey the requests at the 
initial opportunity. Third key point in giving consumer 
loyalty is to give their great angles to their clients and to 
influence the results of them to claim on-line server 
unique in relation to the contender destinations. The other 
two focuses are about the security of sites and its 
effectiveness to be utilized. The organizations should 
shape client centered sites that have required menu 
alternatives and process.  

The data and substance given on the site about the item 
ought to be composed and framed positively and 
achieving that data ought not be troublesome for the 
clients. In addition, the organizations should influence the 
clients to feel safe when they enter their locales and leave 
their own data (Yang and Peterson, 2004:814-815). One 
of the models that is identified with the meaning of on-
line benefit quality is Webb and Webb's B2C (2001) of 
which target is last clients, are the works that they have 
built up the applied model of the variables that are viable 
on the impression of clients about the sites. Two quality 
structures concentrated on at the model are benefit quality 
and data quality.  

The elements of the nature of administration that may 
influence the administration nature of B2C site specified 
above are conspired in the figure 1.(Webb and Webb, 
2004:431). With regards to the degrees of the 
administration quality that are served on the sites and the 
substance they express are as how they are outlined 
predominantly in the graph. 

 

Table 1: E-Service Quality Factors (Resource: Albert, 
Sanders, 2003: 39) 

E-Service Quality 
Factors 

Contents 

Access Web website is stacked effectively and quick, 
discovered effortlessly and there are diverse 
techniques for the association with the organization. 

Ease of Navigation The operation of the site, going around on the site 
and achieving the data needed are simple

Efficiency The site is composed extremely well and it is 
anything but difficult to achieve the data that is 
required

Customization and 
personalization

The site might be controlled by the inclinations of 
the guests and adjusted.  

Security and 
Privacy

The work force data is kept in mystery and the 
operations are finished by the servers.

Assurance and 
Trust

The glory of the site is its picture 

Price Knowledge The examination of the costs on the site for various 
brands ought to be done and the freight credit ought 
to be expressed on the site plainly

Site Aesthetics The site ought to be outlined in a path that there 
Won't be any trouble to be stacked and the adjust of 
the content and the realistic ought to be made 
consummately 

Reliability The site ought to be utilized reliably and its records 
ought to be solid. 

Flexibility The site should offer choices to the clients. (paying 
alternatives, the states of shipment and discount and 
the hint of shipment) 

 

4. Research Methodology 

4.1 Sampling Method and Respondents’ Demographic 
Information  
 

From the discourses of literary works above, we locate 
that few inquires about have depicted and checked the 
connections between e-CRM and Customer Satisfaction 
in connection to web based shopping. Keeping in mind 
the end goal to gather the data, the investigation focused 
on 270 respondents in light of advantageous examining 
method. To guarantee precise discoveries, 20 invalid 
reactions were disposed of and along these lines 250 
substantial reactions were examined with the assistance of 
Statistical Package for Social Sciences (SPSS) Version 
17. Table 1 demonstrates the statistic profile of the 
respondents. Sexual orientation piece is practically 
equivalent. While, age bunches are fairly spread, with the 
lion's share of respondents are from 21 to 30 age 
gathering. Around 40 % respondents have doctorate or 
expert capability 
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4.2 Survey Instrument 

The survey was carried out by using a self- administered 
questionnaire which is divided into two major parts. The 
first part focused on e-CRM factors (convenience, 
personalized offers, security and trust). Most of the 
questions were on Five-point likert scale ranging from 
“Strongly Disagree” (1) to “Strongly agree” (5) for 
measuring independent variables to dependent variable 
(Customer Satisfaction). The second part collected the 
respondent’s demographic data, such as age, gender, 
education and occupation. Respondentsin the survey 
include the customers that are using online retail websites 
to collect information and purchasing goods and services. 

Descriptive analysis was used to present the demographic 
profile of the respondents.Correlation analysis was used 
to measure the correlation between the variables. To 
predict the value of one variable on another variable, 
multiple regressionswere used. 

