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Abstract 

Title: Does electronic customer relationship management affect customer satisfaction and trust? 

Level: Master Thesis in Business Administration 

Authors: Hoang Chau Lam & Qiuyun Li 

Supervisor: Associate Professor Sarah Philipson 

Examiner: Assistant Professor Maria Fregidou-Malama 

Date: June 2017 

Aim: This paper aims to explore and to understand how the E-CRM affects customer satisfaction 

and trust from customer perspectives in electronic commerce. 

Method: The research is an exploratory and qualitative study. A multiple case study involving 3 

Swedish companies with 12 face-to-face interviews in Gävle, Sweden, was chosen to collect the 

empirical data for this study. Data were coded by hands and structured in the form of tables in 

accordance with 7 codes categorized in 2 themes. Coded data were interpreted to investigate the 

research questions by using the inductive method. 

Result & Conclusions: This study found that live chat and e-service quality in E-CRM directly 

affect how satisfied a customer feel with a company in e-commerce, thus affecting trust as well. 

However, the findings also showed that not all customers could perceive all the effects of E-

CRM on their satisfaction and trust.   

Suggestions for future research: Other features such as electronic word-of-mouth, internet 

branding or internet prices are suggested for the future research to have an in-depth 

understanding of E-CRM effects. Future studies may combine data from both company and 

customers to increase the validity and reliability. Furthermore, the population of samples could 

be collected in others cities or countries than in Gävle, Sweden to generalize the result more.  

The contribution of the thesis: This study contributes knowledge about E-CRM effects in 

Swedish e-commerce. Some differences related to existing theories were found in this research 

such as the effects of gender on trust or effects of prices on relationship building. Understanding 

the customer perspectives on E-CRM effects enables companies to have a proper E-CRM 

implementation and training for their organization and employees.  

Keywords: E-CRM, Customer Satisfaction, Trust, Live Chat System, E-Service Quality
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Chapter I: Introduction 

The introduction chapter starts with the background to describe the phenomenon of the research. 

The problem discussion and research gaps will be following. The purpose of research is 

mentioned afterward. Finally, a preliminary research question is formulated.      

 

1.1 Research Background 

Commerce is the activity between sellers and customers, associated with one of the four types of 

exchange: bargaining, bidding, auctioning and clearing (Liang & Huang, 2000). The rapid 

development of information technology and the Internet have significantly changed the way how 

traditional businesses operate; for instance, “…World Wide Web (WWW), one of the most 

popular services that run on the Internet infrastructure.” (Laudon & Traver, 2014:22). 

Obviously, they have increased businesses’ interest and recognition of the importance of 

electronic commerce (Wigand, 1997).  

 

The worldwide retail sales are estimated to increase to 27 trillion US dollars by 2020, while e-

commerce sales to four trillion US dollars. Although Asia and North America will remain the 

world’s largest markets, e-commerce has increased remarkably in Europe. Swedish consumers 

spent over six billion US dollars in online purchases in 2013, especially in the online electronic 

retail industry (eMarketer, 2017).  

 

The Internet and online shopping have generated much attention. Although, some e-commerce 

companies are making a profit, others are struggling to find good ways to attract more customers. 

There is no denial that e-commerce is becoming a trend, due to its convenience for both 

customers and sellers. The Internet presents opportunities for new strategies to conduct business 

and to improve the relationships with consumers. Consumers can shop from their homes or 

offices and view products’ attributes from their computers. Sellers can engage in online 

discussion with consumers through live chat systems. The ability to view and buy products 

immediately is one of the reasons that customers engage in online shopping. (Joines, Scherer & 

Scheufele, 2003)  
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It has been noted that Internet shopping is one of the reasons why thousands of brick-and-mortar 

stores closed or filed for bankruptcy. Traditional retailers have been struggling to survive, 

because consumers prefer online shopping, because of the convenience. New technology and 

innovation also make online shopping easier than ever. Social Media becomes an effective tool 

for businesses to bring their images to consumers everywhere, regardless of time or geographical 

barriers, as long as they have Internet access. (Nakache, 2017) 

 

It costs less for customers to shop online, because of the high level of competition cause many 

discounts. Companies can also expand and sell products or services worldwide, without 

geographic barriers or time zone, if customers have the Internet access. However, the online 

company might find a challenge in managing their customers from a distance, since there is no 

physical contact with them. (Laudon & Traver, 2014) 

 

Sweden is seen as a country with high technology and good infrastructure. Many Swedish small 

businesses have adopted Internet technology in their business. More than 70 percentages of these 

have more than the five-year e-commerce experience. A survey found that small and medium-

sized businesses in Sweden have a remarkably high level of e-commerce adoption. Swedish 

businesses use web pages and emails quite frequently. Thus, it is clear that e-commerce is 

popular and accepted in Sweden. However, studies of e-commerce in Sweden are surprisingly 

limited. And advanced applications used in customer management are not widely used. 

(Eriksson, Hultman & Naldi, 2008) 

 

The development of e-commerce has changed and generated many new business models and 

opportunities. Existing companies are always challenged in many ways by new companies. Two 

issues are how to enhance customer satisfaction and improve the customer relationship 

management cost-effectively. E-commerce enables organizations to manage their customer data 

and relationships via the Internet. However, human contact at customer touch points are 

necessary and cannot be replaced by e-commerce practices. Many organizations are facing the 

complexity of an increasing customer database. As a result, it brings challenges to the 

organization to satisfy the customer and maintain their success. To overcome the challenges, 

organizations need to adopt new solutions that provide them with abilities to integrate and 
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manage all data, including customer and company data. That is a concept of electronic customer 

relationship management. (Pan & Lee, 2003) 

 

Although the Internet enables companies to improve the relationship with customers, they still 

need abilities to manage and track their customer-related events to maintain success in e-

commerce. Thus, many companies consider electronic customer relationship management, E-

CRM as an important tool to integrate and manage data effectively. (Grover, 2011) 

 

E-CRM is the latest paradigm of customer relationship management, CRM; a combination of 

hardware, software, processes, and management commitment (Fjermestad & Romano, 2003). 

However, the difference between CRM and E-CRM is significant in the term of technology such 

as live chat service or online marketing. CRM is limited in the online interaction and mainly used 

in the offline environment. E-CRM enables companies to access the customer database from any 

place, as long as they have Internet access (Grover, 2011). According to Shah, Nazir & Zaman 

(2003), E-CRM includes the following features: accounts login, frequently asked questions, 

transaction management, payment processing, security and order tracking, etc. 

 

1.2 Self Motivation   

As customers, we have bought online products a few times from different online companies in 

Sweden. We had both good and bad experiences concerning their customer relationship 

management. We remember how inconvenient and unhappy we were since we could not get 

quick responses, from a particular company, concerning the quality of products or shipment. To 

get information, we had to call the customer service many times and were being put on hold for a 

long time. We did not have time to wait in a long queue, which made us frustrated and 

unsatisfied with the customer service. As a result, we do not buy from that company anymore 

and advise friends to do the same. It was inconvenient if we have to call and ask them questions 

all the time. Everything could be digitalized. We want to track the shipment, change orders 

before being processed, and chat with a sales representative for possible inquiries anytime. Why 

do they not have online interaction and assistance that could give us as customers, rich 

information, concerning their offerings or our purchase?  
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We are motivated to conduct a study related to the electronic customer relationship in e-

commerce in Sweden. There is no doubt that e-commerce brings many advantages to online 

companies. However, it is necessary to manage the relationship with customers properly. But 

how could the online businesses understand and satisfy their customers if there is no physical 

contact with them? If there is some solution to solve those challenges, would the customer 

perceive it? Those questions motivated us to understand the effects of electronic customer 

relationship management phenomenon in e-commerce, where customers interact with online 

companies via their electronic devices.  

 

1.3 Problem Discussion 

The Internet and World Wide Web have been growing in the last few decades. In addition, 

people are living in the world of high competition. Companies have attempted to adopt different 

business strategies for success and long-term survival; cost reduction among them. Companies 

try to manage their cost of operations more effectively by making everything electronic from 

inputting, operating, tracking, to invoicing. Thus, many have changed the way how their business 

is operated, from physical to digital (Laudon & Traver, 2014). The Internet and its features help 

organizations to maintain their relationships with customers effectively. However, organizations 

can also lose their relationships, because they do not see or have a physical contact to know and 

understand their customers in the online environment.  

 

Thus, Feinberg & Kadam (2002) noted that many organizations are facing problems in the 

management of relationships with organizations, customers, suppliers, governments, and 

competitors. As the authors of this study, we believe that e-commerce business adds more 

complexity to relationship management because there is less physical contact. Thus, 

organizations need to have a strong customer strategy associated with applications that enable 

them to manage customer data effectively. There is no denial that CRM/E-CRM helps companies 

manage the interaction with customers and clients effectively and efficiently. The objectives of 

CRM/E-CRM are to enhance the customer satisfaction and customer relationship. (Long, 

Khalafinezhad, Ismail & Rasid, 2013)  

 

E-CRM has been given high attention from managers, as an effective tool to improve the 
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relationship with customers. Bryn Tindall, CEO & Owner of Rebel Interactive Group said: “In 

order to have an effective automation platform for managing your company‘s relationship with 

customers, E-CRM is a must.” (Rebel Interactive Group, 2017). Tomerlin, managing director of 

Delano Asia Pacific, said: “Your customers may know about you more than you knew about them 

in the past but you have to compete nowadays, therefore, you have to change by implementing a 

system which helps you know the value of your customers” (Bennett, 2017). The needs of E-

CRM implementation in managing the customer relationship have made E-CRM become one of 

the most relevant topics for the research. The reason is that managers from different companies 

have acknowledged the importance of E-CRM in their business and customer relationship 

management. Thus, it motivated us to do research on E-CRM 

 

However, CRM has a limitation in supporting online customer interaction, which requires a 

complex system integrated with the Internet. Unlike CRM, E-CRM (a combination of CRM and 

Enterprise Resource Management) becomes more and more common with the ability of 

integration of all data from front to back office. E-CRM can generate a very high amount of 

value to both customer and companies. (Pan & Lee, 2003) 

 

In addition, it has been argued that E-CRM does not always deliver the results that companies 

expect and some even damage the relationship between customers and companies. Thus, their 

ability to deliver the expected benefits has been the subject of many studies. Companies with E-

CRM would expect the application to improve their operation effectively, thus bringing values to 

them. Value can be various such as reducing operational and administrative cost, increasing the 

interaction between customers and companies, improving the productivity, efficiency, or 

workflow, through the integration of E-CRM applications. (Adebanjo, 2003)   

 

CRM/E-CRM helps companies to manage contacts, inquiries, and requests of customers through 

customer touch points much easier, or to promote products through an electronic marketing 

process (Bhattacharya, 2011). However, Rigby, Reichheld & Schefter (2002) argued that 

CRM/E-CRM is not always the best solution. They found that the application has been ranked in 

the bottom three among 25 popular management tools for improving customer satisfaction.  This 

implies that CRM/E-CRM is a complex system, which needs the further research to understand 
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the features that lead to successful implementation. 

Feinberg & Kadam (2002) found that more than 75 % of E-CRM implementations fail. The 

reason is that company executives believe that E-CRM would affect customer satisfaction, as 

experts or consultants told them, but they do not see any real results. The correlation between E-

CRM and customer satisfaction is quite low, compared to the high expectations and the 

investment for E-CRM implementation. Thus, it is seen as a failure. Shah et al. (2013) argued 

that E-CRM has either direct or indirect impact on customer satisfaction. They found that if a 

company implements E-CRM effectively, it can bring benefits for that company.  

 

Another reason for failure is that E-CRM is not only about technology or software, but it 

depends on the objectives of companies (Rigby et al., 2002). Companies must have strong 

customer strategies to make customers feel valued and happy. Software or technology can help 

organizations to make fast and accurate decisions, but not replace the human contact. The 

importance of human contact in serving customers cannot be ignored in gaining customer 

satisfaction (Bhattacharya, 2011).  

 

There are two sides of the fence: to support and to improve customer satisfaction. A company 

with a proper implementation of CRM/E-CRM and strong customer strategy can save money on 

the management of customer relationship. This increases competitive advantages and enhances 

the future growth of a company (Grover, 2011). 

 

1.4 Research Gaps and Research Purpose 

Consumers prefer to purchase products in online stores, because of price, convenience, or 

geographical barriers (Liang & Huang, 2000). Customers realize today their power to influence 

the market, hence company-centered focus strategies have moved to strategies that are customer-

centered (Rahman & Shaon, 2015). Thus, when companies move to the online context, CRM 

moves to E-CRM (Feinberg & Kadam, 2002). Customer satisfaction is a key factor for the 

success of companies, which has been studied by many researchers (Deng, Lu, Wei & Zhang, 

2010; Long et al., 2013; Kim, Ferrin & Rao, 2009; Rahman & Shaon, 2015; Bhattacharya, 2011).  

 

CRM and its influences on business had been addressed and studied in the last a few decades 
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(Long et al., 2013; Bhattacharya, 2011). In addition, previous studies (Donaldson & O’Toole, 

2007; Payne & Frow, 2005) found CRM plays an important role in maintaining customer 

satisfaction but they did not study the role of E-CRM on customer satisfaction in the online 

environment. 

 

There has been limited research on the role and contribution of E-CRM on customer satisfaction 

(Romano Jr & Fjermestad, 2001). In addition, their data is now old. Cho, Im & Hiltz (2003) 

emphasized the success of E-CRM in handling customer complaints and managing service in e-

commerce. However, their study is limited by using the secondary data, which is collected from 

published online sources. Thus, the reliability of the findings might be questionable. Farhadi, 

Ghartemani, Ghartemani & Gigloo (2013) found a correlation between service quality, price, 

customer satisfaction, and customer involvement in E-CRM. However, they did not study the 

correlation between trust, service quality, customer touch points and customer satisfaction in E-

CRM. In addition, they only used a quantitative method. As researchers, we believe that the 

customers can give much in-depth information on the E-CRM phenomenon if a qualitative 

method is used. The reason is that with qualitative research, the focus would not be on trying 

estimate things about a population but to understand or relate data to the theory or ideas of the 

phenomenon. (Greener, 2008) 

  

Feinberg & Kadam (2002) argued that not all E-CRM features have the same importance in 

determining customer satisfaction. The relationship between E-CRM and satisfaction is quite 

low. They suggested that each company needs to research what features of E-CRM determine 

their specific consumers’ satisfaction. Their study is also limited, in using the quantitative 

method with the secondary data. For their research data was collected from the 

Nielsen/NetRatings Company, a firm focusing on the analysis and measurement of Internet 

users. Feinberg & Kadam (2002) stated that data collected from Nielsen/NetRatings is good for 

the auditing industry, but not for the academic research. Thus, the accuracy and 

representativeness of the data cannot be guaranteed. Although there are 42 E-CRM features in 

their study, there are still some features missing, such as trust, service quality, or live chat 

service. They also noted that E-CRM is not static, but dynamic. It means that the result of E-

CRM study at any particular time should be considered. As a result, it would be different if the 
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same study is done a few years later.   

As the authors of this study, we believe that there is a lack of research on whether different E-

CRM features, such as live chat service, trust, and service quality, lead to an improvement of 

customer relationships in the Swedish e-commerce market. The argument would be that E-CRM 

enhances the relationship between enterprises and their customers, which is important since there 

is little or no physical contact between sellers and customers in e-commerce.  

 

Zou & Stormont (2005) noted that live chat services have shown a great potential to increase the 

percentage of visitors converted to buyers. Live chat services enable sales representatives to 

exchange messages and to provide real-time assistance for online users through a web-based 

window. Unlike e-mail or other communication channels, live chat services deliver the response 

instantly on the website. However, it has been found that the e-mail exchanging is in used much 

more than exchanging live chat messages. The argument would be that most live chat services 

are not available 24/7 (Zou & Stormont, 2005). Parasuraman Zeithaml & Berry (1988) 

introduced the service quality model known as SERVQUAL, which measures service quality by 

emphasizing the gap between the perception and the expectation. However, Parasuraman et al. 

(1988) argued that perceived quality is subjective and individual. Thus, it varies among 

consumers, and a consumer may evaluate the same service differently, depending on his or her 

emotions. 

 

Thus, this study aims to explore and to understand how customers perceive the effects of E-CRM 

features: live chat service and service quality on customer satisfaction, thus affecting trust in 

electronic commerce. In order to fulfill the research aims, the research questions will be followed 

as below. 

 

Research Question (1): How does E-CRM affect customer satisfaction from customer 

perspectives? 

 

Research Question (2): How does E-CRM affect trust from customer perspectives? 
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1.5 Delimitation  

This study only focuses on one type of e-commerce: business-to-consumer (B2C), although there 

are different types of e-commerce in practice, e.g. business-to-business or customer-to-customer. 

