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Abstract:

Customer relationship management (CRM) has beemasimngly adopted because of its benefits of greate
customer satisfaction and loyalty, which in tueads to enhanced financial and competitive perfocmaThis
paper reports on a study that examines the rektipnbetween e- CRM and customer loyalty. This ywtud
contributes to the limited literature on e-CRM &gy since little is known about the impact of CRklloyalty

in the Airline industry in Jordan. Data were coléxt through a questionnaire survey of Airline comipa in
Jordan. Hierarchical regression analyses on a gaaip(513 passengers) Airlines companies, Theystound
that there is a strong relation indicates thatatimunication function through the company's webkave an
important and effective role in creating the custdm loyalty to the airline company. and the iattive
function is very important in creating the customémyalty to the airline company since it is neszgy that the
company's website be easy to navigate through,irmdidates that security is also an important elenien
interaction and creating loyalty , there are ndf@énces in Impact of (E-CRM) on the customer'saltyydue

to sample Age. but there are differences in Impdc(E-CRM) on the customer's Loyalty due to sample
education level and customer Experience , Cambndér Graduate and More than Ten times) favor
Keywords: Customer relationship management, customer lpyaltlines company.

1. Introduction

The airline industry is one of the most affectedtses from the economical changes, the effectshef t
worldwide economic crisis and the consequencesepte8nber 11th at tacks have severely impactechairli
industry. While the U.S. and certain European niarkeere most severely impacted, airlines worldwéde
striving to both regality and improve profitabilitiany have focused on operational improvementtice
costs, but the customer cannot be ignored. Custoatetionships (Boland, D et al 2002) must baeiesd for
airlines to maintain competitive advantage andifability in the long term.

airline industry globally is going through an ekuy phase of growth and change. Airline fleet greyw7%
worldwide in 2005 and the five-year forecast froATRA shows rapid growth in Asia Pacific and Central
Europe, with the global industry looking at an age growth rate of 5.6% across all internatiomaites.
Industry experts expect that by 2025 passenger atsnbill grow from 2 billion to nearly 6 billion ahcargo
from 23 million tonnes to 72 million tonnes.

2. Problem of the study:

The intense competition in the aviation industryifiternational airlines makes it increasingly ditfit to market
such as the industry and the use of modern techeslon relationship management customer makeaitliee
is able to get close to more customers, which mékesnarketing of its services easier and moreiefit to
produce in the end clients to them and loyaltyhevdompany Air certain traveling in all their trésje

the problem of the study to answer the followingsfions:

1 - To what extent can the customer relationshipagament in electronic form to create loyal cust@nfier a
particular airline

.2 - to what extent the functions (communicatiorieiactive and relational) role in the creationafalty to a
particular airline miles.

3 - What are the problems faced by airlines inAbeninistration client relationship in electroniaifo.

3. Objectives of the study:

The objectives of the study to identify the follogi

1 - identify the reality of relationship managemanglectronic form in airlines operating in Jordan

2 - ldentify the role and functions of the customaationship management in electronic form in ¢heation of
the loyalty of the passengers aboard the flighth@$e companies.

3 - identify the problems faced by airlines in th@ministration client relationships in electronarin.
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4. Importance of the study

The importance of the study are as follows:

1 - the growing importance of e-marketing and @k rin the creation of ongoing relationships witlstomers
and a document because of its ability to identdpsumer needs and desires are the most accurdtspezad
wider than any type of traditional marketing.

2 - contribute to the knowledge of the capacityawfines to contact and interact and create wiatiips with
customers and the actual to be able to own thealtp to it.

3 - contribute to the development of recommendatifur domestic airlines, so you can compete witheot
airlines to stay in the market for the growing &wia industry in the growth and expansion, in orttegain the
largest market share as possible.

5. Form of study
Figure 1 represents a model study exemplifiedridependent and dependent variables
Independent variables dependent variable

Moderating variables

- Age

- (Customer
Experience)
number of times
to deal with
airline

- Educational level

6. Study Hypotheses

6.1 Main Hypothesis:

first Hypothesis

H1 : There is a positive relation of statisticalization between the elements of customer's eleictrelations
management together and his loyalty to the company.

A number of branch hypotheses emerge from this imgiothesis :

Hla : There is a positive relation of statistidgh&ficance between the communication function angtomer's
loyalty to the company.

H1lb : There is a positive relation of statisticajnificance between the Interactive function andtomer's
loyalty to the company.

Hlc : There is a positive relation of statistidgingficance between the relational function andtcoer's loyalty

to the company.

