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There are three generations of e-Commerce users in Indonesia. The
Millennial generation, Generation X, and Baby boomers. Therefore,
there is a need to study e-CRM, e-service quality (utilitarian and
hedonic dimensions), e-satisfaction, and e-loyalty towards those three
generations. The purpose is to determine the partial effect of e-CRM,
e-service quality (utilitarian and hedonic dimension) on e-satisfaction,
e-loyalty and the effect of e-satisfaction on e-loyalty towards these
three-generations. The data is collected by distributing the
questionnaire via an online survey that was obtained 458 respondents
based on the purposive sampling method. The data analysis technique
used a structural equation model (SEM) through SmartPLS software.
The result of the study shows that there is a significant impact of the
utilitarian e-service quality dimension towards all generation ecommerce users. On the other hand, the influence of hedonic e-service
quality dimension only impacted the millennial generation.
Furthermore, e-satisfaction affects e-loyalty of all generation of ecommerce users.
Key words: E-service quality, e-commerce, e-CRM, e-satisfaction, e-loyalty,
millennials, X, and baby boomer generation.

Background
The role of the internet has been very important in daily activities for a human lifestyle in
modern civilisation since the commercialisation of the internet in the mid-90s (Rachbini dan
Hatta, 2018). Indonesia has the largest digital economic opportunities and potential in the
ASEAN region where the number of digital economics in Indonesia has reached $27 billion.
Furthermore, digital economics in Indonesia has been projected to reach $100 billion in 2025
(Google Indonesia, 2018). One of the main key drivers of the effectiveness of the Indonesian
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digital economic growth is the e-commerce sector. The size of the Indonesian e-commerce
market in 2018 was $12 billion. In addition, the projected annual growth combination from
2015 to 2025 is 41%. The E-commerce foundation (2018) reveals that the three largest visited
e-commerce sites in Indonesia are Tokopedia, BukaLapak, and Olx. The percentage of online
shoppers in Indonesia belong to a large group of internet users after the following countries
which are Australia (81%), Cina (73.7%), Malaysia (70%), Korea Selatan (63%), Vietnam
(53%), and India (48%).
Nevertheless, the phenomenon that occurs shows that e-commerce penetration is not in line
with the number of internet users and the population of Indonesia. IDN Research Institute
(2019) stated that 63 million Indonesian citizens fall into the millennial generation category.
According to Alvara Research (2016), the definition of Millennials is individuals who are 20
to 39 years old, Generation X generation are individual who are 40 to 54 years old, and baby
boomers are individuals who are 55 to 74 years old. Those three generations have each their
own uniqueness. The millennial generation of Indonesia is strongly influenced by
smartphones, internet, and social media. The internet consumption of the millennials
generation was higher than other generations due to the internet emergence and it has become
a basic necessity for the millennial generation. Meanwhile, generation X is a generation
before the millennials generation. This generation is considered to be quite modern although
it still adheres to things inherited by the baby boomer generation. Furthermore, the baby
boomer generation is conservative and upholds existing principles and traditions (Alvara
Research, 2016).
Age is not the only contribution to the internet development context, and especially in the
world of Indonesian e-commerce. Two other factors are customer relationship management
(CRM) and e-service quality. Sanayei and Jokar (2013) stated that e-service quality has a
significant impact on consumer satisfaction which can create positive influence by word of
mouth. Moreover, Kotler and Armstrong (2018) said that the presence of various new
technologies has led customer relationship management (CRM) into electronic CRM (eCRM). The phenomenon of increasing internet penetration globally cause e-CRM to become
recognised as a communication tool that leads it into a relationship-building approach (Lam
et al., 2013). The used of e-CRM in building a relationship with consumers has been proven
to effect e-satisfaction and e-loyalty (Alhaiou et al., 2012). Meanwhile, Abdulfattah, (2012)
analysed the e-CRM functionalities on satisfaction towards the bank's website and he found
that e-CRM can increase consumer satisfaction.
The satisfaction is a result of e-service quality which predicted the influence of e-loyalty (AlDweeri et al., 2017). The multidimensional concept in service quality is proven to be
significantly able to influence e-satisfaction (Arcand et al., 2017). Safety in transactions in an
electronic environment is also proven to be a significant predictor of e-satisfaction
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(Szymanski dan Hise, 2000), and the perceived benefits and ease of use significantly
influenced e-satisfaction (Kim dan Lee, 2013). On the other hand, e-satisfaction on e-service
quality also an effect of sociality and enjoyment dimension is part of the hedonic e-service
quality dimension (Arcand et al., 2017). Satisfied customers tend to feel trust and
commitment, having a long term relationship as well as towards the providers' services (Azila
dan Noor, 2012; Oumar et al., 2017).
Based on the explanation above, this study is to develop previous research models on the
partial effects of e-CRM and e-service quality towards e-loyalty based on e-satisfaction of
three e-commerce generation users (millennials, X, and baby boomer) in the e-commerce
business sector in Indonesia.
Literature Review and Hypothesis Development
Electronic Loyalty (e-Loyalty)
Nowadays, many companies focus on customer relationship management (CRM) which used
to control and manage the customer information as well as customer touchpoints to maximise
customer loyalty (Kotler dan Armstrong, 2018). Ludin and Cheng (2014) described customer
loyalty as a sustainable relationship between the customer and the brand of the companies.
This can be seen as resistance or refusal to switch to another brand in the situation or problem
at hand. Customers can develop a strong sense of loyalty towards the brand, as reflected in
retention, repurchase, and recommending the brand (Kotler et al., 2017).
E-loyalty has a similar concept of loyalty to the company. Loyalty to a company outcome
reflects on buying behaviour and repeated visits to a store (Anderson and Srinivasan, 2003).
There are so many studies have conducted to show how service quality can affect e-loyalty
(Srinivasan, Anderson, and Ponnavolu, 2002; Prougestaporn, Visansakon, and
Saowapakpongchai, 2015). Al-Dweeri et al., (2017) did not distinguish between two types of
loyalty which are behavioral and attitudinal in his study. Attitudinal loyalty refers to positive
behaviors that lead to repetitive behavior (Soltani and Gharbi, 2008) which considered as true
loyalty. Meanwhile, behavioral loyalty refers to customers commitment to the brand. Thus,
an emotional component needs to be considered in order to be able to encourage customers to
change suppliers if suppliers change their marketing strategies (Pitta et al., 2006).
Electronic Satisfaction (e-Satisfaction)
Customer satisfaction is an emotion that expresses an individual feeling satisfied after
consuming a product (Ruenrom et al., 2005). Satisfaction can be seen as a key construct to
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describe all kinds of relationship between two constructs (Sanzo et al., 2003), and lies at the
core of exchange-based relationship (Vesel dan Zabkar, 2010).
Satisfaction in a virtual environment (e-satisfaction) has become a key factor in competing
with competitors to be successful in the market (Anderson dan Srinivasan, 2003; Zeglat et al.,
2016). However, e-satisfaction is a concept that is hard to define due to there being many
interactions with other variables. Consequently, it can be considered as an effective behaviour
which influences user behaviour and evaluates product or services which ultimately can
determine user loyalty (Zhang dan Dran, 2000).
Electronic Customer Relationship Management (e-CRM)
The digital era has led to various tools related to CRM such as websites, advertising, online
video, mobile ads and apps, blog, online community and social media (Kotler dan Armstrong,
2018). The presence of new technology and increasing internet penetration globally has
caused CRM to electronic customer relationship management (e-CRM). E-CRM has become
a relationship-building platform and a prevalent communication tool (Lam et al., 2013). ECRM defines as a system and information technology infrastructure that can support the
CRM strategies and implementation.
The transformation of CRM traditionally into e-CRM has occurred in recent decades (BahriAmmari dan Mraidi, 2016; Muro et al., 2013). E-CRM is visualised as an action to manage
customer-based electronic relationships (Sujitha dan Johnson, 2017) and enable organisations