In addition, we only conduct the study in the online retail industry in Sweden. In addition, we do 

not investigate other E-CRM features than live chat service, trust and service quality. These 

features commonly have the direct or indirect impact on customer satisfaction. Other features, 

which may influence on customer satisfaction in e-commerce, are not investigated.   

 

1.6 Thesis Outline  

This section presents the outline of our study (see figure 1). Firstly, Chapter one presents the 

research background, the self-motivation of the authors and then complexities of the 

phenomenon and research gaps are discussed afterward. Secondly, Chapter two presents the 

relevant theories and theoretical framework of the research related to the theories are drawn to 

explore the phenomenon. Chapter three provides readers a good understanding of the method 

used in the study including research design, sample and population, interview guide and data 

collection. Chapter four provides the empirical data collected from the interview. Chapter five 

presents the analysis of empirical data and the adapted theoretical framework. Finally, chapter 

six provides the conclusion of the study including the answers to research questions and 

implications.    

 

Figure 1: Thesis Outline, own.  

Conclusion 
Answer to Research Questions, Implications and Suggestion 

Analysis 
Result and Analyis 

Empirical Findings 

Company Overviews, Presentation of Responses and Summary of Findings 

Methodology 
Research Design, Popuplation & Sample and Operationalizing  

Literature Review 
Relevant Theory, Theoretical Framework, State-of-Art and Research Questions 

Introduction 
Research Background, Self Motivation, Problem Discussion and Research Gaps  
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Chapter II: Literature Review 

This chapter presents the relevant literature related to E-CRM features that might affect 

customer satisfaction in e-commerce. The evaluation of theories used in the study is mentioned 

afterward. Finally, the theoretical framework and research questions are formulated.      

 

2.1 Introduction of E-commerce 

Liang & Huang (2000) distinguished several motivations which encourage businesses to change 

their business from physical to electronic. E.g. they discussed that the Internet can help to link 

customers around the world to buy any product, from any place, or at any time, owing to the 

availability of Internet; while traditional businesses find it complex, because traditional 

commerce is often restricted by operating business hours and physical interaction between 

customers and sellers. E-commerce also allows businesses to provide richer and denser 

information about their products to customers, than traditional commerce. E-commerce enables 

businesses to collect customer data effectively through websites (Liang & Huang, 2000).  

 

E-commerce is defined as the process of sharing information, maintaining a business 

relationship, and conducting a business transaction via the Internet (Liang & Huang, 2000). 

According to Wigand (1997:4) “…e-commerce must be seen in the context of markets. Markets 

are places of exchange. It is here where supply and demand meets.” Hence, e-commerce 

contains all the features of traditional commerce, as the place to sell, buy, and exchange goods. 

Online businesses and customers are no longer limited to the physical location or time zone, 

which requires customers to visit physical stores to search or buy something. They can conduct 

the transaction and place orders, anytime, anywhere in the world; if they have Internet access. 

There are several types of e-commerce, such as business-to-business (B2B), business-to-

consumer (B2C), business-to-government (B2G), and consumer-to-consumer (C2C) etc. 

However, we focus on B2C e-commerce.  

 

B2C e-commerce as retailing Commerce enables businesses to trade, distribute and sell products 

to consumers through the Internet (Corbitt, Thanasankit & Yi, 2003). Trust is important in B2C 

e-commerce because it is a basic principle to develop a customer relationship with the customer 

(Corbitt et al., 2003). Corbitt et al. (2003) also found that the web page plays an important role in 
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the decision-making process of the customer since there is no or less physical contact in e-

commerce.  

 

2.1.1 Benefits to Consumers  

The Internet, especially the growth of the WWW, allows businesses to improve interaction, not 

only with other businesses but also with their consumers (Quinn, 1996). In B2C e-commerce, 

consumers can purchase products or services online conveniently from different locations, from 

their homes or offices, if they have Internet access. This improves satisfaction between 

consumers and companies by reducing geographical obstacles e.g. travel time, which is 

inevitable in traditional commerce. To compare, consumers can also view sufficient information 

from different sellers about products or services in advance (Joines, et al., 2003).  

 

Some customers engage in online shopping because of the price. Online products can help 

consumers save 20 percent compared to in-store products. However, if the shipping cost is 

considered, online prices might be higher than in-store prices. As a result, the Internet often 

brings price competition between businesses, which could bring discount benefits to consumers. 

(Laudon & Traver, 2014) 

 

E-commerce enables consumers to interact with companies through the interpersonal 

communication features, such as personalized emails, more effectively and conveniently than 

traditional commerce (Joines et al., 2003). Quinn (1996) stated that this type of communication 

allows consumers to get one-to-one experiences with online sellers. E-commerce with online 

support service has the ability to facilitate transactions or respond to inquiries rapidly (El-fitouri, 

2015).  

 

2.1.2 Benefits to Businesses  

E-commerce allows companies to expand their markets through effective communication and 

information sharing (El-fitouri, 2015). E-commerce also helps firms to find and obtain new 

customers effectively, compared to traditional commerce (Poon & Swatman, 1999). Companies 

can use the dynamics of e-commerce to advertise, promote, and build their brands on websites 

effectively. As a result, brand awareness increase and a positive brand image are built more cost 
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effectively than in traditional commerce (Jahanshahi, Zhang & Brem, 2013). Poon & Swatman 

(1999) suggested that a website with several languages bring advantages for businesses to allow 

obtaining customers from different countries.  

 

Many e-commerce applications allow companies to save costs more effectively, by making 

operations electronic from invoicing, tracking, inputting, to managing (El-fitouri, 2015). 

Jahanshahi et al. (2013) also stated that e-commerce helps companies improve the information 

flow by allowing companies to collect information more accurately throughout websites.  

  

2.2 CRM vs. E-CRM 

This section presents the relevant theories about the concepts of CRM and E-CRM. The general 

differences between CRM and E-CRM are also mentioned to give readers the good 

understanding about the phenomenon.   

 

2.2.1 CRM 

CRM is playing an increasingly significant role in organizations, because of the importance of 

customers. With the development of society and technology, companies are expected to have a 

good relationship with customers for their future growth (Rahman & Shaon, 2015). To achieve 

this goal, Payne & Frow (2005) developed a CRM strategy with five stages: strategy 

development process (business strategy and customer strategy),  value creation process (value 

customer receives and value organization receives), multichannel process (Sales forces, outlets, 

telephone, direct marketing, electronic commerce and mobile commerce), performance 

assessment process (shareholder results and performance monitoring), and information 

management process (information technology system, analysis tools, front office application and 

back office application).   

 

CRM is about how to manage the relationships between companies and their customers. CRM 

applications help companies both to manage their organizations effectively, in the aspect of 

service quality and trust and to gain insights, based on information from the online interaction, 

concerning customers’ behaviors. Thus, companies can develop strategies that improve customer 

satisfaction and retain them with the company. Since customers are the focus for the success of 
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companies, it is impossible for companies to manage their customer relationship or their business 

without a proper strategy. It has been shown that the cost to acquire a new customer is higher 

than the cost to retain an existing customer. Thus, for company growth, it is important to satisfy 

and retain existing customers. Satisfied customers can benefit companies in many ways, if they 

are likely to return to buy products or services many times, or if they generate positive word-of-

mouth to their friends and family. CRM is an important tool for companies to achieve these 

goals. (Bhattacharya, 2011) 

 

2.2.2 E-CRM 

Mithas, Krishnan & Fornell (2005) emphasized the recognition of the importance of managing 

customer relationship is dramatically increasing. Thus marketing has moved from a company-

centered to a consumer-centered focus. Information technology (IT) and the Internet 

development have a direct or indirect impact on how business operates (Donaldson & O’Toole, 

2007). As a result, physical businesses are moving online. The relationship between companies 

and customers has become easier and cheaper, due to the Internet. It has been argued that 

companies still need the ability to manage the customer database effectively. Thus, many 

companies have been adopting E-CRM, as the tool for their customer relationship management 

(Pan & Lee, 2003; Grover, 2011).  

 

The Internet has provided online businesses an effective platform to deliver online products or 

services to consumers and to deliver CRM functions on the websites (Laudon & Traver, 2014). 

When a company moves to online, E-CRM will move to the center role (Feinberg & Kadam, 

2002). Kim, Zhao & Yang (2008) suggested that E-CRM is becoming one of the fastest growing 

customer relationship management techniques in the online environment, compared to CRM.   

 

Grover (2011) noted important differences between CRM and E-CRM in terms of technology 

and system e.g. CRM mainly works in the offline environment while E-CRM enables customers 

to interact with companies in the online environment. Companies also have the abilities to track 

their customer data and to respond the customer inquiries immediately any place as long as they 

have the Internet access. However, Pourasghar (2007) argued that there is no difference because 
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the common objectives are to increase customer value, customer retention, customer relationship, 

and decrease the cost.  

 

Jutla, Craig & Bodorik (2001) noted that E-CRM is the “care component” of customer 

relationship management for companies in e-commerce and a critical element for innovation and 

improvement of existing products. This can improve not only customer satisfaction, by creating 

more value for customers, but also differentiate the company from competitors, with higher 

quality products, lower prices, quicker responses, better performance, and convenient services. 

E-CRM comprises four main components: engage, purchase, fulfill, and support. (Jutla et al., 

2001) 

 

Engage: E-CRM enables companies to attract more customers for online shopping 

engagement. Products or services are displayed more significantly on popular online 

search engines: Google, Yahoo, Facebook, Twitter, and Instagram, or commerce sites: 

Bay, Amazon, and Alibaba. Customers feel more satisfied because they can get more 

information about the products. (Jutla et al., 2001) 

 

Order: E-CRM enables companies to improve the order process effectively with 

enterprise resource planning applications, from inventory, processing, to shipping. 

Customers feel more convenient and accurate to place orders, because they can change, 

modify, add or cancel orders anytime, as long they are not shipped. They can track 

shipment status over the Internet, by the tracking number. This helps to improve 

customer satisfaction and decrease customer frustration caused by complex order systems 

or a lack of communication. Customers can select different payment options, such as 

credit cards or electronic invoices. Hence, it costs less to obtain the valuable customers. 

(Jutla et al., 2001)  

 

Fulfill: E-CRM enables companies to fulfill responsibilities to customers, by assuring that 

they will receive the right order at the right time. E-CRM allows companies to track and 

compensate for loss or damage of products, caused by their own or third party processing 

and packaging. (Jutla et al., 2001)    
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Support: E-CRM enables companies to effectively notify customers, through the database 

of customer information, about updates or upgrades of products or services. The “follow” 

function on web browsing enhances the link between companies and customers. This 

helps to increase customer satisfaction, by solving customer problems or responding 

quickly to their inquiries. Customers can get direct support, through real-time chatting, 

voice chats, forums, and other online browser features provided by companies. (Jutla et 

al., 2001)     

 

2.3 Live Chat Services 

Most online companies are facing an increasing customer base that demands a high upgraded 

service across access channels. This means that to satisfy customers they must maintain 

information consistency across all interaction channels, such as the live chat services, email, etc. 

Online businesses are considering adopting E-CRM to overcome these challenges. E-CRM 

enables companies to interact and distribute information to online customers immediately and 

accurately through live chat services; leading to improving customer satisfaction. (Pan & Lee, 

2003) 

 

Shah et al. (2013) defined live chat services, as real-time instant messaging, which is an 

important E-CRM factor. Live chat services provide the customer support center the ability to 

reply to quickly to customer inquiries regarding products, shipment, payment, procedures, etc.  

However, it has been found by Zou & Stormont (2005) that some people still confuse live chat 

services with instant messaging. The main difference is that instant messaging must be installed 

on computers or electronic devices, while live chat services are web-based applications 

integrated with Internet browsers. (Zou & Stormont, 2005) 

 

According to Elmorshidy (2013), live chat services are a new type of service, implemented in e-

commerce websites through E-CRM. It has been noted that the interest for live chat services has 

grown significantly in recent years. Live chat services are viewed as cost-effective channels to 

reduce customers’ perception of risks with online shopping. By increasing the real-time 

interaction and responsiveness to customer inquiries, live chat services can effectively increase 
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customer satisfaction after purchase. Since customer satisfaction is a key for company success, 

the lengthy delays of traditional communication are no longer acceptable. Online customers 

demand their inquiries and problems are solved more quickly than waiting for hours or days to 

get responses. (Elmorshidy, 2013) 

 

However, Pan & Lee (2003) argued that live chat services are not always the best contact point 

with customers. To reduce the risk of online shopping, some customers still prefer the traditional 

way of contact, such as telephone, email, or face-to-face communication. This means that e-

commerce businesses should consider multiple contact points to satisfy customer desires. 

 

It has been suggested that well executed and proactive customer service support can turn 

searchers into buyers, and buyers into repeat purchasers. This means that live chat services have 

an indirect or direct impact on consumers’ purchase decisions. Thus, live chat services can be 

viewed as applications providing personalization and trust, which gives companies the ability to 

satisfy customer demands. (Jutla et al., 2001)  

 

According to Bettman, Luce & Payne (1998), the goals of consumers in the consumer decision 

making process are: (1) maximizing the decision accuracy, (2) minimizing the cognitive effort 

required to take a decision, (3) minimizing the experience of negative emotions during decision 

making and (4) maximizing the ease of justifying decision. However, Bettman et al. (1998) also 

argued that the emotion or need to justify the decision making is small in such a situation. Thus, 

the goals of maximizing the accuracy and minimizing the cognitive efforts for decision-making 

are prominent. This implies that the accurate and rich information via live chat service can 

facilitate the decision-making process of customers. 

 

Online customers in most service situations expect high responsiveness and mutuality from the 

interactive communication with online customer representatives. The study (Yin & Straub, 2002) 

noted that mutuality and responsiveness are desired as service quality by customers. Especially 

in the online environment, where there is less or no physical contact between customers and 

companies. If responsiveness and mutuality are conveyed and perceived properly by customers, 

it will positively affect customer relationships and thus improve customer satisfaction. 
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Customers often seem to seek the assistance in decision making or support via live chat services. 

(Yin & Straub, 2002)  

 

However, it has been argued that the quality of conversation during live chats relies much more 

on the emotion of customers than the emotion of representatives. Customers sometimes end the 

live chat service without closing the conversation properly because they may feel dissatisfied. 

However, that may also give the representative the feeling of disrespect or misunderstanding. 

(Zou & Stormont, 2005)  

 

Interactivity is one of the characteristics of the communication process. Interactivity 

varies from one-way (declarative) to two-way communication (creative). The creative 

interactive communication via live chat service enables communicators to respond and to 

understand each other immediately. The high interactivity in e-commerce helps to reduce 

the risk perception and increase the trust. (Yin & Straub, 2002)  

 

Responsiveness is defined as how quick a message is responded. In the online retail or 

service industry, a timely response via live chat services is important to strengthen the 

reliance and confidence of customers with an organization. Thus, it enhances the trust, 

relationship with customers and improves customer satisfaction. (Yin & Straub, 2002) 

 

Mutuality is one of the essential preconditions for communication. Mutuality is to create 

the feeling of being connected and understood. A mutual understanding between 

customers and firms in e-commerce, via customer touch points such as live chat services, 

give customers the feeling of being cared. As a result, the high mutuality in e-commerce 

can positively improve the trust and satisfaction. (Yin & Straub, 2002)     

 

Although the interaction via live chat services between a company and consumers are always 

through technology, some aspects of human interaction cannot be replaced by technology, such 

as friendliness, care or commitment. It has been argued that live chat services cannot offer a 

personal attention for each consumer because there is no human interaction in e-commerce. To 

reduce this perception, companies should have a web design that can be personalized and 
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customized by users. Thus, they can prevent customer dissatisfaction resulting from a lack of 

personal attention. (van Iwaarden, van der Wiele, Ball & Millen, 2003).       

 

2.4 Service Quality 

Researchers have tried to define service quality in the last decades. Parasuraman et al., (1988) 

stated that perceived quality is customers’ overall assessment of the utility of a product, based on 

their perception of what they receive. Parasuraman et al. (1988) claimed that satisfaction with 

services is related to the confirmation or disconfirmation of expectations. Thus, if the service 

performance exceeds customers’ expectation, its quality will be perceived as good and bad if the 

performance is lower than expected.  

 

Five key dimensions of the service quality were identified in the study (Zeithaml, Parasuraman 

& Berry, 1990):  

 

(1) Tangibles as the appearance of personnel, physical facilities, equipment, and 

communication material.  

(2) Reliability as the ability to perform the promised service dependably and accurately.  

(3) Responsiveness as the willingness to help customers and provide prompt service.  