Second Hypothesis

H2|: There are a differences in the impact of el@mef customer's electronic relations managenuogygther(E-
CRM) on the customer's Loyalty due to sample charmtics variables (gender, age, education lear{
Customer Experience ).

H2a: There Are Differences in Impact of customer's etadt relations management together (E-CRM) on the
customer's Loyalty due to sample Age.

H2/b: There Are Differences in Impact of customer's etaut relations management together (E-CRM) on the
customer's Loyalty due teample Education.

H2/c: There Are Differences in Impact of customer's ettt relations management together (E-CRM) on the
customer's Loyalty due teample Experience.
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7. LITERATURE REVIEW

7.1 CRM

Customer relationship management (CRM) is a topat has been discussed in research for the past fiv
decades, but its implementation has become a pimt ¢mly recently. CRM can be described as theiglise of
identifying, attracting and retaining a company’'sstvaluable customers. According to (Curry e28i00 ) the
true business of every company is to make custgrkeep customers and maximize customer profitgbilit

CRM is based on the idea that not all customersoarthe same value to a company. Following the t®are
principle, the top 20% of the customers normallyivde 80% of revenues. It is therefore necessarydo
company to target its marketing efforts towardsirehg the top 20% of existing customers rathen thgending

it on communicating with non-customers who areljike be unprofitable. (Curry et al 2000.)

The key for success is to focus on measuring anthgiag customers with the intention to create loyad
profitable customers is to build lasting relatiopshwith customers through identifying, understagdand
meeting their needs . Identifying the most profiéatustomers has been a difficult task, but theetigpment of
analytical techniques such as data mining , Datae¥Wausing and web technology has enabled compémies
start pursuing this goal with a whole new levelintensity (Abu-Kasim, N.A et al 2009). While it isot
reasonable to ignore the technical aspect wherussty CRM, one should remember that technology onl
provides tactical tools for implementing a compangtistomer relationship strategy. (Greenberg 2001)

While the objectives of CRM remain the same . Teeetbpment of information and communication tecbggl
allows for a significant increase in the scale aodpe of customer service . Thus e-CRM is defiredha
application of information and communication teclogy to increase the scale and scope of customeicee

7.2 The evolution from CRM to e-CRM

In recent years CRM has gone through a periodabin@logical transformation. In his overview of t@ncept,
Bull (2003) has shown that while CRM is a businpsscess that is based on the effective managenfent o
customer relationships, another very important Vid\@RM is its technological orientation. Similarighen and
Popovich (2003) state that CRM is an integratedr@ggh of managing customer relationships through th
combination of three important components:

(1) people;

(2) process; and

(3) technology.

Thus, technological developments that have floedsim recent years have significant impact on lthisiness
process and its organisational outcomes. Chen arenthat Data warehouse technology is a tool comymon
used in CRM .

7.3 Customer loyalty

According to the Customer Loyalty Research Centrgalty can be defined as “the extent to which your
customers continue with key loyalty behavior whempetitors offer more attractive prices, produetsg/or
services.” Peppers and Rogers (Peppers & RogengpG2002) define it as “the degree to which congts are
predisposed to stay with your company and resistpatditive offers.” . Wile relationships are a aahipart of
loyalty, they alone are not enough to make a custdoyal; this what our research is trying to answé&he
process of building customer loyalty is often désl using a loyalty ladder with five ascendingpstesuspect,
prospect, customer, client and advocate.

The purpose of relationship marketing activitiesoisnove the customer through a series of stepscthainate

in the customer being an advocate for the compagmygduct (Roberts & Berger 2003 )

Reichheld’s basic premise is that some companigs/ enloyalty premium over competitors: they haveren
loyal customers, more loyal employees, and morallsigareholders.

Reichheld demonstrated the economics of loyaltgugh examples from various lines of business, falltdch
showed a clear correlation between customer reterstnd company profitability. He argued that whitest
managers understand the linkage which both custamemployee loyalty has on revenues and cosig,afe
blinded by short-term financial indicators whichiver them towards maximizing shareholder value edtef
value to the customer. (Reichheld, 2001 )

Drawing comparison between the concept of loyatty eommitment in the context of the developmentess

of a relationship, (Dwyer et al ,1987) suggest ttmihmitment should be measured by three critenputs,
durability and consistency. The first criterion ocdmmitment is that the parties in a relationshipvyte
relatively high levels of inputs to the associatiofhis can mean important exchange of economic,
communication, and/or emotional resources. Secthratle should be some durability of association diee.
The parties need to have a common belief in thectffeness of future exchange, which will enabkenthto
bond and encourage the continued investment imetlagion. The third aspect of commitment is thesistency
with which the inputs are made to the associatinoonsistency in input levels reflects low commitrhand
leads to a reduced reliance by the other partyherotitcomes of the exchange. Social bonds teneéédken and
dissolve over time unless actively maintained. (Bwgt al1987) .
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7.4 E-CRM in Airlines industry