to provide suitable products and services. Besides that, it also gives customer satisfaction
which can increase customer loyalty (Dolly dan Pruthi, 2014; Dubihlela dan Khosa, 2014).
An e-CRM concept is online-based and acts as a medium. This can be via email. E-commerce
activities use several channels to reach customers online (Choknumkij dan Fongsuwan,
2014). Thus, based on a variety of theories, e-CRM can be defined as an electronic CRM or
online-based CRM service to manage, build, and maintain a relationship with customers. The
purpose is to create customer satisfaction and loyalty.
Electronic Service Quality (e-Service Quality) – Utilitarian Dimension
The construct of e-service quality’s utilitarian dimension is very related to the basic needs of
customers in supporting online trading transactions (e-commerce). One of the most
fundamental aspects is security or privacy and is correlated with the transmission of
information through mobile devices. Before the consumer adopts a mobile banking service,
they have to evaluate the security of the services to be used (Arcand et al., 2017). The
security or privacy is an online customer perception towards security before performing a
particular e-commerce transaction. Al-Dweeri et al., (2018) stated that security or privacy has
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an important role to ensure the personal and financial data protection as well as transaction
security which has a positive influence on service quality assessment offered by a particular
website. Indirect, this factor also impacts customer loyalty. The guarantee of security and
privacy can reduce customer concerns on the illegal disclosure of personal data which leads
to higher levels of customer confidence. The security and privacy aspects are considered as a
fundamental factor to encourage the adoption of mobile electronic use (Sreejesh et al., 2016),
such as internet banking (Bolar, 2014), and online shopping (Shafiee dan Bazargan, 2017).
The security and privacy aspect are the main factors of e-service quality (Arcand et al.,
2017).
The next indicator in the utilitarian dimension in e-service quality is practicality. The
practicality is use-oriented and supports interactivity (Brangier et al., 2015). This shows the
hypertextual nature of the online environment whereby the function and information are
interconnected as part of the electronic content. Practicality is an aspect related to perceived
ease and perceived usefulness and helps customers to evaluate and measure e-service quality
(Arcand et al., 2017). Basically, practicality implicitly reflects perceived ease of use (Davis,
1989) and perceived usefulness (Bressolles, 2006) in an electronic-based service. Perceived
ease of use and perceived usefulness are the main factors that influence user behavioural
intention in using technology. Perceived usefulness is the level of trust of the user in benefits
of using systems, while the perceived ease of use is the extent of user trust in using a system
that will be free of effort (Davis, 1989). Thus, it is important to consider user perception in
adopting technology, especially how it affects user behaviour (Weerasinghe dan Hindagolla,
2018).
Electronic Service Quality (e-Service Quality) – Hedonic Dimension
The construct of the hedonic dimension of e-service quality is related to the quality of design,
sociality and enjoyment. Considering the consumer, service quality of the website as the
overall superiority of the website (Parasuraman et al., 2005). Thus, the superiority has to
consider many aspects such as design (Al-Dweeri et al., 2018). According to Arcand et al.,
(2017), the design is a connection between aesthetic content and functions. Furthermore,
Hausman dan Siepke (2009) defined design as a collection of graphics that are chosen
precisely, balanced and attractive, that can attract the attention of the consumer so that it can
increase the effectiveness of website design and increase conversion rate performance.
Internet development is growing rapidly as a media for social interaction (Rachbini, 2017).
Each individual can contribute and interact with another unfamiliar consumer online (Cook,
2008). The present consumer is very social. Thus, they communicate and trust each other. In
fact, consumers al more likely to believe a friend and family over a brand or organisation.
Hence, the consumer is interconnected to each other (Kotler et al., 2017). Sociality indicator
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is the second aspect that forms hedonic dimension e-service quality. Sociality is a social
benefit obtained from human interaction through the internet (Arcand et al., 2017).
Meanwhile, enjoyment is the third indicator of hedonic dimension e-service quality. Bauer et
al., (2006) analysed the emotional benefits of their research model which consisted of several
indicators which included enjoyment. Enjoyment is an intrinsic motivation that is felt based
on pleasure or the pleasure experienced when using an electronic device (Giovannini et al.,
2015).
Research Methodology
This study uses a quantitative approach because of its focus on testing several numbers of the
research hypothesis. The hypothesis is a tentative statement which can be tested and predict
the outcome results based on empirical data (Sekaran dan Bougie, 2016).
The data collection of this study uses a non-probability sampling approach. The sampling
uses a purposive sampling approach which is limited to certain individuals who are able to
provide the information needed by the researchers. This is because the samples only provide
information based on the criteria that have been decided by the researcher (Sekaran dan
Bougie, 2016). The sampling criteria was for a consumer who has made online transactions
through BukaLapak, Tokopedia, Shopee, Blibli, and e-commerce in Indonesia within the past
one month.
Likewise, the sample size has an important role in interpreting the result of the research.
Abdillah dan Jogiyanto (2015) revealed that if the number of samples is more than 100 or
between 150-200, it is an ideal number to get more stable value. The number of samples in
this study is targeted at a minimum of 100-200 respondents in each generation of internet
users.
Furthermore, the data were tested for validity and reliability. According to Hair et al, (2010)
and Zeithaml et al. (1996), the indicator used to measure each variable was proven to be valid
for the factor loading ≥ 0,60. The value of average variance extracted (AVE) of each
construct is from 0.50 and above. The variable is reliable if the Cronbach alpha ≥ 0.70. Those
results represented the full model of the study which is suitable for use and included in the
goodness of fit category. The data is analysed using SEM. For the hypothesis test based on
the T-test, t arithmetic>1.96, the alternative hypothesis will be accepted.
The Result of the Research
Based on the respondent data of the study, the research involved 458 respondents who were
56.8% (woman) and 43.2% (man). Most of the respondents are millennial generations, who
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are 20 to 39 years old (63.8%), gen X is 27.1% who are 40 to 54 years old and a baby boomer
is 9.1% who are 55 to 74 years old. Furthermore, the majority education background of the
respondents is postgraduate (48.9%), degree (27.9%), senior high school (18.1%) and
diploma (5%). Meanwhile, based on the residency, most of respondents live in
JABODETABEK (76.6%), West Java and Banten (10.5%), Central Java and Yogyakarta
(5,0%), East Java (3,3%), Sumatera and others (4,6%) with monthly income greater than 10
million (29,35%), ≥ 2.5 - 5 million (23,80%), > 5 – 7.5 million (17,2%), < 2.5 million
(16.6%), and > 7.5 - 10 million (13.1%).
Besides that, the results of the study showed that most respondents have made online
shopping within the past one month through Tokopedia (31.4%), Shopee (29.9%),
BukaLapak (14.2%), Lazada (11.6%), and other forms of e-commerce (12.9%). Moreover,
most of the respondent used the smartphone to perform online shopping via mobile
application within the past one month (76.4%), and via the mobile site (10.3%), laptop
(9.6%), tablet and other devices (3.7%). Likewise, the average of online shopping within the
past three months are < 500 thousand IDR (50.0%), ≥ 500 thousand - 1 billion (31.9%), > 1 2,5 billion (10.7%), > 2,5 - 5 billion (4.1%), and > 5 billion (3.3%). The frequency of online
shopping whin past one month are one time (36.2%), 2 times (29.5%), 3 times (20.3%), > 5
times (5.2%), and 4-5 times (8.8%).
The result of confirmatory factor analysis test (CFA) shows that the research model of this
study has acceptable validity and reliability construct which indicates the model is a good fit.
This can be seen through the indicator used to measure each variable which has been proven
valid with factor loading ≥ 0.60 as well as each construct has average variance extracted
(AVE) value ≥ 0.50. The Cronbach alpha value also ≥ 0.70. The result represented the full
model in the research. Hence, it is suitable to use since it also falls into the goodness of the fit
category.
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Figure 1. Research Model (t-value) – Millenials Generation