4) Assurance as the knowledge of employees and their ability to convey the trust and 

confidence.  

(5) Empathy as the caring individualized attention which the company provides its 

customers.  

 

Taking the aspect of online business, Zeithaml, Parasuraman & Malhorta (2002) introduced the 

electronic service quality (e-service quality) as the new concept of service quality, meaning the 

extent to which a website facilitates the process of online purchasing efficiently and effectively. 

Zeithaml et al. (2002) found that e-service quality affects customer satisfaction, purchase 

intention, and purchase. 

 

Elmorshidy (2013) noted that e-service quality comprises system quality, system reliability, 

system availability, information quality, consistency of service quality, and online customer 
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feedback. E-service quality together combined with traditional service quality will affect the 

expected and perceived service of online customers. Thus, it leads to improving customer 

satisfaction (Elmorshidy, 2013). 

 

Zeithaml et al. (2002) suggested that to deliver a good service quality, online companies must 

understand how customers understand and evaluate their online service quality. Many 

organizations think that the main reason why customers shop online is the low price (van 

Iwaarden et al., 2003; Zeithaml et al., 2002). However, this is not always the case. Some 

companies found that customers prefer shopping online, rather than shopping in-store, because of 

the convenience (van Iwaarden et al., 2003). Thus if customers do not trust companies, they 

would be not satisfied. Consequently, they would leave the company (van Iwaarden et al., 2003). 

E-service quality issues concerning incomplete transactions, delayed delivery, or insufficient 

information, might lead to customer dissatisfaction.  In this situation, low price could not 

increase the service quality. (Zeithaml et al., 2002) 

 

van Iwaarden et al. (2003) held that the company needs to have a well-designed and functioning 

website. It is because the website is the fundamental contact between a customer and an 

organization in the online environment. van Iwaarden et al. (2003) found that the age of 

customers directly influence how customers perceive aspects of websites, e.g. young people 

prefer specific graphic styles more than old people. Graphic styles could be issues of color, print 

size, photographs, graphics, and animation.  

 

It has been found that more than 50 percent of online users are concerned about their personal 

information and unauthorized use of credit card when shopping online (van Iwaarden et al., 

2003). This means that the privacy and security are always perceived as one of the most 

important issues from customer perspectives. 

 

Furthermore, it has been noted that maintaining the privacy and security are important to 

determine and evaluate the trust dimension in e-service quality (Quelch & Klein, 1996). Privacy 

might involve the personal information and security involves the protection of credit card and 

other financial information, etc. Some aspects of reliability in e-commerce are on-time delivery 
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and accurate product information. Responsiveness in e-commerce is another key factor, 

impacting on e-service quality. Responsiveness is measured how quick online sellers respond to 

customers either by live chat services or other customer touch points. (Zeithaml et al., 2002)  

 

Personalization/customization is one of the important aspects of e-service quality. There is no 

human interaction in e-commerce; online companies cannot normally give personal attention to 

each customer. Thus, it is important for an online company to have a good website design. This 

design aims to give online users the experience of getting personal attention, by meeting their 

personal needs. The company can thus provide the offerings meeting the demands of customers 

and improving customer satisfaction (van Iwaarden et al., 2003). Many websites may ask their 

customers to provide personal information for the personalization/customization. The 

information may include home address, email, phone, billing address, etc. It has been argued that 

personalization/customization may decrease the e-service quality perception if the customer 

wants to buy and check out quickly. (Zeithaml et al., 2002)    

 

E-CRM enables online companies to improve the effectiveness and efficiency of 

personalization/customization through one-to-one marketing or a one-to-one relationship with 

the consumer (Pan & Lee, 2003). Jutla et al. (2001) suggested that social media marketing can 

attract customers to look for products or services effectively. The reason is that social media, 

such as Facebook, can stimulate the interaction between companies and customers. With an 

effective interaction, social media can encourage customers into browsing, searching, interacting, 

and questioning about the product or service information (Saravanakumar & Suganthalakshmi, 

2012). E-CRM is not only making social media marketing, through smartphones, computers, or 

other wireless internet devices, possible but also offline marketing through papers, radio, or 

television effective (Jutla et al., 2001). Adebanjo (2003) argued that the success of E-CRM in 

social media marketing varies because it depends on organization involvement. 

 

2.5 Customer Satisfaction  

Rahman & Shaon (2015) held that nowadays, customers realize their power to influence the 

market, thus companies should spend extra effort to satisfy them because the market is highly 

competitive with a variety of offerings. Kim, Ferrin & Rao (2009) noted that customer 
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satisfaction is an important factor for a successful customer relationship. With their Internet 

access, consumers can easily have much information about products or services. Thus, they can 

compare prices or features from different sellers in advance, to choose the best items that can 

best satisfy their needs (Joines et al., 2003).  

 

Deng et al. (2010) noted that when customers are satisfied, they will become a competitive 

advantage for the seller. On the contrary, if customers are not satisfied with what they receive, 

they are likely to impact the business negatively, through negative word-of-mouth. Thus, 

companies should pay much attention to maintain their satisfaction. E-CRM is one of the 

solutions. The reason is that E-CRM enables the business to provide an on-time and quick 

response to inquiries from customers, e.g. through live chat systems. This leads to improve e-

service quality and increase customer satisfaction (Joines et al., 2003).  

 

Farhadi et al. (2013) showed that E-CRM positively improves customer relationships, in the 

attributes of customer communication, electronic service quality, trust, customer satisfaction, and 

positive word-of-mouth. Shah et al. (2013) suggested that companies should pay much attention 

to the different features of E-CRM: customer touch points, security, customer support, and trust. 

Among them, the security enhancement, live chat services, and order facility are the most 

essential to improve customer satisfaction. 

 

Long et al. (2013) emphasized the importance of customer satisfaction, as happy customers 

possibly become free advertisers and it is always easier to sell to existing customers, than new 

ones. Long et al. (2013) also argued that customer satisfaction can be achieved through E-CRM 

implementation by meeting their needs and demand individually. E-CRM enables employees to 

obtain information concerning customers in real-time applications, such as live chat services and 

then make the fast and accurate decision for dealing with them (Bhattacharya, 2011). Cho et al. 

(2003) discussed that E-CRM helps to link e-service quality and customer satisfaction closely in 

the online shopping environment. Feinberg & Kadam (2002) argued that not all features of E-

CRM are equally important, in determining customer satisfaction. The argument would be that 

experts or consultants believe E-CRM has the impact on customer satisfaction, but in the reality, 

it does not.  
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Deng et al. (2010) found that e-service quality and trust affect customer satisfaction and 

customer relationships. Deng et al. (2010) argued that trust has less effect than customer 

satisfaction for long-term customer relationship. The reason is that customer satisfaction is much 

related to long-term customer relationships, through improved e-service quality and customer 

value. They are effective tools to maintain long-term relationships. 

 

2.6 Trust 

Although the Internet enables e-commerce businesses to sell products to consumers from a 

geographical distance, it is quite important to build trustful relationships with customers. It is 

noted that trust is a critical factor that encourages purchases over the Internet. (Quelch & Klein, 

1996)  

 

Trust is one of the most important aspects of E-CRM (Gefen, Rao & Tractinsky, 2003). 

Reichheld & Schefter (2000) suggested that a vital key to growth and success is to maintain trust 

with customers; thus trust must be a center of all relationships. Trust should be defined as an 

attribute of the relationship. This means that companies should consider the importance of trust 

beyond economic factors such as cheap price or promotion. The reason is that the perception of 

uncertainty and risk is typically higher in the e-commerce business than in traditional business. 

There is less physical contact in e-commerce, thus the behavior of online sellers cannot be 

monitored or guaranteed. Hence, customers cannot determine if online sellers will not engage in 

the inappropriate behavior. As a result, it is hard for customers to trust online sellers in the same 

way when they have the face-to-face interaction. (Reichheld & Schefter, 2000) 

 

Gefen (2000) argued that the online business is not always effectively regulated. Thus, 

consumers must trust the online sellers the first time they purchase. In addition, Gefen (2000) 

showed that the familiarity with a company contributes to building the initial trust. This 

statement is in line with the findings of Philipson & Philipson (2016) about the conditional trust. 

Philipson & Philipson (2016:320) explained conditional trust as “trust is conditional and based 

on the participant’s reputation, as communicated by word-of-mouth”.  A study (Philipson & 

Philipson, 2016) found that the conditional trust is important for sellers and buyers to begin and 
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then continue to cooperate. The reason may be that they do not initially trust each other but 

neither have any reason to distrust each other (Philipson & Philipson, 2016). Thus, they must 

assume that online sellers will behave in ethical and suitable manners. This may make them 

become victims of misbehaving online sellers. Inappropriate behaviors may include unfair 

pricing, wrong products, inaccurate information, unauthorized use of credit card, privacy 

violation, etc. (Gefen, Karahanna & Straub, 2003). In addition, Gefen et al. (2003) mentioned 

that people have more the initial trust of a company or other people familiar to themselves rather 

than those without on the first impression.  

 

Fregidou-Malama & Hyder (2015) found that trust is important for a long-term relationship 

development between companies and customers. Fregidou-Malama & Hyder (2015) discussed 

three levels of trust including country, company and personal levels. Trust at the personal level 

involves the interdependence and risk between the trusting individual (Fregidou-Malama & 

Hyder, 2015). Trust at company level involves benevolence and credibility (Altinay, Brookes, 

Madanoglu & Aktas, 2014). It has been suggested that proper training to employees helps to 

improve the credibility of a company, thus affecting the trust at company level (Fregidou-

Malama & Hyder, 2015).  Michaelis, Woisetschlaeger, Backhaus & Ahlert (2008) mentioned 

that the reputation of country origin contributes developing initial trust and relevant to establish 

the new relationship. In addition, Michaelis et al., (2008) pointed out that country of origin is 

highly important when it is difficult to evaluate the product quality or service.    

 

Thus, it has been suggested that consumers should stay away from the online sellers whom they do not 

trust (Jarvenpaa, Tractinsky & Saarinen, 1999; Reichheld & Schefter, 2000). Gefen (2000) and Jarvenpaa 

et al. (1999) found that trust help to increase the purchase intentions directly and indirectly in e-

commerce, through the reduction of perceived risk among the inexperienced consumers. Although it is 

believed that online shopping can offer a cheaper price than in-store shopping, it has been argued that 

price does not always rule the perception toward the service, but trust does (Reichhel & Schefter, 2000). It 

is not surprising that trust helps online companies build strong relationships with their customers. In a 

trusting relationship, customers are often willing to pay higher prices for the benefit of buying from a 

trustful seller (Reichhel & Schefter, 2000).  
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Jarvenpaa et al. (1999) suggested that trust only exists if consumers believe that the seller is able 

to deliver as expected. However, it has been argued that it seems more difficult for online than 

for traditional businesses, because of a lack of the physical contact. Thus, online retailers often 

face low consumers’ trust. Culture and nationalities may affect the degree of trust that consumers 

have of online sellers (Jarvenpaa et al., 1999). People from individualistic countries might have a 

higher trust and willing to engage more in online purchases than those from collectivist 

countries. People in more individualistic countries are likely to have access to the Internet to a 

higher degree than those in the collectivist countries. They more often use computers or 

electronic devices for online shopping, payment, or even supplying information to public 

authorities. (Hoftede, Hofstede & Minkov, 2010) 

 

Consumers place an order after searching for product information only with online sellers who 

can be trusted. Online sellers that are dishonest or do not care about the consumers are likely to 

have difficulty in maintaining relationships with them. Thus, through the trust, consumers can 

measure the credibility and reliability of a company.  Familiarity with prior online sellers plays a 

role in increasing or decreasing consumers’ trust. If the prior online sellers were trustworthy, it 

will enhance the trust, resulting in the positive relationship with customers. However, if prior 

online sellers are not trustworthy, the increased familiarity will decrease trust, resulting in the 

negative relationship. (Gefen et al., 2003)  

 

Consequently, a negative relationship will have a bad impact on customer satisfaction. 

Unsatisfied customers are likely to generate negative word-of-mouth to friends and family 

(Bhattachrya, 2011; Joines et al., 2003; Farhadi et al., 2013). Quelch & Klein (1996) suggested 

that the reputation of the store will influence how consumers perceive the trust of the store. 

Evidently, some online companies publish customer stories and reviews on their websites to 

enhance their reputation. Quelch & Klein (1996) noted that online companies invest much 

money in online banners to attract the attention of online users. Yin & Straub (2002) found that 

trust has a direct impact on customers’ satisfaction and customer relationships.  This means that 

if customers trust an online company, they are likely to engage in relationships with these 

companies.  
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Deng, et al. (2010) found that women have more psychological barriers to build trust than men in 

e-commerce. Thus, trust might have more impact on building customer satisfaction for women 

than for men in e-commerce. The reason could be that men are more engaged in the technology 

and easily satisfied by technology. A study (Deng et al., 2010) conducted in China pointed that 

gender will have a direct or indirect effect on trust, thus affecting the relationship. Furthermore, 

another study (Migheli, 2007) about the gender effect in Scandinavian countries also confirmed 

that women trust less than men. The reason might be that women have less online social capital 

engagement than men. In the online environment, the active communication through the Internet 

represents the form of social capital because the degree of Internet usage significantly affects the 

online interaction (Migheli, 2007).  

 

In addition, age is also important in moderating the effects of trust on customer satisfaction. 

Trust is more important for older than for younger online customers, who easily accept the 

innovation and technology (Deng et al., 2010).  Donaldson & O’Toole (2007) argued that it is 

difficult to control and manage information exchanged and communicated through the Internet. 

The argument would be that there is no physical contact in the online environment. This means 

that trust must be much stronger in e-commerce than in traditional commerce. 
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2.7 Evaluation of Theories 

In this section, we will evaluate theories, which are used in the literature review. To evaluate the 

validity and strength of theories presented, we will adopt a tool of measurement which is 

suggested by Philipson (2017). Based on that tool (see Table 1), we can evaluate if the theories 

are dominating, emerging, or proposals. The validation of the theories replies on how well-

validated and accepted the theory is. For example, if the article is evaluated as well validated 

with the number of citations in the range >= 500, the theory will be judged as dominating; if the 

article is evaluated as some validation with citations in the range from 201 to 409, the theory will 

be judged as emerging and if the article is evaluated as limited validation with citations in the 

range <=200, the theory will be judged as proposal. 

Table 1. Tool Measurement of State-of-Art, Philipson (2017). 

Phenomenon Reference Citation Validity Strength in 

Theories 

Sub-theories  X <=200 Limited Validation Proposal 

Sub-theories X From 201 to 499 Some Validation Emerging 

Sub-theories  X >=500 Well Validated Dominating  

Phenomenon 

Live Chat 

Services 

Reference Citation Validity Strength in 

Theories 

Real-Time 

Customer 

Support 

- - Well 

Validated 

Dominating 

- - Some 

Validation 

Emerging 

Zou & Stormont (2005) 

Elmorshidy (2013) 

Yin & Straub (2002) 

1 

16 

33 

Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Interactivity and 

Personalization 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Elmorshidy (2013) 

Jutla et al. (2001) 

 16 

159 

Limited 

Validation 

Proposal 
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Evaluated as: Proposal 

Customer Touch 

Points 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Pan & Lee (2003)  309 Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Decision-Making 

Process 

Bettman et al. (1998)  2735 Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Dominating 

Wed-Designed 

and Social Media 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

van Iwaarden et al. 

(2003) 

 299 Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Effective Cost -  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Elmorshidy (2013)  16 Limited 

Validation 

Proposal 

Evaluated as: Proposal 
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Table 2. Evaluation of Theories of Live Chat Services, own. 

 

Reflection on the theories of live chat services (see Table 2): this could be seen as a new concept 

in e-commerce. We used the theory of Zou & Stormont (2005), Elmorshidy (2013) and Yin & 

Straub (2002) to describe the real-time support feature of live chat. These theories have the low 

citations less than 100, thus they are a proposal. When coming to the interaction of live chat, we 

also used the proposal theories from Elmorshidy (2023) and Jutla et al. (2001). Theory of 

Bettman et al. (1998) with more than 2700 citations was used to describe the goals of consumers 

in the decision-making process. Thus, readers can get a good understanding of how important 

live-chat services are for decision making. For the effect of social media on customer satisfaction, 

purchase decision and etc, we mostly used proposal theories. The articles used in the theory of 

live chat were published in between 1998 and 2013.  

Purchase 

Decision 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Jutla et al. (2001) 

Zou & Stormont (2005) 

159 

1 

Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Quality of Live 

Chat 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Zou & Stormont 

(2005) 

 1 Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Phenomenon 

E-service quality 

Reference  Citation Validity Strength in 

Theories 

Customer 

Satisfaction and 

Parasuraman et al. 