For the airlines implementing CRM, it becomes palesio determine customers who are profitable,iggian
understanding of their preferences to improve taarand increase the volumes sold. These valualgtomers
can become advocates for the airline and its pitsd&inally, CRM helps an airline to build loyalgecause it

is a marketing truism that it costs five times mtrgenerate new customers than it does to refastireg ones,
that is a compelling argument With e-CRM, airlireas increase sales and customer loyalty. Thisestyatan
improve sales effectiveness, bring higher valuealtoof airline's key business relationships, heigire to
understand what each client relationship is trulgrtty, develop and reinforce a consistent expericioce
customers, improve management effectiveness, ingptactical and strategic planning, respond fasbter t
competitive challenges, use critical resources nedfieiently, and reduce administrative burdens awérall
cost. Zeithaml, V. A., Parasuraman, A., & Malho#a(2002).

7.5 Communicational function

Communication is “the human activity that createsl anaintains relationships between the differentigs
involved” (Lages, Lages, & Lages, 2005,). In an menterce context, communication is the exchange of
information between sellers and buyers (Kiang, Ragh Shang, 2000). Peterson, (Balasubramanian, and
Bronnenberg 1997) described communication chamteirmediaries as giving information about the alality
and features of the seller's products or servicebuyers and prospective buyers .Communicationadtion
refers to the use of Internet as customer sereigktd disseminate information and answer to atjudries from
customers. Examples of this tool include email,tale@ms or bulletin board, and simply Frequentlykéd
Questions (FAQ)” (Ab Hamid, 2005). E-mail and autted response are considered the dominant
communication mediums to maintain customer relatigrs (Ab Hamid, 2005) E-mail is a communicational
tool for online consumers as it may reduce custowagting time for after-sales service response (Hamid
,2005) concluded that the successful use of e-enailmunication can give an advantage to a company.

Help desks, chat rooms, and FAQs are the commormeomcational methods available on the web to link
customers and companies. Help desks give techsigaport by e-mail. Chat rooms allow customers to
communicate with customer service. FAQs providenans to common questions customers may have. In an
offline setting, communication is a relationshiprketing activity in the Airlines Service (Kim al., 2001);
newsletters, direct mailings, telemarketing semviciank-you letters, and birthday cards have hemu to
measure the communication dimension. In Kim etsa(2001) study, communication was treated as an
antecedent of relationship quality. Therefore, gtisdy extends the previous empirical support m offline
setting by proving that communication can be usemé¢asure e-relationship quality in online actisti

In this study, communicational function is a toolgrovide e-marketing service and to exchange iméion
between buyers and sellers not only in responsa tmstomer’s inquiry, but also to maintain customer
relationships. The communicational function mayoiwe the exchange of information through the wehsit
marketing, complaint handling, customer supporttenweb, and e-promotional activities such as thamkand
birthday messages, and special promotions.

7.6 Transactional function

Transactional function reflects the use of Intetieehnology as a platform to transact with compasiech as
place orders, check an order status, and viewlgrofiprevious activities” (Ab Hamid, 2005, p. 54)ebsite
design and website security are the primary feattirat encourage transactions between customeraangany.
Security is Security is the feature through whiaflire customers may build online trust; consumet® w
become trusting eventually make additional onlirsmsactions. Website designs can expect more ttmss
between a customer and a company.

Website design Website design is a key factor éntthnsactional function. Srinivasan et al .(20f@2)Jsed on
the character of websites, which they defined asatverall image or personality that an e-retailerjgrts to
consumers through the use of inputs such as tgie, graphics, colors, logos, and slogans or tteore the
website. Other researchers have discussed welbsitaateristics as a driver of online trust. DevaFan, and
Kohli (2006) examined the determinants of consusatisfaction and preference of the online charifileéy
defined website design as important in customesfaation. Moreover, website design must be infdimeaand
enable consumers to locate the information theyl neemake their purchase decisions. Informatiomfithe
website affects the quality of consumer decisiar @nsumer satisfaction with the online channel.