Based on the first figure, H1 – H2 shows millennial generation refusal because t1 = 0.33 and t2
= 0.33 (arithmetic < 1.97). Meaning that e-CRM variable does not influence e-satisfaction and eloyalty partially. Meanwhile, H3 is accepted because t3 = 6.47 (arithmetic > 1.97) and H4 is
rejected (t4 = 1.26). Hence, it shows that the hedonic dimension e-service quality variable has
a significant influence on e-satisfaction. However, it does not have significant effects on eloyalty. Furthermore, H5 is accepted (t5 = 4.24) and H6 is rejected (t6 = 1.80). The result
described that utilitarian dimension e-service quality variable has a significant influence on esatisfaction, but it does not have a significant influence on e-loyalty. Lastly, H7 is accepted (t7
= 9.28) for millennials generation which means that e-satisfaction variable influences eloyalty.
Likewise, based on the second figure, H8 – H9 are rejected for X generation which consists of
the e-CRM variable (t8= 0,65 and t9 = 0.71). It shows that e-satisfaction and e-loyalty does
not have a significant influence on e-satisfaction and e-loyalty. H10 – H11 in X generation,
hedonic e-service quality dimension (t10 = 1.02, t11 = 0.73) does not significantly influence esatisfaction and e-loyalty. Meanwhile, H12 is accepted (t12 = 6.97), and H13 is rejected (t13 =
0.24) in X generation. Meaning that, utilitarian dimension e-service quality affects esatisfaction, however it does not have a significant impact on e-loyalty. Lastly, H14 in X
generation, e-satisfaction variable (t = 6,71) has significant influence on e-loyalty.
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Figure 2. Research Model (t-value) – X Generation