(1988) 

 26001 Well 

Validated 

Dominating 
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Table 3. Evaluation of Theories of E-Service Quality, own. 

Purchase 

Intention 

-  - Some 

Validation 

Emerging 

Elmorshidy (2013)  16 Limited 

Validation 

Proposal 

Evaluated as: Dominating 

Age Influence -  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

van Iwaarden et al. 

(2003) 

 299 Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Privacy and 

Security 

-  - Well 

Validated 

Dominating 

Quelch & Klein 

(1996) 

 1431 Some 

Validation 

Emerging 

van Iwaarden et al. 

(2003)  

 299 

 

Limited 

Validation 

Proposal 

Evaluated as: either Emerging or Proposal 

Personalization/ 

Customization 

-  - Well 

Validated 

Dominating 

Pan & Lee (2003)  307 Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Emerging 

Social Media 

Marketing 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Jutla et al. (2001) 

Saravanakuma & 

Suganthalakshmi (2012) 

Adebanjo (2003) 

159 

97 

 

189 

Limited 

Validation 

Proposal 

Evaluated as: Proposal 
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Reflection on the theories of service quality (see Table 3): the authors of this paper have used the 

theory of Parasuraman et al. (1988) to describe the SERVQUAL model. The model has been a 

foundation for the electronic service quality introduced by Zeithaml et al. (2002). Both articles 

have a huge number of citations, Parasuraman et al. (1988) with 26001 citations and Zeithaml et 

al. (2002) with 2452 citations as dominating theories. Van Iwaarden et al. (2003) as an emerging 

theory with 299 citations found that more than 50% of online customers concern their personal 

information for being misused when shopping online. The articles used in the phenomenon of 

service quality were published in between 1988 and 2012.  

Table 4. Evaluation of Theories of Customer Satisfaction, own. 

Phenomenon 

Customer 

Satisfaction 

Reference  Citation Validity Strength in 

Theories 

Importance of 

Customer 

Satisfaction 

-  - Well 

Validated 

Dominating 

Kim et al. (2009) 

Deng et al. (2010) 

 471 

685 

Some 

Validation 

Emerging 

Joines et al. (2003) 

Long et al. (2013) 

 391 

26 

Limited 

Validation 

Proposal 

Evaluated as: either Emerging or Proposal 

Effect of Trust Deng et al. (2010)  685 Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Dominating 

Effects of E-CRM  

on Customer 

Satisfaction 

-  - Well 

Validated 

Dominating 

Feinberg & Kadam 

(2002) 

Joines et al. (2003) 

Long et al. (2013) 

Cho et al. (2003) 

 252 

 

391 

26 

136 

Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Emerging 
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Reflection on the theories of customer satisfaction (see Table 4): customer satisfaction is an 

important factor for a successful customer relationship and a key for business growth. Kim et al. 

(2009) found the correlation between trust and satisfaction for a long-term relationship. The 

articles used in this phenomenon have been mostly presented in the previous theoretical sections 

of live chat service, trust and service quality such as Rahman & Shaon (2015), Long et al. 

(2013), Feinberg & Kadam (2002) etc. Most of them are either emerging or proposal theories 

with citation less than 400. Kim et al. (2009) and Deng et al. (2010) are the dominating theory 

with more than 400 citations. By re-using the articles, the authors of this paper give the readers a 

good understanding of how live chat service, trust, and service quality are related to customer 

satisfaction. The articles used in this phenomenon were published in between 2002 and 2015.  

Phenomenon 

Trust 

Reference  Citation Validity Strength in 

Theories 

Purchase 

Encouragement 

Quelch & Klein (1996) 

Gefen (2000)  

Jarvenpaa et al. (1999) 

1435 

2940 

4261 

Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Dominating 

Importance of 

Trust 

Gefen et al. (2003) 

Reichheld & Schefter (2000) 

55443445 

 

Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Fregidou-Malama & 

Hyder (2015) 

 7 Limited 

Validation 

Proposal 

Evaluated as: Dominating 

Conditional 

Trust 

-  - Well 

validation 

Dominating 

-  - Some 

Validation 

Emerging 

Philipson & Philipson 

(2016) 

 1 Limited 

Validation 

Proposal 



 

 Page 32 
 

 

Evaluated as: Proposal 

Customer 

Relationship 

Builder 

-  - Well 

Validated 

Dominating 

Reichheld & Schefter 

(2000) 

 3445 Some 

Validation 

Emerging 

Yin & Straub (2002)  33 Limited 

Validation 

Proposal 

Evaluated as: Emerging 

Effects of 

Culture 

-  - Well 

Validated 

Dominating 

Jarvenpaa et al. (1999)  4261 Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Emerging 

Store 

Reputation 

-  - Well 

Validated 

Dominating 

Quelch & Klein (1996)  1435 Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Proposal 

Effects of 

Online Sellers 

-  - Well 

Validated 

Dominating 

Jarvenpaa et al.(1999) 

Gefen et al. (2003) 

4261 

5544 

Some 

Validation 

Emerging 

-  - Limited 

Validation 

Proposal 

Evaluated as: Emerging 

 

Effects of 

Gender 

-  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Deng et al. (2010) 

Migheli (2007) 

685 

7 

Limited 

Validation 

Proposal 

Evaluated as: Proposal 
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Table 5. Evaluation of Theories of Trust, own. 

 

Reflection on theories of trust (see Table 5): this concept has been studied by many authors as an 

important factor for building a relationship such as Fregidou-Malama & Hyder (2015), Quelch & 

Klein (1996), Reichheld & Schefter (2000), Jarvenpaa et al. (1999) and Gefen et al. (2003). 

Amongst them, the theory of Gefen et al. (2003) is the most dominating theory with 5544 

citations; they (Gefen et al., 2003) highlighted the importance of trust in e-commerce where there 

is less or no physical contact.  

 

The second dominating theory is Jarvenpaa et al. (1999) with 4261 citations. They (Jarvenpaa et 

al., 1999) suggested that consumers would stay away from sellers whom they do not trust due to 

the unethical and unsuitable manners including unauthorized use of credit cards or personal 

information. Deng et al. (2010) with 685 citations as a dominating theory found that both gender 

and age effect trust. Most of the articles used in the phenomenon of trust were published in 

between 1996 and 2015. Most of the theories presenting the phenomenon are dominating, except 

those with some proposal theories. 

Effects of Age -  - Well 

Validated 

Dominating 

-  - Some 

Validation 

Emerging 

Deng et al. (2010)  685 Limited 

Validation 

Proposal 

Evaluated as: Proposal 
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2.8 Theoretical Framework and Research Questions 

The literature review has presented theoretical concepts of E-CRM features including live chat 

service (Elmorshidy, 2013; Jutla et al., 2001; Zou & Stormont, 2005) and service quality 

(Zeithaml et al., 2002; Elmorshidy, 2013; Iwaarden et al., 2003). Those features have a direct or 

indirect impact on customer satisfaction (Joines et al., 2003; Farhadi, et al., 2013; Long et al., 

2013), thus affecting trust (Reichheld & Schefter, 2000; Jarvenpaa et al., 1999; Gefen et al., 2003 

Migheli, 2007; Fregidou-Malama & Hyder, 2015). Throughout the literature review, the authors 

of this study tried to collect a variety of scientific viewpoints regarding the contribution of E-

CRM features to online companies. The theoretical framework (see Figure 2) has been developed 

throughout those theoretical concepts. The framework is limited to the number of E-CRM 

features, reviewed by the authors in the literature review. Through the theoretical framework, it 

is seen that live chat and service quality in e-commerce, enhanced by the E-CRM affect how the 

customers feel with an online company and thus affecting their trust.   

 

Figure 2. Theoretical Framework of E-CRM on Customer Satisfaction and Trust in E-commerce, 

own. 

  



 

 Page 35 
 

 

Chapter III: Methodology Chapter 

This chapter begins with research design to describe how a research is conducted and show the 

motivation of researchers in selecting the most suitable research approaches. Secondly, the 

sample population, operationalization, and analysis method are following afterward. Finally, the 

quality of research discusses the reliability and validity of a study.    

 

3.1 Research Design  

We decided to choose the case study method with interviews, which, as a result, gave us 

qualitative data. The case study method has been commonly used by researchers for many years 

in psychology, sociology, political science, business, education, etc. The case study method 

allows researchers to investigate and understand social phenomena in real-life events of 

individuals, small groups, organizations, etc. The case study method strengthens the knowledge 

of what has been studied in the previous research, by using different sources and data collection 

techniques. (Yin, 2013) 

 

According to Yin (2013), data collection techniques could be observations, documents, artifacts, 

and interviews. Yin (2013:70) noted that “…for a case study, listening means receiving 

information through multiple modalities”. That means researchers can collect a large amount of 

new information without bias by listening to the interviewees. By doing do, researchers can 

capture the moods of the interviewees and understand the context from which the interviewees 

perceive the phenomenon (Yin, 2013). 

 

3.1.1 Research Purpose 

Research can be done by using different methods. Every research method can be used for three 

purposes: exploratory, descriptive, and explanatory (Yin, 2013). It has been argued that the 

method used in the research, mindsets of researchers, personal values, and experiences would 

affect results of the research because, although researchers try hard to be objective in their 

writing, they are people, not machines (Greener, 2008). The purpose of this research is 

exploratory because we intend to explore how E-CRM affects customer satisfaction and trust 

from a consumer perspective.  
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An exploratory study helps researchers to investigate and explore the research topic deeply, 

relying on the theories. It is effective and helpful for future research. (Yin, 2013)  

 

3.1.2 Multiple Case Study  

The case study involves different ways of collecting data about the cases, which includes 

collecting and analyzing documents, interviewing consumer research, and other collection 

techniques offering qualitative information (Greener, 2008).  

 

The case study is used in many situations, to contribute to the knowledge of the phenomenon. 

The investigators must be able to identify situations, in which a specific method is relevant and 

advantageous. The case study can be either a single or a multiple case study. The case study is 

effective when questions are being asked about “how or why”, contemporary events, or 

phenomena, in which the investigators have no control (Yin, 2013).  

 

Cooper (1984) noted the importance of question formulation is to get rich and deep information. 

One way is to review the theoretical variables because the literature review helps researchers to 

determine the theoretical concepts for the investigation. Case studies combine a variety methods 

of data collection, e.g. interviews, observations, or questionnaires, whose data could be 

qualitative or quantitative (Eisenhardt, 1989). 

 

Although the case study is a distinctive form of empirical findings, Kennedy (1979) argued that 

it is not simple to generalize the result from a single or a multiple case study. The argument is 

that the empirical findings of case studies are generalized to the literature reviews only, not to a 

whole population (Kennedy, 1979). Creswell (2013) argued that in the qualitative research, 

generalization is limited because the result is not to generalize the findings to individuals outside 

of the study. However, Yin (2013) noted that the basis for generalization in qualitative research 

is an analytical generalization. This meant that the goal of researchers is to expand and 

generalize theories, but not to establish the frequency with which a phenomenon occurs in a 

population (Hyde, 2000)  
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Kennedy (1979) argued that judgment based on a single case study is based on the opinion of the 

investigators, who will interpret information from the empirical findings to their own situation, 

rather than to that of the participants. Flenberg (1977) suggested that the generalization might be 

solved if the samples of data points in a single case are sufficient. However, it has been argued 

that it is not a solution because the samples are still based on one case (Kennedy, 1979). Yin 

(2013) noted that a common concern about case studies is that they provide a limited basis for 

generalization. 

 

We have chosen a multiple case study with three Swedish companies located in Gävle, Sweden. 

The reason is that a multiple case study is generally stronger than a single study. And it provides 

the possibility to see similarities and differences between the cases. Thus, a multiple case study 

helps the authors to strengthen the empirical findings of their study (Yin, 2004). Although a 

multiple case study might be more complicated than a single case study, some important 

advantage has been noted, e.g. a multiple case study could give sufficient data for the discussion 

and comparison (Yin, 2004).  

 

3.1.3 Interview Guide  

In qualitative interviews, researchers typically gather multiple sources of data, such as 

interviews, observations, and documents, rather than relying on one source of data. The 

researchers set boundaries for data collection of unstructured or semi-structured interviews. 

Although there are some advantages with interviews, such as: being useful when it is not easy to 

observe the participants, participants can provide historical information, or that the researchers 

can control the questions, there are some limitations, such as that the information relies on the 

views of interviewees, and not all interviewees are equally perceptive. (Creswell, 2013) 

 

In the qualitative interview, researchers conduct face-to-face or telephone interviews with 

participants. The interview could involve semi-structured, open-ended and closed-ended 

questions that help researchers understand and explore the experiences of the participants 

(Creswell, 2013; Cortina & Landis, 2013).  
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Semi-structured questions allow interviewees to give rich information beyond the question 

boundaries, which is interesting for them. Time is another issue that researchers should take into 

consideration for the interview. It has been noted that when setting up an interview, time is very 

important to the individuals or organizations. Thus, the time period of the interview should be 

realistic, and not too long. (Greener, 2008)  

 

We contacted owners or staffs of gym centers and electronic appliance stores, located in Gävle, 

to seek their permission to conduct our research at their premises (see Appendix 2). We also 

showed them the questions which we were planning to ask their customers.  

 

In the qualitative interviews, the findings can be standardized or non-standardized, depending on 

how questions are given to interviewees (Fontana & Frey, 2005). For example, if the same 

questions are given to all interviewees, the findings might not be different from each other. On 

the contrary, if different questions are given to different interviewees, the findings might vary. 

McCracken (1988) noted that the long interview, as a type of active interview, gives the in-depth 

and abundant knowledge of phenomenon or ideas; it is especially useful in exploring important 

issues, such as customer perception or behavior.  

 

We would have face-to-face, active interviews with interviewees with the semi-structured, open-

ended, and closed-ended questions, conducted in English (see Appendix 1), to explore customer 

perspectives of the effect of E-CRM on their satisfaction and trust. The interview may last from 

15 to 35 minutes (mins), depending on the convenience and experience of interviewees.   

 

Creswell (2013:244) proposed that “…researchers record information from interviews by 

making by handwritten notes, by audiotaping, or by videotaping.” We would use both 

handwriting and audio-taping to record information during the interview for the interview 

transcript. By doing that, we would not miss such important information and increase the 

reliability of data.  
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3.1.4 Primary Data 

Research can be conducted using primary and/or secondary data (Hox & Boeije, 2005). We used 

both primary data (the interview) and secondary data (websites, and the Internet) to conduct this 

study. It has been noted that a popular method of data collection in qualitative research is the 

qualitative interview, in which the participants are given the questions to talk about their opinion, 

experiences, etc. The primary data from participants were collected through the interviews with 

consumers of Gymgrossiten, Clas Ohlson, and Elgiganten, in Gävle.  

 

3.1.5 Secondary Data 

We also used secondary data from websites, the Internet, etc., to build the overview of 

companies, information about e-commerce, and the population. According to Greener (2008:73), 

“…secondary data is a data, which the researcher did not collect for themselves directly from 

respondents or subject.” We used the websites of Gymgrossiten, Clas Ohlson, and Elgiganten for 

company information.  

 

It is argued that it is difficult to check the quality of secondary data (Greener, 2008). Thus, we 

took the credibility and professionalism of sources into the consideration, when using secondary 

data, such as Internet or websites. Hox & Boeije (2005) noted that the Internet is vast, but 

sources of information are quite disorganized. To use them effectively, we had to design a search 

strategy, by using appropriate keywords or combination of keywords.  

 

3.2 Research Approach 

Research can be done with the deductive, inductive, or abductive approach. We decided to use 

the inductive approach, because of its advantages. Ghauri & Grønhaug (2005) noted that it is of 

great importance for researchers to choose the suitable research approach.   

 

3.2.1 Inductive Approach 

The researchers see the abductive approach as systematic creativity in a research. Creativity is 

limited in both deductive and inductive approaches (Kirkeby, 1990). Thus, the abductive 

approach might be seen as the most advanced approach in scientific research (Kirkeby, 1990). 

Philipson (2013) suggested that all research must be in abductive because researchers must be 
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aware of extent theory but are open-minded for unexpected observations.  

 

The deductive approach is commonly used in both qualitative and quantitative research. The 

researchers begin by reviewing extant theories and produce hypotheses or research questions, 

based on those theories. The hypotheses or research questions are tested by collecting empirical 

data. The inductive approach, which is often used in qualitative research, has an opposite 

process. In the inductive approach, researchers begin with research questions that they want to 

study. They collect and analyze data before generating theories. The empirical data is used for 

getting insights and understanding of the research problem, with the purpose of generating 

theory. (Greener, 2008)  

 

We decided to use the inductive approach because the nature of the study is exploratory. Effects 

of E-CRM have been studied by many researchers however our research purpose is to explore and 

understand the effects of E-CRM on trust and customer satisfaction in Swedish e-commerce. Thus, we 

found that the inductive approach is appropriate for this study.   