5. Results And Discussion 

In order to test the hypotheses, Pearson’s correlation 
analysis was utilized. Pearson’s product moment 
coefficient (r) is a parametric technique that portrays the 
strength of the relationships between two variables. The 
interpretation value lies between 0 and 1. According to 
Cohen’s (1988) guidelines, there exists a small correlation 
if the r value lies in between 0.10 to 0.29or r =-0.10 to -
0.29; medium correlation when r = 0.30 to 0.49 or r =-
0:30 to -0.49 andlarge correlation when r =0.50 to 1.0 or 

r =-0:50 to -1:0. Results of the estimated model show that 
all three out of four independent variables significantly 
influence customer’s satisfaction toward online shopping. 
The result implies that Convenience, trust and security 
positively affect the customer’s satisfaction. 

 

Hypothesis I contends that there is significant 
relationship between convenience and consumers 
satisfaction toward online shopping.The relation between 
convenience and customer satisfaction was tested. The 
results were analyzed at a significance level of 0.01. Test 
revealed that there is positive correlation between 
convenience and consumer satisfaction regarding online 
shopping. However according to Cohen’s model, 
r=0.235** belongs to the small correlation category, and 
hence one could argue that there is a small positive 
correlation between convenience and consumers 
satisfaction.  
 
Hypothesis IIproposes that there is significant 
relationship between personalized offers made by 
retailers and consumers satisfaction toward online 
shopping.The results reveal that r= 0.066. In other words, 
the results proved there is no correlation between offers 
provided and customer satisfaction. Hence, we rejected 
the hypothesis.  
 
Hypothesis III argues that there is significant relationship 
between security and consumers satisfaction toward 
online shopping.The results reveal r= 0.193* significant 
at 0.05 level, which means that there is a small 
positivecorrelation between the security and customer 
satisfaction. Therefore one can conclude that safe and 
secure transactions will have an effect on consumer’s 
satisfaction.  
 
Hypothesis IV hypothesize that there is significant 
relationship between trust and consumers satisfaction 
toward online shopping. The results showed r =0.444** 
which is significant at level of 0.01, which indicates a 
strong positive correlation between trust and consumer 
satisfaction. Therefore one can conclude that building 

Demographic Characteristics of Respondents’

  

Age 

Below 20 years 40 16.00

21 to 30 98 39.20

31 to 40 67 26.80

Above 41 45 18.00

Gender 

Male  115 46.00

Female  135 54.00

Education 

Undergraduate or lower 66 26.40

Post graduate 89 35.60

Doctorate or Professional 95 38.00

Occupation 

Student  57 22.80

Employed  108 43.20

Unemployed  85 34.00
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trust between buyer and sellers enhance customer 
satisfaction regarding online shopping 

 

Table 3 shows the multiple regression analysis, which is 
used to identify Variables that affect dependent variable. 
Customer satisfaction was the dependent variable, and the 
independent variables were convenience, personalized 
offers, trust and security. The result form regression 
analysis showed that the model was significant with value 
ofR2= 0.254, which tells us that e-CRM can account for 
25.4% variation in customers satisfaction. 

3.1 The Model and Method of the Research 

The descriptive research model is used in this study. The 
purpose of descriptiveresearch model is to determine the 
problems in hand and the conditions aboutthem and find 
the answer of the question of what the condition is. In 
thedescriptive research, it is important to portrait the 
concept clearly and to be able toreach the synthesis of the 
fact (Karakaya, Ay, 2007: 58). In the analyses of on-
lineshopping sites, the method of comparative web sites 
analyses that Gibson andWard (2000) have explained in 
their article of “A Proposed Methodology forStudying the 
Function and Effectiveness of Party and Candidate Web 
Sites” andGibson, Margolis, Resnick and Ward have used 
in their study of “ElectionCampaigning On The WWW In 
The US And The UK: A Comparative Analysis”has been 
based on. In the research of the web sites in the analyses 
concept, thefeatures of function and service have been 
based on and the method ofcomparative web sites 
analyses has been carried out (Gibson, Margolis, 
Resnick,2003: 68-70). 

3.3 The Exemplification of the Research 

On-line shopping sites that make the exemplification of 
the research havebeen selected considering their places in 
first 300 sites in India according to theresults of monthly 
traffic evaluation done by Researcher. Thus, the first five 
of on-lineshopping sites have been examined. According 
to the order done byresearcher, They are Jabong (39), 
Snapdeal(32), Paytm(70),Flipcart(71), Amazon (88) 

3.4 The Limitations of the Research 

Especially having some parts left for the researchers to 
determine especially informing sub-criteria about 
functional features in comparative web analyzing method 
causes the method to have subjective quality and this 
feature brings thelimitation that comes from the system 
itself out, too. 