Figure 3. Research Model (t-value) – Baby Boomer Generation
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Figure 3 shows that H15 – H16 in the baby boomer generation, e-CRM variable (t15 = 1,09, t16
= 0,84) does not have a significant impact on e-satisfaction and e-loyalty. H17 – H18 in baby
boomer generation, hedonic dimension of e-service quality variables (t17 = 0,35, t18 = 1,42)
does not have significant effect on e-satisfaction and e-loyalty. Meanwhile, H19 is accepted
(t19 = 2,17) and H20 is rejected (t20 = 0,51) in baby boomer generation. Hence, utilitarian
dimension e-service quality influences e-satisfaction. On the other hand, it does not have an
effect on e-loyalty. Lastly, H7 in baby boomer generation, e-satisfaction variable (t = 1,84)
effects e-loyalty.
Conclusion and Recommendations
The is no significant influence of e-CRM on e-satisfaction and e-loyalty in all generations.
However, there is the influence of the hedonic dimension and e-service quality on esatisfaction for millennials generation. On the other hand, it has not been proven to influence
gen X and the baby boomer generation. Furthermore, dimension hedonic e-service quality
effects e-loyalty on the millennial generation, but it does not effect gen X and the baby
boomer generation. The result of the study shows that there is a significant influence of
utilitarian service quality on e-satisfaction but not for e-loyalty in all generations. Besides
that, e-satisfaction effects e-loyalty in all generations.
For further research, it is strongly recommended to analyse e-CRM and e-service quality in
business to business (B2B) oriented e-commerce and to conduct research on e-commerce
globally on other countries. Likewise, the next researchers are also advised to use the
longitudinal study approach to obtain new findings related to online shopping trend changes
from time-to-time. Those suggestions are expected to develop the research concept and able
to make a positive contribution both academically and practically.