 

3.2.2 Population and Sample  

According to Cooper (1988), there are two types of the population for investigation: target and 

accessible. The target population is the population concerned by the phenomenon studied. Target 

population involves all groups or individuals, who meet the criteria for the study. Accessible 

population is what researchers can access. The accessible population may be limited by city or 

country. (Cooper, 1988)  

 

In this study, the target population is the people who are using e-commerce in the world. 

According to Internet World Stats (2017), there are nearly 3.8 billion people using the Internet 

and more than a half of Internet users are using e-commerce. In the European countries, two-

thirds of Internet users were shopping online in 2016 (Eurostat, 2017). Greener (2008:47) stated 

that “…the world is large and full of people. To find out things about people we need to ask 

(research) them.” However, researchers cannot ask a whole population. Due to time and budget 

restrictions, we chose the accessible population in Gävle. The accessible population in this study 

was those who have been shopping online and living in Gävle. 
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Thus, we would ask some of them and sample the population. To choose representative samples, 

we used non-probability sampling with the convenience sample. The convenient sample in this 

study would be characterized in the term of occupation and age, to be able to compare the 

resulting sample with the target population. The purpose of our study was to explore the 

customer perspectives on E-CRM, by testing theoretical concepts. It has been argued that the 

result from the non-probability sampling technique with convenient samples cannot be 

generalized. (Greener, 2008) 

 

For those reasons, we decided to use the convenience sample. We made the convenience sample 

of interviewees by asking them if they have ever bought the online product at the website of the 

company in question: Elgiganten, Gymgrossisten, or Clas Ohlson. The convenience sample was 

people living in Gävle. If the interviewees responded “yes”, we would continue collecting data 

from them as the convenience sample. If they responded “no”, we would not choose them for the 

interview. It means that interviewees are purposively sampled by researchers for a study (Hox & 

Boeije, 2005).  

 

Another aspect of sampling is that we took into the consideration is the sample size. Greener 

(2008:50) noted that “…how large should the sample be? Unfortunately, there is no right answer 

to sample size.” Greener (2008) suggested that researchers should think of time, cost, margins of 

error, and none-response of the sample. Creswell (2013) stated that there is no specific answer to 

the numbers of sites and participants to be involved in the research. Cresswell (2013) found that 

in many qualitative studies related to phenomenology, the numbers of participants could be from 

three to ten and multiple case studies to include about three to five cases.  

 

Bryman & Bell (2003) argued that it may be costly and time-consuming to use a large sample 

size. Yin (2013) argued that case studies might result in massive and unreadable documents if 

they take too long. Thus, we decided to have twelve interviewees (see Table 6). However, the 

researchers should take the possibility to discuss generalization and representativeness into the 

consideration, when choosing a small sample size (Greener, 2008). Regardless the number of 
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participants, Miles & Huberman (1994) identified four aspects, which might be included in the 

data collection procedures:  

(1) The setting where the research will take place. 

(2) The actors who are interviewed. 

(3)  The events what the interviewed actors will be doing. 

(4)  And the process of how the interview will be processed 

 

Table 6. Samples of Collection, own. 

 

3.3 Operationalizing 

This section presents the operationalizing of questions. The motivation for and purpose of 

questions, used for the interview are shown in the table of operationalizing (see Table 7). The 

Sample 

No 

Participants  Occupation 

Status 

Consumers of 

“the 

company” 

Age Gender Location Length of 

the 

interview  

1 SP1 Working Elgiganten 32 Female Gävle 

Sweden 

25 mins 

2 SP2 Student Elgiganten  25 Male Gävle 

Sweden 

20 mins 

3 SP3 Working Elgiganten 34 Male Gävle 

Sweden 

23 mins 

4 SP4 Working Elgiganten 45 Female Gävle 

Sweden 

28 mins 

5 SP5 Student Gymgrossisten 22 Male Gävle 

Sweden 

19 mins 

6 SP6 Student Gymgrossisten 24 Male Gävle 

Sweden 

32 mins 

7 SP7 Student Gymgrossisten 20 Male Gävle 

Sweden 

25 mins 

8 SP8 Student Gymgrossisten 33 Male Gävle 

Sweden 

21 mins 

9 SP9 Working Clas Ohlson  37 Female Gävle 

Sweden 

18 mins 

10 SP10 Working Clas Ohlson 40 Male Gävle 

Sweden 

25 mins 

11 SP11 Working Clas Ohlson 28 Female Gävle 

Sweden 

20 mins 

12 SP12 Working Clas Ohlson  32 Male Gävle 

Sweden 

22 mins 
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theoretical concepts including the references, related to the questions are given. By doing so, we 

could provide readers with a good understanding of the “why and how” of the questions were 

used.   

  

The term of “the company” would be substituted by the name of an investigated company, in 

accordance with the context of consumers during the interview. “The company” would be 

Gymgrossisten, Clas Ohlson, or Elgiganten.  

 

The following control questions were at the initial stage of the interviews. The purpose was to 

characterize the resultant sample based on these characteristics: 

 Have you ever shopping online at the website of “the company”? 

 What is your occupation? 

 How old are you? 

 

Operationalizing 

 

RQ (1): How does E-CRM affect customer satisfaction from customer perspectives? 

Questions Theoretical 

Concepts  

Authors Motivation 

How did the live chat 

service of “the 

company” respond 

your inquiries or solve 

your problems? Were 

you satisfied with 

them? Please explain.  

Live Chat Support Yin & Straub (2002); 

Elmorshidy (2013); 

van Iwaarden et al. 

(2003); 

Zeithaml et al. (2002) 

To understand the 

effects of live chat 

support on customer 

satisfaction 

Do you follow the 

social media of “the 

company”? Would 

they encourage you to 

engage in the online 

shopping with “the 

company”? Please 

explain. 

Social Media & 

Online Banners 

Saravanakuma & 

Suganthalakshmi 

(2012); 

Jutla et al. (2001); 

Quelch & Klein 

(1996) 

 

To understand the 

effects of social media 

and online banners on 

customer satisfaction 

Were you satisfied 

with the online 

services of “the 

company”? How 

could “the company” 

Conditional Trust Philipson & Philipson 

(2016) 

To understand the 

effect of conditional 

trust on purchase 

encouragement 
Store Reputation  Quelch & Klein 

(1996);  

Gefen (2000); 
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encourage you to 

purchase at the 

beginning? Please 

explain. 

Jarvenpaa et al. 

(1999) 

How could you follow 

your orders after 

purchase at a website 

of “the company”? 

Please explain. 

Effect of E-Service 

Quality and Live Chat 

 

Deng et al. (2010); 

Feinberg & Kadam 

(2002); 

Yin & Straub (2002); 

Elmorshidy (2013); 

Zeithaml et al. (2002) 

To understand the 

effects of E-CRM on 

customer satisfaction 

What does your 

satisfaction with “the 

company” mean for 

you? Please explain. 

Importance of 

Customer Satisfaction 

Deng et al. (2010); 

Long et al. (2013); 

Kim et al. (2009); 

Joines et al. (2003) 

To understand the 

effects of customer 

satisfaction in 

building relationship 

Have you experienced 

personalized or 

customized 

services/products 

provided by “the 

company”? Does it 

affect your 

satisfaction? Please 

explain.  

Personalization/ 

Customization 

Zeithaml et al. (2002); 

Pan & Lee (2003) 

To understand the 

effects of one-to-one 

marketing strategy on 

customer satisfaction 

 

RQ (2): How does E-CRM affect trust from customer perspectives? 

Questions Theoretical Concepts Authors Motivation 

Would you trust 

services/products of 

“the company” if you 

could not see them 

face-to-face? Please 

explain.  

 

Interactivity, 

Responsiveness, 

Mutuality, and 

Familiarity  

Elmorshidy (2013); 

van Iwaarden et al. 

(2003); 

Zeithaml et al. (2002) 

To understand the 

effects of E-CRM on 

building trust 

Do you think that 

gender affects how 

you trust a company? 

Please explain. 

Effects of Gender on 

Trust 

Deng et al. (2010) 

 

To understand the 

effect of gender on 

building trust 

Do you think it is safe 

to buy an online 

product at the website 

of “the company”? 

Please explain. 

 

Privacy and Security Quelch & Klein 

(1996) ; 

Zeithaml et al. (2002); 

To understand the 

effect of safety on 

building trust in e-

commerce 

What does your 

satisfaction with “the 

company” mean for 

Importance of 

Customer Satisfaction 

Deng et al. (2010); 

Long et al. (2013); 

Kim et al. (2009); 

To understand the 

effects of customer 

satisfaction on 
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you? Please explain. 

 

Joines et al. (2003) building trust 

What does trust mean 

for you, when 

shopping online? 

Please explain. 

Importance of Trust Gefen et al. (2003); 

Reichheld & Schefter 

(2000);   

Fregidou-Malama & 

Hyder (2015) 

To understand the 

importance of trust in 

customer relationship 

and decision making 

Customer 

Relationship Builder 

 Table 7. Operationalizing, own 

 

After collecting the data from the 12 interviewees (see Table 6), we started reading the interview 

transcripts; classifying the data without coding. We created two themes related to the research 

questions: (1) effects of E-CRM on customer satisfaction and (2) effects of E-CRM on trust. 

Then, we classified the data under these themes, by selecting the data from the interviews related 

to the theoretical concepts in the table of operationalizing (see Table 7). We highlighted the 

important information from the full interview transcript. This process enabled us to focus on the 

important information related to theoretical concepts. We removed information not related to the 

theoretical concepts. To code the data, we created a storyline (Greener, 2008), by writing short 

sentences and paragraphs in our own words (see Appendix 4), which fitted the research 

questions, to explore the outcomes of the findings in general. Thus, we could understand the 

perspective of customers on E-CRM effects and organize the data.  

 

We created 7 codes to fit coded data, categorized in two themes. These codes were live chat 

support, social media/online banners, conditional trust, the importance of customer satisfaction, 

personalization/customization, the effect of gender on trust, and customer relationship builder.  

 

If the coded data was related to RQ (1), it would be placed under the theme (1), effects of E-

CRM on customer satisfaction. And if the coded data was related to RQ (2), it would be placed 

under the theme (2), effects of E-CRM on trust. We could then identify differences and 

similarities (see Appendix 3), based on these codes.  
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3.4 Data Analysis 

Data analysis in qualitative research can proceed hand-in-hand with other parts of developing the 

qualitative study. During the interviews, researchers may be analyzing the data collected earlier 

and organizing the structure of the final report. (Creswell, 2013) 

It has been noted that the qualitative analysis must be clear and transparent in the method. 

Readers should clearly understand how findings and conclusions are achieved. That is why it is 

important to detail the methods used for collecting and analyzing the data (Greener, 2008).  

 

Yin (2013) suggested that each case in a multiple case study should be analyzed independently 

and then compared to each other. The individual consumers of each case in this study are seen as 

the unit of analysis. According to Yin (2013), the information about the individuals might be 

included in a multiple case study. Yin (2013) noted that the purpose of a multiple case study 

analysis is to find out the similarities and differences among the units or cases. Yin (2013) 

suggested that the questions for an interview related to theories could be seen as the pattern of 

findings across a multiple case study. Data analysis would rely on the theoretical framework (see 

figure 2). 

To collect and interpret data, we followed 6 steps proposed by Creswell (2013): 

Step 1: We would collect raw data from the interviews related to the theoretical 

framework. 

Step 2: Data would be organized and prepared for analysis. Data would be sorted and 

arranged into different types of information. 

Step 3: We would read through all data. This process provided researchers the general 

understanding of collected information such as general ideas what interviewees were 

saying about the E-CRM effects on customer satisfaction and trust. 

Step 4: Data would be coded. This process facilitated summarizing the interview by 

writing keywords which represent the important data of customer perspectives on E-

CRM effects. Coding data can be done either by software or hands. However, due to a 

lack of software practices, we would use hands to code collected data. 

Step 5: Coded data was used to generate themes in accordance with the theoretical 

framework.  

Step 6: Findings will be analyzed, compared and reflected the literature review. 
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To code the qualitative data, we classified and summarized the responses of the interviewees 

under headings which are coded. Creswell (2013) noted that coding is a process of sorting, 

organizing, and compiling the empirical data to fit the theoretical concepts by bracketing 

headings and writing words representing the theoretical concepts. Coding for qualitative analysis 

could be done either by computer software or hands (Creswell, 2013). We used hand-coding 

because we lack the ability to use such software. Creswell (2013) argued that hand coding is a 

time-consuming process even for data of few individuals. However, the coding process in 

qualitative research could help researchers to aggregate data into small themes so that 

researchers can answer the research questions (Creswell, 2013).  

 

To analyze collected data, we would firstly categorize and structure the collected data of each 

unit, within each case. Secondly, we would analyze and compare the analysis of each unit with 

the theory, presented in the literature review. By doing that, we could see whether empirical data 

of each unit agrees, disagrees, or is neutral with the theory. Finally, we would compare all 

analysis of units to each other through the cross-case syntheses (see Appendix 3), proposed by 

Yin (2013). Thus, we could find out the similarities as well as differences among units. 

 

3.5 Validity and Reliability 

Validity and reliability are two issues to be considered when measuring the quality of a research 

design. Yin (2013) suggested that it is necessary to evaluate the quality of a research by taking 

validity and reliability into account.  

 

3.5.1 Validity 

Greener (2008) noted that research methods should have the face, construct, and internal validity. 

Amongst them, face validity is important to encourage participations in the interviews. Face 

validity is suitable to get the answer of “why” (Greener, 2008). However, Yin (2013) substituted 

face validity by the external validity, as the base to establish the quality of a research, by which 

findings of a study can be generalized. Construct validity is defined as “…identifying correct 

operational measures for the concepts being studied.” (Yin, 2013:41). Greener (2008) noted that 

construct validity should measure what an author thinks it measures.  
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Greener (2008) argued that the results can sometimes be invalidated because the interviewees do 

not understand a question or answer in unexpected ways. Thus, we would explain the concept of 

E-CRM including live chat, service quality, etc. to the interviewees, before the interview began. 

 

Internal validity is about the causality, e.g. how and why factor X is related factor Y. It has been 

noted that the researchers cannot assume causality, including dependent or independent variables 

(Greener, 2008). Yin (2013) argued that internal validity is just for explanatory or causal studies 

and not for descriptive or exploratory.  

 

External validity is the generalization of research findings (Greener, 2008). Yin (2013:40) 

defined external validity as “…the domain to which a study’s finding can be generalized.” Yin 

(2013) also argued that a theory must be tested, by replicating the findings in different studies for 

generalization, which is not automatic. Thus, we took external validity into the consideration for 

our research. By investigating the customers of three different companies, the empirical findings 

are generalized in some way. However, the purpose of this study is to explore the phenomenon, 

rather than to present behavior of the population.  The generalization in this study was specified 

to the accessible population, not to the target population. 

 

3.5.2 Reliability 

Greener (2008) noted that reliability is an important requirement for a research. The reason is 

that researchers must make their research clear and understandable enough for readers and future 

researchers. Yin (2013) suggested that the study objective is to assure that if future researchers 

follow the same study, with the same procedures, the conclusions should be the same.  The 

purpose of reliability is to minimize research errors. 

 

According to Yin (2013), making as many steps as operational as possible is the general way to 

improve the reliability. Thus, to increase the reliability in our research, the research design is 

clearly documented in the methodology chapter. In addition, the interview questions and coded 

answers would be shown in the empirical evidence chapter. By doing that, the future researchers 

could clearly check and follow our own procedures. 
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Chapter IV: Empirical Findings  

This chapter begins with the overview of three investigated companies in a multiple case study. 

Afterward, the responses from twelve participants for the empirical findings are presented.  

Empirical data collected by both handwriting and audio recording was coded by hands. Finally, 

the table of finding summary is drawn.    

4.1 Company Overviews 

This section presents brief information of three companies in a multiple case study. Information 

was collected from the websites of the companies. 