3.5 The Findings of the Research 

In the analysis that has been made for determining it’s all 
functional features, thesite that has gotten the highest 
points in terms of providing information to theusers has 
been flipcart. It is important for the web site to give 
enough andright information in terms of content quality 
and accuracy for providing customersatisfaction. When 
Flipcart is examined in this context, it is seen that 
customersupport service information that is very 
important is being given in every leveland it is possible 
for the customers to have on-line access with the 
customerservice. Besides that, it is also seen that the 
privacy agreement which hasimportance in terms of on-
line procedures together with the security 
certificateinformation that the site uses and explanations 
that is about the site’s operationalprocess are given in 
details, too. It is seen that special opportunities private for 
themembers in terms of information transfer on all web 
sites analysed are given. It isalso discovered that extra 
information like fashion news or the preferences of 
thewell-known people is also presented on the sites of 
Flipcart, Amazon andPaytm. 

 Informatio
n 
provision 

Securit
y 

Networkin
g 
Internal-
External 

Interactivit
y 

Campaig
n 

Flipcart 31 5 1-1 12 2
Amazon 27 5 1-1 14 4
Paytm 30 4 1-1 13 3
Snapdea
l

25 5 1-0 12 4 

Jabong 25 4 1-1 11 3

 

Mean 27.6 4.6 1-0.8 12.4 3.2
Numerical 
Value

0-35 0-7 (0.5)-(0.10) 0-n 0-5 

 

Table 2: The Function Characteristics of Web Sites 

The security forms an important category in terms of 
providing the e-customersatisfaction in on-line shopping 
in the content of all functional features. In theresearch, it 
is seen that all web sites have gotten high points in terms 
of theirsecurity features. Flipcart, Amazon and Paytm 
have been seen as the sitesthat have gotten the highest 
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points in this category. It has been discovered that nosites 
have had the feature of blocking the operation in this 
category when thewrong password which has the 
importance in terms of security is entered. Besidesthat no 
signs/warnings have been seen about user’s having made 
a safe exit fromhis account in the web sites of Amazon, 
Amazon and Flipcart. It has been seenthat in all sites 
related to the research in terms of the quality of 
internalcommunication, there are connection with the 
other commercial sites like socialnets, banks etc. social 
social nets. Only in Paytm’s web site, no 
externalcommunication links have been seen. In this 
concept, ıt has been discovered thatno web sites examined 
in this research have links with the web sites that havenot 
got commercial references. Interactivity has been shown 
as an importantcriterion in terms of e-customer 
satisfaction because of the internet’s nature. Inthis 
concept, Amazon one of the sites in the research has 
gotten the highest score.It is seen that there has been a link 
in all web sites with the institutional blogs andsocial nets. 
In the sites of Amazon and Flipcart, the opportunity of 
havingcommunication with the on-line customer 
representative has been provided. In theconcept of 
feedback index, the criterion of membership cancellation 
hasn’t beenseen in Amazon and Paytm web sites. Besides 
those it has been also discoveredthat in no web sites 
included to the research, there haven’t been any places 
whereit can be possible to have communications with the 
members of other sites. In theconcept of campaigns, 
Amazon and Paytm have gotten the highest 
points.Additionally, there have been iphone, ipad, android 
processors and downloadprocesses that could provide 
short-cut access for desktop and tablet in Amazonand 
Flipcart web sites. 

Conceptual Framework 

In light of the current writing with respect to impacts of 
e-CRM on consumer loyalty, a calculated structure is 
developed to show the components that influence 
consumer loyalty's toward web based shopping. Survey of 
existing writing causes us in recognizing hypothetical 
models utilized as a part of different investigations and 
critical variables that impact consumer loyalty levels. In 
this segment we build up our theory and theoretical model 
in light of past talk. As opposed to testing every one of the 
factors, we distinguish those factors which are essential 
and have critical impact on consumer loyalty's.  

For our examination reason we discover accommodation, 
customized offers, security and trust as esteem creation 
factors influencing consumer loyalty in regards to web 
based shopping (see Figure1). The accompanying sub-

segments display the writing on the elements impacting 
consumer loyalty's.  