764

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 13, Issue 7, 2020
REFERENCES
Abdillah, W. Jogiyanto, H. (2015). “Partial Least Square (PLS) Alternatif Structural
Equation Model (SEM) dalam Penelitian Bisnis”, Edisi I, Yogyakarta: Andi.
Abdulfattah, F.H. (2012), “The effect of electronic customer relationship on customer
satisfaction a study on web banking in Saudi Arabia”. Retrieved from
eprints.hud.ac.uk/18098/.
Al-Dweeri, R. M. Obeidat. Al-Dwiry. Alshurideh. Alhorani. (2017). “The Impact of EService Quality and E-Loyalty on Online Shopping: Moderating Effect of ESatisfaction and E-Trust”. International Journal of Marketing Studies; Vol. 9, No. 2.
Al-dweeri, R. M. Antonia Ruiz Moreno, Francisco Javier Lorens Montes, Zaid Mohammad
Obeidat, Khaldoon M. Al-dwairi, (2018) "The effect of e-service quality on Jordanian
student’s e-loyalty: an empirical study in online retailing", Industrial Management &
Data Systems.
Alhaiou, T.A., Irani, Z. Ali, M. (2012), “A study on e-CM implementation and eloyalty at
different stages of transaction cycle”, International Journal of Logistics Systems and
Management, Vol. 11 No. 2, pp. 270-284.
Alvara Research. (2016). “Indonesia 2020 The Urban Middle-Class Millenials”. Retrieved
from
https://www.researchgate.net/publication/314448735_Indonesia_2020_The_Urban_M
iddle_Class_Millenials.
Anderson, R. E. Srinivasan, S. S. (2003). “E-satisfaction and e-loyalty: A contingency
framework”. Psychology and Marketing, 20(2), 99-121.
Arcand, M. Sandrine Prom Tep, Isabelle Brun, Lova Rajaobelina, (2017) "Mobile banking
service quality and customer relationships", International Journal of Bank Marketing,
Vol. 35 Issue: 7, 1068-1089.
Azila, N. Noor, M. (2012), “Trust and commitment: do they influence e-customer
relationship performance?”, International Journal of Electronic Commerce Studies,
Vol.
3 No. 2, pp. 281-296.
Bahri-Ammari, N. Mraidi, S. (2016), “Loyal strategy and social-CRM: how consumers
adhere to the tools ”, in Ozuem, W. and Bowen, G. (Eds), Competitive Social Media
Marketing Strategies, IGI Global, Hershey, PA, pp. 64-93.
Bauer, H., Falk, T. and Hammerschmidt, M. (2006), “eTransQual: a transaction processbased approach for capturing service quality in online shopping”, Journal of Business
Research, Vol. 59 No. 7, pp. 866-875.
765