 

4.1.1 Elgiganten  

Elgiganten is an electronic retailer, owned by British Dixons Carphone Plc. A company is 

operated in Sweden, Denmark, Norway, and Finland. A company was a Norwegian company, 

named Elkjøp and later expanded its business to Sweden on September 28
th

, 1994. Nowadays, 

Elgiganten has 156 shops and department stores in Sweden. Elgiganten had a record turnover of 

9.9 billion euro for the fiscal year 2015/2016, with the increase of 8.6% or 800 million euro, 

compared to the previous fiscal year. Each employee of Elgiganten has responsibilities to satisfy 

each customer regardless online or in-store customers with the best policies. Recently, a 

company has been working to become the Earth’s most customer-oriented retail chain. To 

maintain the company success and growth, Elgiganten provides their customers with the 

excellent services including online and in-store services. Customers have the possibility to track 

their orders through a website of the company. Elgiganten also provides online customers with 

flexible payment options such as PayEx, PayPal, Credit Cards and other choices. The goal of the 

company is to become the most well-known brand at low prices in the Scandinavian electronic 

retail industry. Elgiganten has different customer touch points for their customers to reach a 

company such as live chat, email, fax, and telephone etc. Live chat service is available from 

Monday to Friday (09.00-18.45) and Saturday (10.00-16.45). Elgiganten also has the social 

media channel for its followers such as Facebook, Instagram, Google Plus and Twitter, etc. 

(Elgiganten, 2017) 
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4.1.2 Gymgrossisten 

Gymgrossisten is a leading online store of the supplement and exercise accessories in Sweden. 

Gymgrossisten specializes in providing high quality and sports products for men and women. A 

company was found in 1996 as a part of Qliro Group, located in Sweden. Qliro Group has the 

operation in Finland, Norway, Sweden, Denmark and other countries. The operation of 

Gymgrossisten can be divided into two parts: online sales and franchise stores. All sales of 

Gymgrossisten are only made via the website of a company which is founded in 1998. A 

company focuses on customer satisfaction in the terms of service and quality. Customers can 

follow Facebook or Instagram of a company for updated and special sports events. Nowadays, 

Gymgrossisten has over 100 000 Facebook followers. A company allows customers to contact 

sale representatives via live chat service or other channels e.g. email and telephone. Customers 

can choose Eurocard, Credit card, Debit card and so on for their payment options. 

(Gymgrossisten, 2017) 

 

4.1.3 Clas Ohlson  

Clas Ohlson is a retail company in Sweden, found in 1918. Nowadays, a company is operated in 

6 countries with 215 stores. Clas Ohlson has more than 15 000 products, divided into five 

product categories: home, multimedia, leisure, electrical and hardware. Clas Ohlson provides 

customers both in-store and online purchase. Skills of salespersons are the core of company 

spirits. Their four cornerstones are a drive, warmth, commitment, and innovation. Clas Ohlson 

believes that warmth is one of the cornerstones that help the company to succeed because it 

shows the willingness of a company to offer good services to customers. Customers can reach a 

company sales representative through live chat service available weekdays from 08.00-21.00 and 

weekend from 10.00-16.00. Customers can follow a company for updated information and 

feedbacks through social media channels such as Facebook, Youtube or Instagram. Clas Ohlson 

allows customers to have different online payment options such as Credit cards, Klarna and so 

on. (Clas Ohlson, 2017)  

 

4.2 Effects of E-CRM on Customer Satisfaction 

Most of the respondents agree that live chat services can provide quick, helpful and updated 

information, which influence customer satisfaction from customers’ perspectives. Live chat 
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service is perceived as the quickest channel to help respondents in e-commerce by giving them 

quick responses than the other customer touch points  e.g. emails, telephone and so on. When 

customers have a question, they can immediately interact with online sales representatives 

directly via live chats service and get the answer within a few minutes. That helps to reduce the 

frustration for a long waiting on phone or emails that cause customer dissatisfied.  Particularly, 

one respondent, SP7 believes skills of sales representatives are also very important as he said:  

 

“…The skills of sales representatives are important, especially in the live chat. A good 

service might encourage me to purchase”  

 

Because of the good communication between customers and sales representatives, it helps 

customers feel the professionalism and friendliness of the company in handling their problems or 

inquiries, which affects afterward customer satisfaction.  

 

Most respondents recognized the influence of social media and online banners on their 

satisfaction. Most of the interviewees agree that social media or online banner would affect 

customer satisfaction positively, by providing updated notification of products or increasing their 

purchase encouragement. It will directly or indirectly affect their decision-making process. They 

said that social media encourage them to buy products of a company which they were not 

planning to buy. However, some respondents neutralize their answers on the effect of social 

media or online banner on their satisfaction with a company such as SP8 mentioned that he does 

not know whether the social media has an influence on satisfaction. Thus, the social media or 

online banners may or may not affect customer satisfaction depend on different customers. SP 8 

explained as follows:  

 

“…I do not follow the social media of a company since I do not interact much on the social 

media network, so I do not know the effects of social media on satisfaction”.   

 

In addition, one respondent, SP3 said that he does not follow the social media or online banner of 

a company. However, he believes that the interaction of social media increases the purchase 
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encouragement. Companies could attract more customers by online advertisement. He mentioned 

that 

 

“…I do not follow the social media channel of Elgiganten but I believe that social media 

increase the familiarity of customers with a company”.   

 

Some respondents believe that conditional trust plays a role in affecting customer satisfaction. 

They think that conditional trust encourages purchasing, especially at the initial stage. The 

reputation of a store, as well as the word-of-mouth effect, help to create conditional trust, thus it 

has the effect on customer satisfaction. However, some respondents argued that conditional trust 

has no effect on how they feel about a company. Respondent, SP7 argued that company with a 

good reputation does not mean he has conditional trust on this company. He further explained 

that he had the bad experience with bad quality products from a reputable company. He 

mentioned that reputation does not affect on how he feels about the online product. He said 

  

“…I used to be dissatisfied with a good reputation company before so it is hard to check the 

product quality online even with a good reputation company” 

  

Some respondents think that personalization and customization would have an effect on his/her 

satisfaction, thus affecting trust. They further explained that it is helpful for their problem-

solving and product information because the company would easily follow their purchase history 

or inquiries. They think that personalized account could facilitate their orders and purchase 

history. A company could follow their inquiries or give them updated products quickly. If there 

is any inquiry or question related to the purchase or payment, the sales representative could solve 

it quicker with a customer’s personal account than without. One respondent, SP6 said 

 

“… I am a loyal customer of Gymgrossisten and I have a personal account with a company. 

A personal account allows a company to follow my diet plan and recommends good products 

for me. They also send me suggestion on what and how I should eat to lose weights…”  
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However, some other respondents argued that personalization and customization decrease their 

satisfaction because they get spam email and lower their transaction process. The respondent, 

SP10 mentioned that he wants to have a fast checkout process such as click and pay. He further 

explained that the personalized account requests too much information from him from the phone 

number, email address or credit card information and so on. That may waste him much time. He 

said 

 

“…I do not want to have an online account with a company because I want to have a fast 

checkout process like click and pay. I do not want to fill all information and do not disclose 

all personal information. I do not know if they will use my personal information for 

unauthorized purposes since I cannot see the sellers physically”. 

 

However, some respondents do not know if personalization and customization affect their 

satisfaction, thus they neutralize their answers. In particular, the respondent, SP11 said that she 

does not know if personalization and customization do not affect her satisfaction on the 

company. She further explained that she has an online account with a company from the first 

purchase but she does not use it. But she believes that an online account saves her time to refill 

the information over and over for every online purchase. However, she does not purchase online 

much, then she neutralized her answer. She said 

    

“…I have an online account with a company at the beginning but I do not use it after that. I 

do not have the experience if it affects my satisfaction with a company. I am an occasional 

online buyer but I believe that it can save my time to refill the information over and over for 

each purchase”. 

  

In addition, the design and ease of use of website directly influence customer satisfaction.  Most 

of the customers feel satisfied and happy with a company providing a good and attractive 

website this allows them to search products easily. One respondent, SP12 mentioned that the 

design and ease of use of websites play a role in keeping customers to search for products. 

Online products with well organized and categorized design help customers to look for what they 

need quick, thus affecting their satisfaction. In addition, different payment options on the website 
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make customer’s purchases more convenient. SP12 further explained that customers nowadays 

have many choices to switch sellers, thus companies must put customers’ satisfaction at their 

central success by creating the convenient and safe online shopping environments and channels 

such as websites. He said 

 

“…I feel satisfied if I can search for my online products easily and quickly. I like the well 

designed and safe website. I do not have much experience with the website and online 

shopping, especially the online payment. Thus, a website should be easy and safe to use”. 

 

4.3 Effects of E-CRM on Trust  

All respondents mentioned that customer satisfaction is important to build trust and maintain a 

long-term relationship with them. They would not buy a product from a company if they are not 

satisfied with a company even though the company has high-quality products. The respondent, 

SP10 mentioned that what made him trust a company is the satisfaction after purchase, not the 

company reputation. He said 

 

“…I only trust a company when I am satisfied and their products or service, not their 

reputation. The reputation could bring me the conditional trust but the trust must come after 

the satisfaction of product usage. Sometimes, a company advertises more than what it can 

actually offer. I had that experience before” 

 

Or some respondents mentioned that they will stop buying products and recommend their family 

and friends to do so if they are not satisfied with a company. The respondent, SP8 mentioned that 

satisfaction is important to build trust. He further explained that the previous successful 

transaction with a company contributes building trust. He believes that customer satisfaction is 

important for both in-store and online shopping. He said  

 

“…my previous successful transaction and satisfaction with a company contribute building 

trust. Thus satisfaction is important for me as the base to keep buying or not buying products 

in the future. I think that trust and satisfaction are related and important for both in-store 
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and online shopping. Companies want to survive and to succeed; they must have both 

satisfaction and trust from customers”. 

 

Or the respondent, SP4 mentioned that if she is dissatisfied with a company, it may cause her 

distrust with a company. Consequently, she will not buy any product from that company in the 

future and suggest her family do the same thing. She said  

 

“…I am a restaurant entrepreneur. I understand the importance of satisfaction of customers. 

As being a customer of Elgiganten, I expect the same thing. If I am not satisfied with all 

machines and products bought from them, I will not buy any product from them in the future. 

In addition, I will suggest my family and friend do so. A company cannot focus on their 

revenue only without understanding the importance of customer satisfaction. If one customer 

is satisfied, he or she could recommend other 10 customers. However, if one customer is 

dissatisfied, he or she could give the negative word-of-mouth to other 100 customers”. 

  

According to the respondents, gender may or may not affect customers’ trust. Some respondents 

believe that gender may affect trust e.g. SP7 believed that it is hard for males to trust new 

supplement products, compared to the female. He explained that he does not think that gender 

plays a role in building trust. However males may use the same supplement products over and 

over, thus it is not easy for them to try the new one. He said 

 

“…I do not think that gender affects on building trust. However, it might be hard for males to 

try the new products because males often work out more than females and they use the same 

products over and over. Supplement products are different from other products because I 

have to absorb it into my body. My body must get used to the certain products and I have to 

keep it for the effectiveness. I cannot change products frequently because it may cause my 

body sick and ineffective for a body training”. 

 

 While SP11 said that female could take more factors into account when shopping online. She 

further explained that the nature of products plays a role on how female or male trust products. 

She mentioned that female is more caring and picky in making a decision. They must look for 



 

 Page 56 
 

 

other alternatives before making purchases. Thus gender affects on how males or females build 

trust. She said 

 

“…I believe that it is harder for females to build trust with a company than males. I think 

that females have more shopping experiences than males. They are careful to make a 

purchase decision by looking for other sellers for the comparison. Unless they are well 

informed about the information of products, they will think that other companies may have a 

cheaper price with a better quality”  

 

However, the respondent, SP10 disagreed that gender has the effect on trust. He further 

explained that quality of the product is the main factor for him to trust or distrust a company. He 

said  

 

“…I do not think that gender has the effect on trust. The quality of the product is the decisive 

issue for me. I cannot trust a company with a bad quality product” 

  

Other respondents neutralized their answers about the effect of gender on trust. They further 

explained they do not know whether gender affects trust or not 

 

Most respondents believe that satisfaction and trust are playing an important role in building the 

customer relationship. For customers, satisfaction and trust are related to each other. The 

previous good shopping experiences with a company help to build trust as a base to build a 

relationship with customers. SP1 believes that price also affects decision-making process and 

relationship. She further explained that although she is satisfied and trusts a company, she still 

looks for other companies with a lower price product. She cannot afford the expensive products. 

She said 

 

“…Although I am happy with products of a company, I still look for other suppliers. The 

price is rather high for me. Thus, trust is not always a base to build a future relationship but 

price does. I think it depends on the type of products. In the case of health products, I think 
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trust is always a base but in my case, I buy kitchenware and other home stuff. It may be 

different”   

 

Or the respondent, SP10 said trust does not contribute to building relationship. He further 

explained that he received many magazines, paper, or advertisement in his mailbox and it causes 

him annoying. Thus, he does not want to have any relationship with a company. He said  

 

“…I do not have a relationship with a company because I do not want to receive ads 

through email or post. I just want to place my order and receive my products. Too many 

magazines and advertisement paper were sent to my home and my email since I have a 

membership with them. Although I trust a company, I do not want or plan to have any 

relationship with a company” 

 

Further, privacy and security is another essential point for customers to build trust with the 

company. All respondents agreed that the security and privacy in the online shopping 

environment are very important for them. They all agreed that E-CRM issues, e.g. safe on the 

paying process, tracking order, enable them to check the details and follow the shipping process 

this increases customers’ trust to a company. The respondent, SP2 mentioned that he highly 

prioritizes the security and safety when shopping online. These factors are the main base for him 

to trust a company. He said 

 

“…I always choose the Klarna of Sweden for my online payment. Safety and security are 

important for me. I do not want to be a victim of hackers and I do not want to disclose my 

credit card information on any unknown website. If an online company could offer a trustful 

payment option, it makes me trust a company” 

 

Or the respondent, SP3 mentioned that he has chosen Paypal for his online purchase. Thus he 

only engages in the online shopping with a company which offers a Paypal payment. He further 

explained that he could claim money back and feels secure with Paypal if he does not receive a 

right product. He said 
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“…before engaging in any online purchase, I always check if the company has a Paypal 

payment option. I prefer the Paypal because I could get my money back if there is any 

detection in my product or if I do not receive my product at all. Thus, if a company can 

provide a Paypal payment option, that makes me trust them because they are real and 

certified. It is hard to trust any online company nowadays”. 

 

 



 

 Page 59 
 

 

4.4 Summary of Findings 

This section summarizes all the responses (see 4.2) in the empirical findings by keywords to fit 7 codes (see chapter 3).  

 Codes 

Live Chat 

Support 

 

Social Media/ 

Online Banners 

 

Conditional  

Trust 

 

Importance 

of Customer 

Satisfaction 

 

Personalization 

/Customization 

 

Effect of 

Gender on 

Trust 

 

Customer 

Relationship 

builder 

SP1 Quick and 

helpful, satisfied 

Updated 

information 

Encouraging 

purchase 

No 

repurchase if 

not happy 

No effect on 

satisfaction 

Not sure the 

effects on 

trust 

Price affect 

decision-making 

process and 

relationship, not 

trust 

SP2 Active and 

quick 

Effect on 

attentions 

Relied on 

store 

reputation 

Important to 

build trust 

No answer to the 

effects of 

customization 

No effect on 

trust in 

general but 

nature of 

products does 

Trust and 

satisfaction are 

important to 

build 

relationship 

SP3 Interactivity and 

responsiveness  

Increasing 

familiarity  

A base to 

conduct the 

first purchase 

Important and 

not 

repurchase if 

not satisfied 

No answer to the 

effects of 

customization 

Do not know Trust is 

important to 

retain customers 

and improve 

sales. 

SP4 Providing 

sufficient 

information 

Purchase 

Encouragement 

Important at 

the initial 

stage 

Not trust a 

company 

without 

satisfaction 

Important to 

manage orders 

Do not know Satisfaction and 

trust are 

important to 

build 

relationship  

SP5 Immediate 

responses 

friendly, quick 

and helpful 

Providing 

updated 

information and 

affecting 

Relying on 

store 

reputation  

Important but 

trust must 

come before 

the 

Effects of quality 

on trust only 

No effect on 

trust but 

quality does 

Satisfaction is 

important but 

trust is more 

important to 
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decision-making 

process 

satisfaction  build a 

relationship  

SP6 Quite satisfied, 

helpful  

Attracting 

customer  

Effects of 

Swedish 

quality  

Important to 

build trust 

relationship  

Effect on trust. 

Experience of 

Personalized 

products 

No effect on 

building trust  

Trust and 

satisfaction must 

come together to 

build 

relationship 

SP7 Skills of sales 

representatives 

are important 

Proving updated 

information 

No reputation 

effect  

Important for 

repurchase 

intention 

Facilitating the 

orders and 

interaction. 

Effects on Trust 

Effect on 

trust. Women 

trust more 

than males in 

buying 

supplement 

products 

Trust and 

reliability are 

important. Trust 

contributes to 

building a 

relationship  

SP8 Get faster 

responses 

No effect on 

satisfaction 

Swedish 

company with 

good 

reputation 

Important for 

the future 

purchase 

Effects on trust. 