7.7 Relational function

Several studies have discussed the relational ibmcAb Hamid (2005) stated that relational toatsliide
value-adding features such as personalized recodutiens,

personalized webpages, and customized servicesdRalization is a unique feature of the Internat tlequires
substantial integration between the front end serveatabase applications and intelligent agemts” lamid,
2005, p. 56). Personalization is the ultimate farhtustomization and is the final result of undansling and
meeting the unique needs of a customer (Holland &keB, 2001). According to Devaraj et al. (2006),
personalization is a key service dimension in austosatisfaction. In the e-retailing environmeB8t;ifivasan et
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al. (2002) defined customization as the abilityaofe-retailer to tailor products, services, andttaasactional
environment to individual customers. Customizat@am be explained as the extent to which an e-eeil
website can recognize a customer and tailor thécehaf products, services, and shopping experiefaethat
customer. In this study, relational function isidefl as a two-way communication feature in an e-GiMtext
that creates a personalized relationship betweetomer and an online company. Tools to facilitdies t
relationship may include customized products amdises, personalized complaints, recommendationd, a
feedback surveys. Each customer receives a diespbnse to his/her online request or inquiry. Tedational
function keeps customer needs and preferencesedioffithe customer’s future inquiries and inforioat

8. Hypotheses Testing and Discussion :
Main Hypothesis:
H1 : There is a positive relation of statisticgrsficance between the elements of customer'srelgctrelations
management together and his loyalty to the company.
Table (1)
Correlation coefficient of the elements of customelectronic relations management as for custertwyalty

Customer's Loyalty

elements of customer's electronic relations managém

Pearson Correlation

0.603

Sig. (2-tailed)

0.000 (**)

N

513

(*) Statistically significant on significance levg.05)
(**) Statistically significant on significance lei.01)
Table (1) shows that there is a relation of staassignificance at level of(< 0.05). this means that there is a
relation of statistical significance between thdeipendent variable (elements of customer's electretations
management) and the dependent variable (customogidty). The table also indicates that the cotiefa
coefficient is (0.603), which means the existenta strong relation between the two variables. \8#® accept
the hypothesis stating that there is a positivatimh between the elements of customer's electnatations
management and customer's loyalty to the airlimepamy.
First Sub-Hypothesis :
Hla : There is a positive relation of statistidgh&ficance between the communication function angtomer's
loyalty to the company.

Table (2)
Pearson Correlation Coefficient — communicatiorcfiom and customer's loyalty.

Customer's Loyalty
Communication Function Pearson Correlation 0.43B (*
Sig. (2-tailed) 0.000
N 513

(*) Statistically significant on significance levg.05)
(**) Statistically significant on significance lei.01)
Table (2) shows that there is a relation of siaésignificance at level of(< 0.05). This means that there is a
relation between the independent variable (comnatioic function) and the dependent variable (custame
loyalty). The table also indicates that the cotrefacoefficient is (0.433), which means the existe of a strong
relation between the two variables from passengeirst of view. So, the alternative hypothesis isesated and
the null hypothesis is rejected. The strong retatindicates that the communication function thifoubge
company's website have an important and effectilein creating the customer's loyalty to the a@lcompany.
Second Sub-Hypothesis :
H1b : There is a positive relation of statisticajnificance between the Interactive function andtomer's
loyalty to the company.

Table (3)
Pearson Correlation Coefficient — interactive fimettand customer's loyalty.

Customer's Loyalty
Interactive Function Pearson Correlation 0.526
Sig. (2-tailed) 0.000 (**)
N 513

(*) Statistically significant on significance levg).05)

(**) Statistically significant on significance lei.01)

Table (3) shows that there is a relation of siaésignificance at level of(< 0.05). This means that there is a
relation between the independent variable (interadtinction) and the dependent variable (custarieyalty).
The table also indicates that the correlation daiefiit is (0.526), which means the existence dfeng relation
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between the two variables from managers point @fvviSo, the alternative hypothesis is acceptedttamadull
hypothesis is rejected. This indicates that theracttive function is very important in creating tbustomer's
loyalty to the airline company since it is necegghat the company's website be easy to navigateigh, and
indicates that security is also an important elénf@ninteraction and creating loyalty.
Third Sub-Hypothesis
Hlc : There is a positive relation of statistidgingficance between the relational function andtcoer's loyalty
to the company.

Table (4)
Pearson Correlation Coefficient — relational fumtand customer's loyalty.