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 13, Issue 7, 2020
Bolar, K. (2014), “End-user acceptance of technology interface in transaction based
environment”, Journal of Internet Banking and Commerce, Vol. 19 No. 1, pp. 2-16.
Brangier, E., Desmarais, M.C., Nemery, A. and Prom Tep, S. (2015), “Évolution de
l’inspection
heuristique: Vers une intégration des critères d’accessibilité, de praticité, d’émotion et
de
persuasion dans l’évaluation ergonomique”, Journal d’Interaction Personne-Systeme,
Vol. 4 No. 1, pp. 69-84.
Bressolles, G. (2006), “La qualité de service électronique: NetQu@l: Proposition d’une
échelle de mesure appliqué aux sites marchands et effets modérateurs”, Recherche et
Applications en Marketing, Vol. 21 No. 3, pp. 19-47.
Choknumkij, K. Fongsuwan, W. (2014). “Thailand’s Provincial Electricity Authority (PEA)
Electronic CRM System and How it Affects Customer Satisfaction”. International
Journal of Arts & Sciences. 07(03):223–232.
Cook, S. (2008), “The contribution revolution: letting volunteers build your business”,
Harvard Business Review, Vol. 86 No. 10, pp. 60-69.
Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance
of informaton technology. MIS Quarterly, 13(3), 318–339.
Dolly, P. and Pruthi, A. (2014), “E-CRM framework: Service to customer perspective”,
International Journal of Advanced Research in Computer Science and Software
Engineering, Vol. 4 No. 4, pp. 1363-1366.
Dubihlela, J. and Khosa, P.M. (2014), “Impact of e-CRM implementation on customer
loyalty, customer retention and customer profitability for hoteliers along the Vaal
Meander of South Africa”, Mediterranean Journal of Social Sciences, Vol. 5 No. 16,
pp. 175-183.
E-commerce Foundation. (2018). “Global
http://www.ecommercefoundation.org.

Ecommerce

Report”.

Retrieved

from

Giovannini, C.J., Ferreira, J.B., Silva, J.F.D. Ferreira, D.B. (2015), “The effects of trust
transference, mobile attributes and enjoyment on mobile trust”, Brazilian
Administration Review, Vol. 12 No. 1, pp. 90-108.
Google Indonesia. (2018). “Year in Search: Insights for Brands 2018”. Insight from Google
Search about consumer behaviour online.
Hair Joseph F Jr, William C Black, Barry J Babin, Rolph E Anderson. 2010. Multivariate
Data Analysis A Global Perspective. 7 th ed. Texas : Pearson.
Hausman, A.V. Siepke, J.S. (2009), “The effect of web interface features on consumer online
purchase intentions”, Journal of Business Research, Vol. 62 No. 1, pp. 5-13.
766