Preferring fast 

checkout without 

an account 

Effects on 

trust. Women 

take many 

aspects to 

build trust 

more than 

males. 

The prior good 

experience of 

privacy and 

security affect 

on building 

trust. Trust is 

important. 

SP9 Better than 

phone service 

Providing 

notification of 

product offerings 

and promotions  

Effects of 

store 

reputation on 

decision 

making 

Important and 

effect on 

word-of-

mouth 

No effect on trust. 

Spam emails 

come with 

Personalized 

account  

 

Effects on 

trust. Product 

comparison 

affects 

women more 

than men.  

Satisfaction and 

trust affect on 

building 

relationship 

SP10 Quick responses Affecting 

decision-making 

and purchase 

encouragement  

Reputation is 

not important 

on 

conditional 

trust 

Important, no 

repurchase 

without 

satisfaction 

No effect on trust. 

Fast checkout 

without 

personalized 

account 

No effect on 

trust but 

quality does 

No effect of 

trust on building 

a relationship 

but spam email 

affects on not 

building a 
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Table 8. Summary of Findings, own.  

 

Table 8 reveals the important keywords of 12 responses. The important effects of E-CRM on customer satisfaction and trust from 

customer perspective could be seen:  

 Live chat system and service quality affect customer satisfaction. 

 The way to promote products via social media may affect customer satisfaction, depending on different customers and 

their demands. 

 The conditional trust could be formed by the company’s reputation, word-of-mouth, product reviews, blogs, social media,  

 Personalization or customization may or may not affect customers’ trust in the company.  

 Gender may or may not affect customers’ trust in the company.  

 Satisfaction and trust are important, in building the relationship between the company and its customers. 

 Price could be a base for building the relationship. 

 

relationship.  

SP11 Convenient for 

communication 

Affecting 

customer buying 

behavior 

Store 

reputation 

increase 

conditional 

trust 

Important but 

trust, 

satisfaction 

must be 

together 

No answer to the 

effects on trust 

Effect on 

trust. Harder 

for female to 

build trust 

than male 

No answer to the 

effects of trust 

on building a 

relationship.  

SP12 Good and useful   Providing useful 

information  

Swedish 

company with 

good 

reputation 

A base to 

maintain 

relationship  

Effects on trust. 

Facilitate to track 

order history  

Effects on 

trust. Women 

have a higher 

expectation 

than men 

Privacy and 

security to build 

relationship  
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Chapter V: Analysis  

This chapter analyzes collected data in the empirical summary. The analysis compares the 

empirical findings and theory to establish the differences and similarities. The analysis is 

grouped and structured in two themes.    

   

5.1 Effects of E-CRM on Customer Satisfaction  

In the empirical finding, all respondents agreed that live chats affect their satisfaction (Pan & 

Lee, 2003). Live chats enable sale representatives to respond to customer’s inquiries immediately 

and interact with customers in distributing accurate information. All respondents explained that 

live chat services give them more quickly and sufficient responses than other customer touch-

points, such as email or phone, thus affecting their satisfaction (Pan & Lee, 2003). We found that 

live chats potentially convert customers from being visitors to being buyers (Zou & Stormont, 

2005). The reason is that online sale representatives can interact live with customers and give 

them sufficient information. By doing that, they could convince customers to be the buyers. Thus 

the communication skills of online sales representative play an important role at the live chat 

channel. In addition, we found that live chat services could help customers to achieve their goals 

of effective decision-making: maximizing decision accuracy, minimizing efforts to decide, 

minimizing negatives emotions, and maximizing the ease of justifying decision (Bettman et al., 

1998).This means that customers have fewer efforts to look for information on certain products 

by themselves. Through live chats, they can ask and give any inquiry to the company and that 

will be answered quicker through live chats than other customer touch points such as email or 

phone. 

 

We found that customers realized that live chats reduce their perception of risks toward the 

company in the online environment (Elmorshidy, 2013). They explained that they could obtain 

sufficient information about purchase-related issues, such as shipments, payments, processing, 

etc. while interacting with online sales representative via live chats. Live chats implemented in 

websites through E-CRM allow companies to increase the real-time interaction and 

responsiveness of a company to customers (Elmorshidy, 2013). That increases the conditional 

trust and reliability of the company, in the online environment where there is no or less physical 
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contact between customers and companies (Corbitt et al., 2003). Thus it affects customer 

satisfaction. We found that customers do not accept the delays of communication since they 

realize that their satisfaction is the key success of companies (Elmorshidy, 2013).  

 

However, we also found that live chats are not always the best customer contact points (Pan & 

Lee, 2003). Some respondents explained that they sometimes feel dissatisfied with the problem-

solving or communication skills of online sales representatives. Thus, they had to call the 

company to confirm and get more details relating to their problems. In some particular cases, 

customers have to visit the physical store to get your problem solved. We found that customers 

prefer both traditional communication and online communication (Pan & Lee, 2003). In the 

empirical findings, we found that customers expect high responsiveness and mutuality while 

interacting with an online sales representative (Yin & Straub, 2002). The reason for those 

expectations could be that customers cannot see the sales representative face-to-face. Thus, the 

interaction between customers and companies through live chats are not always about 

technology, but the communication skills, friendliness, care, and commitment of company (van 

Iwaarden et al., 2003). We found that the good sales representatives through live chats can 

strongly affect consumers’ purchase decision (Jutla et al., 2001). Customers keep buying 

products not only for the quality of products but the support and excellence of the customer 

service. The reason is that customer seems to seek the assistance before online purchases through 

live chat services ( Yin & Straub, 2002).  

  

Most of the respondents agreed with the theory that social media encourages them to purchase 

engagement (Jutla et al., 2001). This means that social media increase their curiosity to explore 

new products or new features of existing products. Customers perceived that social media entice 

them to browse, search, question, or buy products, which they were not planning to buy 

(Saravanakumar & Suganthalakshimi, 2012). In the empirical findings, we found that social 

media effectively affect the purchase encouragement by displaying attractive information about 

new products or even existing products. Social media, such as Facebook, Youtube, or Instagram, 

increase the effectiveness and efficiency of promoting products to online customers (Pan & Lee, 

2003). The reason is that social media can stimulate the interaction between customers and 

companies or among different customers (Jutla et al., 2001). We also found that some 
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respondents disagreed or neutralized their answers on the effects of social media on satisfaction 

with a company, while the quality of products does. The respondent explained that they do not 

use social media, thus they did not see the effects of social media on the satisfaction. Thus, an 

online company should focus not only on the online advertisement but the quality of their 

products. The reason is that the world’s market nowadays is highly competitive with different 

offerings (Rahman & Shaon, 2015). We found that if customers are satisfied, they become the 

competitive advantage for the company (Deng et al., 2010). They will generate good things 

including word-of-mouth or recommendation to their family or friends.  

 

All respondents agreed that online banners affect their satisfaction. Although not all respondents 

perceive the effects of social media on their satisfaction, all of them recognized the effects of 

online banners. Thus, companies should focus and invest money on building the attractive online 

banners to attract online users (Quelch & Klein, 1996). Online banners are banners on social 

media or on third party websites. Respondents explained that they always see the company’s 

banners on not only the company’s website but also on other websites. It could be explained that 

company may use the Google Ads, which enables the company to promote their products widely 

and effectively. 

 

All respondents agreed that conditional trust is important in the initializing stage (Philipson & 

Philipson, 2016). We found that customers sometimes have no reason to trust or distrust online 

companies for their first purchase. Customers might think that online companies have good 

manners if they did not have bad prior experience with these online companies. The conditional 

trust (Philipson & Philipson, 2016) could reduce customers’ risk perception in online shopping, 

which was confirmed in our findings. Thus, it increases the confidence of customers for first 

purchases. The conditional trust could be created through sufficient information given to 

customers by online sales representatives or the reputation of the company. In the empirical 

findings, we found that Swedish quality is always perceived as the high quality which creates the 

conditional trust for online customers. The nature of products can affect how conditional trust is 

created. With a good conditional trust, we found that customers are willing to pay higher prices 

for their products (Reichhel & Schefter, 2000). However, trust relationship only exists since 

customers experience the products after purchase. Thus, we found that it is hard to establish the 
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trust relationship at the initial stages but conditional trust. It can be explained that there is less or 

no physical contact in the e-commerce environment (Jarvenpaa et al., 1999).   

 

We found that most respondents agreed that store reputation affects their satisfaction with online 

companies, but some respondents disagreed. The reason is that store reputation affects how 

customers perceive the trust of the stores (Quelch & Klein, 1996), thus creating a conditional 

trust (Philipson & Philipson, 2016). Thus, it affects how customers perceive the quality of a 

company. Customers may have high expectations of product quality from a company with high 

store reputation. If they have prior bad experience with a reputed company, store reputation 

would not have any effect for the next purchase. We also found that the empathy created by 

online sales representatives affect how satisfied customers feel with a company (Zeithaml et al., 

2002). All respondents agree with the theory that live chats and service quality affect their 

purchase encouragement and satisfaction. They explained that a good communication with 

online sales representatives makes them happy and satisfied. Unlike traditional service quality, 

electronic service quality is a new concept that facilitates the online purchasing effectively 

(Zeithaml et al., 2002).  

 

We found that the design and ease-of-use of the website have a direct effect on customer 

satisfaction (van Iwaarden et al., 2003). Most respondents agreed that customization or 

personalization allows customers to facilitate online orders quickly and effectively (van 

Iwaarden et al., 2003). They further explained that a company easily follows their purchase or 

order history in order to suggest them right products or right answers to their inquiries. However, 

some respondent disagreed with the effect of customization or personalization on their 

satisfaction. They explained that customization or personalization could make them dissatisfied, 

by asking too much private information or sending spam emails. Thus, it may decrease their 

perception toward the e-service quality (Zeithaml et al., 2002). 

 

5.2 Effects of E-CRM on Trust 

All respondents agreed with the theory that a customer satisfaction is important as a base to build 

trust with companies (Deng et al., 2010). They explained that they would not repurchase or have 

any relationship with a company if they were not satisfied. Consequently, they do not trust a 
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company without satisfaction. The importance of satisfaction on building trust was confirmed in 

our findings. Respondents explained that if they are not satisfied with the services, they would 

not only distrust the company but also generate negative word-of-mouth about the company, to 

friends or family (Bhattachrya, 2011; Joines et al., 2003; Farhadi et al., 2013). Thus, the 

company should focus on how to maintain the customer satisfaction. We found that live chats 

and service quality through E-CRM positively improve customer trust by increasing customer 

satisfaction (Farhadi et al., 2013). We also found that it is harder to sell products to new 

customers than existing customers (Long et al., 2013). The reason is that a company has to create 

the conditional trust with the new one. Thus a happy and satisfied customer will likely increase 

the profitability of companies more. Customer satisfaction is perceived as a base for the long-

term customer relationship (Deng et al., 2010).   

 

Live chats and service quality in E-CRM enable a company to increase effectively the interaction 

with the customer, thus maintaining customer satisfaction with customers (Long et al., 2013). 

Maintaining trust through customer satisfaction is vital to company growth and success 

(Reichheld & Schefter, 2000). We found that customers perceive risk perception in e-commerce 

higher than in traditional commerce. They rely on other aspects than price or promotions, such as 

service quality, privacy, security, reliability, etc., to evaluate the trust dimension of a company 

(Quelch & Klein, 1996). Trust is one of the critical aspects as the center of all relationships that 

encourage customers to shop online (Quelch & Klein, 1996). Most of the respondents agreed that 

trust is the base for building customer relationships (Fregidou-Malama & Hyder, 2015). 

However, we also found that some respondents say that the price affects them to maintain a 

customer relationship because they cannot afford the high price. It could be explained that if 

customers cannot afford the product, they would not be buying them in the future. Consequently, 

they must look for other companies, with a lower price. In this situation, trust does not play a 

role in building a relationship between a company and its customers, but price does. 

 

The effect of gender on trust (Deng et al., 2010) was not clearly answered in this study. We 

found that some respondents have no clear perception of whether gender affects trust in a 

company. We found that the study (Migheli, 2007) about the gender effect in Scandinavian 

countries is not confirmed in this study. Evidently, respondents in the empirical data agree, 
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disagree, or neutralize their evaluation of the effect of gender on trust. However, we found that 

the nature of products, the responsiveness, the interactivity via live chats, and the quality of 

products play a role for a company in building trust with customers in online environments. For 

example, the consumers of healthy products have a less trust than consumers of electronic 

products. This could be explained that healthy products are more risky to consume and require a 

high regulation  

 

All respondents agreed that privacy and security are important to build a trust with a company in 

the online environment. They explained that they were highly concerned about their privacy and 

security when shopping online (van Iwaarden et al., 2003). Customers all agreed on those E-

CRM features, such safe online payments, tracking order, and transaction management (Shah et 

al., 2003) increases their trust in the company. They further explained that these features allow 

them to track, follow the shipment, and claim back the money later if they do not receive the 

products as being described. Thus, a company should focus on E-CRM features that enable them 

to increase their reliability and trust. By so doing, a company could positively affect customers’ 

trust in the company.  

 

We found that trust is important in online shopping (Farhadi et al., 2013). Respondents said that 

they would keep buying products of a company they trust. Thus, trust increases retention (Gefen, 

2000; Jarvenpaa et al., 1999). Our findings confirm that customers were willing to pay a higher 

price for benefits from a trustful company, than cheaper price with a distrustful company 

(Reichhel & Schefter, 2000). Our findings are in line with the study (Fregidou-Malama & Hyder, 

2015) about the level of trusts that customers need to have the initial trust (Michaelis et al., 2008) 

or conditional trust (Philipson & Philipson, 2016) at the initial stage of purchase. The country of 

origin e.g. Swedish quality has the impact on how customers perceive the initial trust of a 

company (Fregidou-Malama & Hyder, 2015). We found that how the personal trust is built is 

influenced by the problem-solving skills and communication skills of online sales representatives 

at the customer touch point, live chat. This confirms the study (Fregidou-Malama & Hyder, 

2015) that proper training keeps a company trustworthy, thus increasing trust at the company 

level and fulfilling the customer’s expectation toward a company.  
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5.3 Adapted Theoretical Framework 

Based on the empirical data and analysis, we found that customers expect the initial trust 

(Michaelis et al., 2008; Gefen, 2000; Gefen et al., 2003) or the conditional trust (Philipson & 

Philipson, 2016)  at the initial stage of purchase before they engage in any online purchase. It 

could be explained that they could not see the products physically in the online shopping 

environment as they could when shopping in-store or they could easily become victims of online 

frauds, hackers, privacy violation and so on. Their personal information, security, and privacy 

could be used for the unauthorized purpose. Initial trust or conditional trust in the online 

environment could be generated and enhanced by E-CRM applications (see Chapter 2) including 

the reputation, country of origin, online advertisement, the familiarity of a company or 

responsiveness of online sales representative and word-of-mouth. Figure 3 presents the adapted 

theoretical framework of E-CRM on customer satisfaction and trust including trust at personal 

and company levels (Fregidou-Malama & Hyder, 2015) in e-commerce. 

 

 Figure 3. Adapted Theoretical Framework of E-CRM on Customer Satisfaction and Trust in E-

commerce, own.  
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Chapter VI: Conclusions and Implications 

This chapter firstly presents the conclusions of the study by giving the answers to research 

questions. The managerial and theoretical implications are following. Finally, the limitation of 

the study and suggestions for future research are also included.   

 

6.1 Answers to the Research Questions 

This section gives the answers to research questions (see Chapter 2). The conclusion of each 

question would be drawn to give a good understanding of the result. 

 

6.1.1 RQ (1): How does E-CRM affect customer satisfaction from 

customer perspectives? 

The study confirms that customer satisfaction is important to maintain good customer 

relationships. The analysis found that E-CRM affects customer satisfaction via live chat support 

and service quality. Customers perceive that the effectiveness of live chat services provided by 

the company through E-CRM affects their satisfaction. The analysis showed that the quick 

responses and support via live chats enable customers to maximize the effective decision-making 

such as maximizing the accuracy of and minimizing the efforts in decision making.  

 

Customers perceive that they get conditional trust in an online company, through live chat 

services. That is important in the online environment because they cannot see the physical 

product until they receive it. Thus, live chats in E-CRM directly affect how customers become 

satisfied with a company. The analysis found that quality of service affects customer satisfaction. 

Good service, given to customers via E-CRM applications, can affect customer satisfaction. The 

analysis found that online tracking systems in E-CRM allow customers to check the delivery 

time of products, thus affecting customer satisfaction. 