3.1 Convenience alludes to the degree to which a client 
feels that the site is straightforward, natural, and easy to 
understand. Availability of data and straightforwardness 
of the exchange forms are imperative predecessors to the 
fruitful consummation of exchanges. Eastin (2002) 
considered four internet business exercises (web based 
shopping, managing an account, contributing, and e-
installment frameworks) and found that preceding 
selection, saw comfort and monetary advantages 
anticipate appropriation choice.  

Short reaction time, encourages quick finishing of an 
exchange, and limits client exertion are some vital 
qualities of a helpful site (Schaffer, 2000). In light of the 
connection amongst accommodation and consumer 
loyalty toward web based shopping, the accompanying 
theory can be expressed for this examination  

H1:There exists a positive connection between comfort 
with respect to internet shopping and consumer loyalty's  

3.2 Customized Offers:To broaden the broadness and 
profundity of buys, e-retailers give significant data and 
motivating forces to their clients. Different sorts of 
limited time special are utilized by the e-retailers which 
incorporate; rebates, money backs, extra focuses, and so 
on. In view of the writing it can be expressed that offers 
conferred by retailers will affect customers fulfillment. 

H2: There is a noteworthy connection between 
customized offers and purchasers fulfillment toward web 
based shopping.  

3.3 Security is an arrangement of methods and projects to 
check the data source and assurance the uprightness and 
protection of the data (Tsiakis and Sthephanides, 2005). 
Sathye (1999) finds that security is a noteworthy 
obstruction to web based keeping money utilization, 
which influences the utilization of e-installment 
frameworks. So also, in internet shopping clients delayed 
while obtaining because of security issues. Along these 
lines, we infer that protected and safe exchange gave by 
retailers essentially influences consumer loyalty's. 

H3: There is a noteworthy connection amongst security 
and shopper's fulfillment toward web based shopping.  

3.4 Trust is characterized as an element of the level of 
hazard engaged with budgetary exchanges, and the result 
of trust is decreased seen chance, prompting positive aims 
toward e-installment selection (Yousafzai et al., 2003). 
Earlier investigations observed trust to be a noteworthy 
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determinant affecting clients' eagerness to transmit web 
based business exchanges and participate in online trades 
of cash (Gefen, 2000; Hoffman et al., 1999). Clients' trust 
in a web domain is critical as there is little certification 
that the online seller will abstain from unfortunate, 
deceptive, and entrepreneurial conduct, for example, 
unjustifiable valuing, introducing off base data, 
dispersing individual information, and buy action without 
earlier consent (Gefen, 2000). On the premise of above 
contentions we recommend that trust in e-retailer is 
emphatically identified with consumer loyalty's. 

 H4: There is a huge connection amongst trust and buyers 
fulfillment toward web based shopping. 

4. Conclusion 

A customer may have some expectations to feel satisfied 
when he enters on-lineshopping sites. Those may be 
expressed as comparing different brands’ prices 
andfeatures, reaching the information about the 
product/service, being able to finishthe shopping process 
without problems etc. Based on the experience of 
Internetgrowth in the recent years, the researchers see 
anexplosion in online shopping and it has become a part 
of our life. Businesses and researcheras well can no longer 
afford to ignore it. The presentresearch is one of a very 
few attempts to deal with thesubject.To provide customer 
satisfaction,people want their personal data kept secured 
by the sites. After having finished thebuying process, they 
also want on-line trace opportunity through the order 
tracesystem. At the same time, when they have any 
problems about theproduct/service, they want a customer 
representative whom they could often reachon-line or on 
the phone to connect with. To create customer constancy 
for theshopping sites that cannot meet those expectations 
is impossible. As a result ofthe examination of the web 
sites in the research, we can say that tracing on-
lineprocess, paying options, fast access, following the 
process easily are veryimportant for customer 
satisfaction. Additionally, customer support 
informationand the line of on-line customer support 
information service are considered as thefactors that 
determine e-service quality, too. 

This paper contributes to this area byidentifying e-CRM 
effects on customer satisfaction and proposing four 
validated hypotheses. We discover thattrust,security and 
convenience in online shopping significantly 
affectcustomersatisfaction. Since electronic commerce in 
India has operatedfor only about three to four years, it is 
still on thegrowing stage of product life cycle. It is 
difficult toconduct a sizeable scale of survey due to time 
and cost limitations. We hope that future researchesmay 

be conducted in two areas. First, the researchersneed 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 
largerscale and with a greater variety. 
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