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 13, Issue 7, 2020
IDN Research Institute. (2019). “Indonesia Millenials Report 2019”. Retrieved from
https://www.idntimes.com/indonesiamillennialreport2019.
Kim, J.Y. Lee, H.S. (2013), “Key factors influencing customer satisfaction in Korea’s mobile
service sector”, Journal of Internet Banking & Commerce, Vol. 18 No. 3, pp. 1-13.
Kotler, P. Armstrong, G. (2018). “Principles of Marketing”. Global Edition. Seventeenth
Edition. Pearson.
Kotler, P. Kartajaya, H. Setiawan, I. (2017). “Moving From Traditional to Digital”. John
Wiley & Sons, Inc.
Lam, A.Y.C., Cheung, R. and Lau, M. (2013), “The influence of internet-based customer
relationship management on customer loyalty”, Contemporary Management
Research, Vol. 9 No. 4, pp. 419-440.
Ludin, I. H. B.H., Cheng, B. L. (2014). “Factors Influencing Customer Satisfaction and ELoyalty: Online Shopping Environment among the Young Adults”. Management
Dynamics in the Knowledge Economy, 2(3), 462-471.
Muro, M., Magutu, P. Getembe, K., (2013), “The strategic benefits and challenges
in the use of customer relationship management system among commercial banks in
Kenya”, European Scientific Journal, Vol. 9, pp. 327–349.
Oumar, T.K., Mang’unyi, E.E., Govender, K.K. Rajkaran, S. (2017), “Exploring the e-CRM–
e-customer–e-loyalty nexus: a Kenyan commercial bank case study”, Management &
Marketing. Challenges for the Knowledge Society, Vol. 12 No. 4, pp. 674-696.
Parasuraman. (2005). “The Behaviorial Consequenses of electronic Service Quality”, Journal
of Marketing, Vol 60.
Pitta, D. Franzak, F. Fowler, D. (2006). “A strategic approach to building online customer
loyalty: Integrating customer profitability tiers”. Journal of Consumer Marketing,
23(7), 421-429.
Prougestaporn, P., Visansakon, T. Saowapakpongchai, K. (2015). “Key success factors and
evaluation criterias of e-learning websites for higher education”. International
Journal of Information and Education Technology, 5(3), 233.
Rachbini, W. (2017). “Peran Social Support Terhadap Relationship Quality dan Social
Commerce Intention”. MIX: Jurnal Ilmiah Manajemen, Volume VII, No. 3.
Rachbini, W. Hatta, I. H. (2018). “E-Lifestyle and Internet Advertising Avoidance”. Jurnal
Manajemen, Volume XXII, No. 03, Oktober 2018: 435-448.
Ruenrom, G. Kometsopa, P. Unahananh, S. (2005). “Customer Marketing Focus: The Power
To
Differentiate Your Organization”.
767

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 13, Issue 7, 2020
Sanayei, A. Jokar, A. (2013). “Determining the Effect of Electronic Services Quality on
Electronic
Satisfaction and Positive Word of Mouth (Case Study: Different Branches
of Shiraz Mellat Bank Customers” International Journal of Academic Research in
Accounting, Finance and Management Sciences, Vol. 3, No. 4, 103–111.
Sanzo, M.J., Santos, M.L., Vázquez, R. Álvarez, L.I. (2003), “The effect of market
orientation
on
buyer-seller relationship satisfaction”, Industrial Marketing Management, Vol. 32 No.
4,
pp. 327-345.
Sekaran, U. Bougie, R. (2016). “Research Methods for Business”. Seventh Edition. United
Kingdom: John Wiley dan Sons
Shafiee, M.M. Bazargan, N. A. (2017). “Behavioral Customer Loyalty in Online Shopping:
The Role of E-Service Quality and E-Recovery”. Journal of Theoretical and Applied
Electronic Commerce Research, Vol. 13, Issue 1, 26-38.
Soltani, I. Gharbi J. E. (2008). “Determinants and consequences of website perceived value”.
Journal of Internet Banking and Commerce, 13(1), 1-13.
Sreejesh, S., Anusree, M.R. and Amarnath, M. (2016), “Effect of information content and
form on customers’ attitude and transaction intention in mobile banking”,
International Journal of Bank Marketing, Vol. 34 No. 7, pp. 1092-1113.
Srinivasan, S. S., Anderson, R., Ponnavolu, K. (2002). “Customer loyalty in e-commerce: An
exploration of its antecedents and consequences”. Journal of Retailing, 78(1), 41-50.
Sujitha, K. A. and Johnson, B. (2017), “Electronic customer relationship management (eCRM) techniques for effective banking”, Finance India, Vol 31 No 1, pp. 223-232.
Szymanski, D. M., Hise, R. T. (2000). “E-satisfaction: An initial examination”. Journal of
Retailing, 76(3), 309-322.
Vesel, P. Zabkar, V. (2010), “Comprehension of relationship quality in the retail
environment”,
Managing Service Quality, Vol. 20 No. 3, pp. 213-235.
Weerasinghe, S, Menaka Chandanie Bandara Hindagolla, (2018) "Technology acceptance
model
and social network sites (SNS): a selected review of literature", Global Knowledge,
Memory and Communication.
Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996). The Behavioral Consequences of
Service Quality. Journal of Marketing, 60, 31-46.
768

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 13, Issue 7, 2020
Zhang, P. Dran, G. (2000). “Satisfiers and dissatisfiers: A two-factor model for website
design and evaluation”. Journal of the American Society for Information Science,
51(14), 1253-1268.

769