Customer's Loyalty
Relational Function Pearson Correlation 0.426
Sig. (2-tailed) 0.000 (**)
N 513

(*) Statistically significant on significance levg).05)
(**) Statistically significant on significance lei.01)
Table (4) shows that there is a relation of stafissignificance at level ofi(< 0.05). This means that there is a
relation between the independent variable (relatifumction) and the dependent variable (custoneyalty).
The table also indicates that the correlation ¢oiefit is (0.426), which means the existence dfeng relation
between the two variables from passengers pointesi. So, the alternative hypothesis is acceptetitaa null
hypothesis is rejected.
Second Hypothesis
H2|: There are No differences in the impact of &pta of customer's electronic relations management
together(E-CRM) on the customer's Loyalty due tmpda characteristics variables (age, educationl,lere
Customer Experience ).
Test of First sub Hypothesis
H2a: There Are Differences in Impact of customer's ettt relations management together (E-CRM) on the
customer's Loyalty due to sample Age.
Table (5)

(Age) Test of Second Main Hypothesis
F Calculated F Tabulated Sig
customer's Loyalty 2.201 3.30 0.100
One ways ANOVA was used to test this hypothesishldd5) indicated that there are differences in a
Differences in Impact of customer's electronic tietss management together (E-CRM) on the customer's
Loyalty due to sample Age, since calculated (fe&s than tabulated (f). Therefore, null hypothesisccepted.
This means that there are no Differences in Impactustomer's electronic relations management hegeE-
CRM) on the customer's Loyalty due to sample Age.
Test of Second Sub Hypothesis
H2/b: There Are Differences in Impact of customer's etaut relations management together (E-CRM) on the
customer's Loyalty due tsample Education.

Table (6)
(Education) Test of Second Main Hypothesis
F Calculated F Tabulated Sig
customer's Loyalty 18.197 3.04 0.000

One ways ANOVA was used to test this hypothesihld é6) indicated that there are differences indotpof
customer's electronic relations management togetBe€RM) on the customer's Loyalty due to sample
education level, this association is statisticalgnificant upon ¢=0.05) since calculated (f) is more than,
tabulated (f). Therefore the null hypothesis i®c&gd and alternative one is accepted. This mémtghere are
differences in Impact of customer's electronic tiefes management together (E-CRM) on the customer's
Loyalty due to sample education level $S¢heffe’ Test" was used To find the difference®ld 47) express that
the differences were in the educational level (Ur@iaduate)

Tabel(7) Scheffe' Test

educational level No 1 2
Less than Bachelor 148 3.69

Under Graduate 270 3.85

Graduate 95 3.77

Total 513
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Test of third Sub Hypothesis
H2/c: There Are Differences in Impact of customer's etedt relations management together (E-CRM) on the
customer's Loyalty due teample Experience.
Table (8)
(Monthly Income) Test of Second Main Hypothesis
F Calculated F Tabulated Sig
customer's Loyalty 29.778 2.84 0.000

One ways ANOVA was used to test this hypothesibld ) indicated that Differences in Impact of toumser's
electronic relations management together (E-CRMjhencustomer's Loyalty due to sample Experientis,
association is statistically significant upaix0.05) since calculated (f) is more than, tabulgfedrherefore the
null hypothesis is rejected and the alternative isreccepted. This means that thereRiféerences in Impact

of customer's electronic relations management togeér (E-CRM) on the customer's Loyalty due to sample
Experience , Scheffe' Test" was used To find tllerdinces, Table (9) express that the differenceevin the
Passengers Experience (More than Ten times)

Tabel (9) Scheffe' Test

educational level No 1 2
Less than Five times 102 3.19
Five- Ten times 183 3.64
More than Ten times 228 3.91
Total 513
9. Results

- The strong relation indicates that the communicafionction through the company's website have an
important and effective role in creating the customloyalty to the airline company.

- the interactive function is very important in ciegtthe customer's loyalty to the airline compamgs it is
necessary that the company's website be easy igatavhrough, and indicates that security is @so
important element for interaction and creating ltya

- the interactive function is very important in ciagtthe customer's loyalty to the airline compaimgs it is
necessary that the company's website be easy fgatavhrough, and indicates that security is @Bso
important element for interaction and creating loya

- This means that there is a relation between thepieddent variable (relational function) and theethejent
variable (customer's loyalty).

- there are no Differences in Impact of customegstebnic relations management together (E-CRM)hen t
customer's Loyalty due to sample Age.

- there are differences in Impact of customer's sdait relations management together (E-CRM) on the
customer's Loyalty due to sample education le@ame to (Under Graduate) favor

- there are Differences in Impact of customer's ed@it relations management together (E-CRM) on the
customer's Loyalty due to sample Experience , Cafdore than Ten times) favor
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