 

The analysis found that abilities to promote products significantly, through social media and 

online banners in E-CRM, affect how well an online company attracts the attention of customers. 

Online ads with sufficient information allow customers to update or follow the product 

information effectively, thus affecting their satisfaction. However, the analysis showed that 
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social media does not affect customer satisfaction as much as online banners. However, there is 

no denial concerning the effects of E-CRM on customer satisfaction through social media.  

 

The analysis found that the conditional trust is important in online shopping. The conditional 

trust could motivate customers to engage in shopping. Conditional trust in E-CRM could be 

formed through online blogs, customer reviews, or social media that affect how customers are 

satisfied at the initial stage of purchasing. However, it was found that conditional trust would not 

directly affect the customer satisfaction at the post-purchasing stage, but quality does. The 

analysis found that customer satisfaction is directly affected by service quality and live chats. 

This study found that the interactive communication skills of online sales representatives via live 

chats play a role in affecting customer satisfaction in online shopping.  

 

From the findings, we could conclude that: 

 Live chats, provided by E-CRM, affect customers’ satisfaction. 

 The ability to promote products through social media may or may not affect customers’ 

satisfaction. 

 The ability to promote products on other online channels than social media affects 

customers’ satisfaction. 

 Conditional trust formed through blogs, customer reviews, and social media affect 

customers’ satisfaction. 

 The quality of e-service and live chats in E-CRM affect customers’ satisfaction with a 

company. 

 

6.1.2 RQ (2): How does E-CRM affect trust from customer 

perspectives?  

It was found that the live chat services and e-service quality directly affects customers’ 

satisfaction in e-commerce (see 6.1). Customer satisfaction plays an important role in affecting 

customers’ trust. Unlike in traditional commerce, there is less or no physical contact in e-

commerce. Customers perceive a lack of tangible hints to trust a company while shopping online. 

Thus they depend on other hints to trust, such as reputation, reliability, security, and safety. 
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E-CRM provides an effective interaction channel, live chats, by which sales representatives 

could interact and communicate with customers online. Quick responsiveness and mutuality in 

live chats, affects customers’ perception of service quality, thus affecting their trust. Through 

live chat services, customers could confirm their purchase or gain sufficient information about 

products or services that directly affect their trust. The objectives of E-CRM are to engage 

customers in the shopping, to fulfill responsibilities to customers and to support customers in 

resolving their problems. The analysis showed that customers perceive these objectives as the 

base to trust a company. Trust is important for customers to maintain a relationship with a 

company. E-CRM enables companies to display and advertise their products on social media and 

online banners significantly, thus affecting the conditional trust.  

 

In the theory, social capital in the online environment is created through active communication 

and it is affected by the gender of the consumer. However, the analysis did not show a clear 

effect of gender on how people trust a company. Thus, customer’s trust is based on other things 

than gender. The analysis showed that there is no clear answer whether customization or 

personalization, provided by E-CRM, affect how customers trust a company.  

 

E-CRM allows customers to realize the credibility and reliability of a company. E-CRM offers 

customers a variety of safe payment options and online customer reviews. Customers perceive 

the security and privacy as the most important issues when shopping online. The analysis 

showed that ability to track or change products online, increase the reliability of company; thus, 

affecting how customer trusts a company. Customer reviews and blogs provided by E-CRM also 

affect how people trust a company. By looking the customer reviews or blogs, customers 

increase the familiarity with the company, thus affecting the trust on a company. In the theory, 

trust plays an important role to build relationships between customers and company. However, in 

the analysis, this was not always true. The price is another important factor for relationship 

building.  

 

From the findings, we could conclude that: 

 Customer satisfaction formed through live chats and service quality of E-CRM affects 

customers’ trust. 
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 Personalization or customization provided by E-CRM may or may not affect customers’ 

trust. 

 Gender does not totally affect customers’ social engagement online. Thus, gender may or 

may not affect customers’ trust in the online company. 

 Privacy and security of online shopping, improved by E-CRM, affect customers’ trust. 

 Customers’ perception of trust plays a role in building future relationships between 

companies and customers.  

 

6.2 Theoretical Implications 

The purpose of this study was to explore E-CRM’s affects customer satisfaction and trust in e-

commerce from customers’ perspectives. The effects of E-CRM have been studied by many 

researchers, which made how to conduct the research for this study obvious. This study found 

that word-of-mouth or quality reputation mainly forms the initial trust or conditional trust of 

customers with a company before customers interact with a company. However, initial trust or 

conditional trust is enhanced or confirmed only after customers interact with companies through 

live chat service or other customer touch points such as online blogs, reviews or feedbacks which 

are generated by E-CRM. Then it directly affects customer satisfaction. Customer satisfaction 

affected by initial trust or conditional trust lately affects how a customer trusts a company. In 

other words, E-CRM helps customers to build personal trust with a company through live chat 

service and service quality in the online environment. Personal trust is an important factor for 

customers to build or maintain the relationship with companies. This study contributes 

knowledge of E-CRM effects on customers in Swedish e-commerce. The result of the study has 

some minor differences from previous theories e.g. not all respondents acknowledge the effects 

of gender on trust and the nature of products plays a role on how customers trust a company. 

Although personal trust is a common base to build a relationship between customers and 

company, the price also has an influence on if customers continue buying or not. The reason is 

that customers cannot afford to buy expensive products, thus they must look for other sellers   

 

6.3 Managerial Implications 

Due to the high percentage of failures in adopting E-CRM applications, it is important for 

managers to understand how E-CRM affects customer satisfaction and trust. Based on the 
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empirical findings and data analysis, this study showed that the effect of service quality and live 

chats strongly, affect customers’ satisfaction and trust in a company. Managers should focus on 

training their employees in communication and problem-solving skills. Employees should have 

the ability to support and encourage customers, in buying the company’s products. The study 

also showed that E-CRM cannot replace human contact, although there is less physical contact in 

e-commerce. The attitudes of online sales representatives via live chat are important, to achieve 

the success of E-CRM. Managers should have a strong customer strategy associated with E-

CRM, to maximize customer satisfaction and trust. The study found that customers will not trust 

a company if they are not satisfied. In the future, they would not buy any of the company’s 

products. Thus, managers must place customer value and satisfaction at the center of growth and 

success. 

6.4 Societal Implications 

The Internet is changing the world significantly. There is no denial that technologies play a vital 

role in the society, affecting all people in the world, e.g. people can shop online from any place 

in the world if they have Internet access. Online applications such as E-CRM enable customers 

to check and access their orders conveniently and effectively from their homes or offices, 

without calling or contacting a company. However, customers could become victims of online 

crimes related to the security or privacy issues in the online environment. An appropriate 

implementation of E-CRM could enhance satisfaction and trust between customers and 

companies. Thus, E-CRM has a direct and indirect effect on the society, especially in the e-

commerce industry. E-CRM could improve the reliability of companies and lower the risk 

perception of customers that may lead to the increasing profitability of companies. Companies 

with successful E-CRM implementation could create more jobs and healthy online shopping 

environment for customers, thus impact society. 

     

6.5 Personal Reflections 

Go through this study, we have a good understanding of E-CRM features and its influences on 

customer satisfaction as well as the trust-building process from customers’ perspective. There is 

no denial that E-CRM and its influence become the interesting topic and phenomenon in the 21
st
 

century because of the development of technology and its application in the online environment. 

In addition, there is no or least physical contact between companies and customers in e-
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commerce, customer satisfaction and trust are the two vital factors for companies to survive and 

succeed. Thus, it is a great importance to understand what customers think of E-CRM in practice.  

 

Although E-CRM and its features had been studied by many researchers in the last few decades, 

not many studies had been investigated from customers’ perspectives. Thus, this study is 

valuable and helpful for the online companies to understand more about their customers, 

especially in the Swedish e-commerce. By using the inductive approach and multiple case 

studies, this study enables customers to present their opinions more about E-CRM via the 

interview instead of answering “yes” or “no”. However, the interviews are in English instead of 

Swedish. We believe that more detailed and clear answers would be given if the interviews were 

in Swedish, even though most of the respondents can explain themselves clearly in English. 

However, we think that this study can be done with other methods such as deductive or 

abductive methods which can help the investigator to explore new factors or test the existing 

theories. For the travel budget, we used the convenient samples for this study; however, this 

study can be done with random samples including different employment status or location to 

explore if the personal income has the effect on customers’ perspectives about E-CRM e.g. 

would the customers with a high income engage in the online shopping more than those with a 

low income that could indirectly affect their perspectives about E-CRM? Or would the customers 

living in the big cities have different perspectives about E-CRM from those living in the small 

cities? And so on.      

 

The findings of the research are interesting to us. We found that social media and online banners 

may or may not affect how customers perceive the company. While people seem to think that 

social media or online banners always affect. Another interesting finding from this research is 

that store reputation and word-of-mouth plays a role in building a conditional trust, which 

subsequently influences customer satisfaction and trust.  

 

6.6 Limitations and Suggestions for Future Research  

This study provided insights for a company to understand how E-CRM affects customer 

satisfaction and trust from customer perspectives. However, there are some limitations with the 

study. Some suggestions for the future research would be presented as well. 
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 The E-CRM application includes other features than live chats and e-service quality. Live 

chat systems and service quality was only discussed in this study. Thus, it is suggested 

that future research can focus on other features provided by E-CRM, such as electronic 

word-of-mouth, site maps, or electronic signatures, to get in-depth knowledge of the 

effects of E-CRM.  

 This study did not investigate the effects of E-CRM on customer loyalty and profitability. 

Thus the future study is suggested to conduct a research of whether E-CRM can increase 

the profitability of a company. 

 This study was conducted through data collection from interviews with customers. Future 

research could use data collection from both company and customers, to increase the 

validity and reliability of research.  

 This empirical data showed that brand and store reputation affects customers’ trust. An 

online store with a good reputation, such as reputation for Swedish quality, could 

generate a positive word-of-mouth. This contributes to building conditional trust, which 

later will lead to customer satisfaction and trust. Hence, future research is suggested to 

take branding and word-of-mouth effects into the consideration, when studying E-CRM 

effects. 

 This study was conducted in Gävle, Sweden. Thus the possibility of generalization is 

limited and specified to the accessible population in Gävle. However, future studies could 

be more generalized, if they are conducted in other cities or countries to identify the 

similarities or differences between the accessible population in Gävle and the target 

population. 

 The inductive approach method used in this study that has some limitations in the term of 

unexpected fact. For example, the collected data used to test the research question was 

related to the existing theory only and the result was generalized to the specific situation. 

It could be suggested that future research should use the abductive approach, which 

enables the exploration of unexpected facts of the research. By doing that, the 

investigators could see and identify the interesting subjects of a phenomenon than just 

testing the existing theory. 

 



 

 Page 76 
 

 

Appendices 

Appendix 1. Questions and Interview Guide 

Name    : 

Gender    : 

A customer of the company : 

1. Have you ever shopping online at the website of “the company”? 

2. What is your occupation? 

3. How old are you? 

4. How did the live chat service of “the company” respond your inquiries or solve your 

problems? Were you satisfied with them? Please explain 

5. Do you follow the social media of “the company”? Would they encourage you to engage 

in the online shopping with “the company”? Please explain. 

6. Were you satisfied with the online services of “the company”? How could “the 

company” encourage you to purchase at the beginning? Please explain.  

7. How could you follow your orders after purchase at a website of “the company”? Please 

explain. 

8. What does your satisfaction with “the company” mean for you? Please explain. 

9. Have you experienced personalized or customized services/products provided by “the 

company”? Does it affect your satisfaction? Please explain. 

10. Would you trust services/products of “the company” if you could not see them face-to-

face? Please explain.  

11. Do you think that gender affects how you trust a company? Please explain. 

12. Do you think it is safe to buy an online product at the website of “the company”? Please 

explain. 

13. What does your satisfaction with “the company” mean for you? Please explain. 

14. What does trust mean for you, when shopping online? Please explain. 
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Appendix 2. Co-operation for Master Thesis 

To whom it may concern 

 

We are Chau Lam and Qiuyun Li, master students at the University of Gävle, Sweden. Our thesis 

concerns the electronic customer relationship management in e-commerce e.g. live chat service 

and electronic service quality.  

 

We would like to explore and to understand how live chat service and electronic service quality 

affect trust and customer satisfaction in e-commerce from customer perspectives. Thus, we 

would like to ask your permission to conduct the interview with your customers at your 

premises. The interview may last about from 15-30 minutes that depends on the comfort and 

convenience of customers.  

 

We respect your customer values and your own rights. Our interview procedures will not cause 

your customers any inconvenience or disturb. Your permissions will be extremely helpful for us 

to conduct our research. 

 

You are also welcome to participate in the defense seminar held in June 2017. We need your 

help and are depended on your cooperation to write our thesis. Please help us and thank you very 

much for your cooperation. 

 

Please contact us through email at plp16hlm@student.hig.se or ufk15qli@student.hig.se 

 

Sincerely 

 

Chau Lam and Qiuyun Li

mailto:ufk15qli@student.hig.se
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Appendix 3. Cross-case Syntheses 

This section would present the analysis of the cross-case syntheses (see Table 9). Data would be 

analyzed based on two themes: (1) effects of E-CRM on customer satisfaction and (2) effects of 

E-CRM on trust. Table 9 presents the differences and similarities of all respondents 

Table 9. Comparison of Cross-Case Syntheses, own.  

The meaning of the symbols 

A: The response from the case agrees with what the theory says. 

D: The response from the case disagrees with what the theory says. 

N: The response from the case neither agrees nor disagrees with what theory says.   

 

Them

es 

Theories 

Case 1 Case 2 Case 3 
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1 

SP

2 

SP

3 

SP

4 
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5 
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Live Chat Support 

 
A A A A A A A A A A A A 

Social Media/ Online 

Banners 

 

A N A N A A A N A A A A 

Conditional Trust 

 
A A D A A A D A A D A A 

Personalization/Custo

mization 

 

N N A N N A A A D D N A 

E
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ts
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f 

E
-C

R
M

 o
n

 T
ru

st
 

Importance of 

Customer Satisfaction 

 

A A A A A A A A A A A A 

Effect of Gender on 

Trust 

 

N N N N D D D A A D A A 

Customer 

Relationship Builder 
D A A A A A A A A D N A 
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Appendix 4. Analysis of Units 

This section will present the analysis of units. Each respondent in the empirical data is seen as a 

unit 

Elgiganten 

Theories Analysis of Responses 

 

Live Chat Support 

(1) [Yin & Straub (2002); 

Elmorshidy (2013); van 

Iwaarden et al. (2003); 

Zeithaml et al. (2002] 

 

All four (SP1, SP2, SP3, and SP4) agree with (1). They 

said that the quick response and sufficient information via 

live chat affect how satisfied or dissatisfied they feel.  

Social Media/Online Banners 

(2) [Saravanakuma & 

Suganthalakshmi (2012); Jutla 

et al. (2001); Quelch & Klein 

(1996)] 

SP1 said that she followed the social media of a company. 

SP1 agrees with (2) that social media affects customer 

satisfaction. However, SP2 and SP4 did not follow the 

social media of a company. They did not give the answer 

about the effect of social media on their satisfaction. Thus 

SP2, SP4 neither agree nor disagree with (2). SP3 

disagrees with (2) that social media affects his satisfaction 

because he did not use social media frequently. 

 

All respondents (SP1, SP2, SP3, and SP4) agree with (2) 

that online banners on the website affect their purchase 

behaviors, which directly lead to customer satisfaction and 

conditional trust. Customers could easily acquaint 

sufficient information of new or existing product with 

online banners, thus affecting their satisfaction. Online 

banners could also create customers’ awareness of 

products, thus affecting the conditional trust. SP2 noted 

that online banners attract his attention, even though they 

might bother him sometimes. 

 

Conditional Trust 

(3) [Philipson & Philipson (2016); 

Quelch & Klein (1996)] 

SP1, SP2, SP3, and SP4 agreed with (3) that conditional 

trust is important for customers to begin and then possibly 

continue to cooperate 

 

They said that they have based their purchases on the 

conditional trust from the beginning. Conditional trust 

decreases their risk perception toward online shopping 

with a company. 

 

SP2 said that online service quality, such as an online 

tracking system, affects his trust in a company; SP3 also 

believed that the familiarities with online sellers encourage 
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him to engage in online shopping and directly affects his 

satisfaction later. 

 

Importance of Customer 

Satisfaction 

(4) [Deng et al. (2010); Long et al. 

(2013); Kim et al. (2009); 

Joines et al. (2003)] 

SP1, SP2, SP3, and SP4 all agree with (4) that customer 

satisfaction is important to online shopping. 

 

SP1 mentioned that she would not buy any product from a 

company if she is not happy with its service, even though 

they have high-quality products. SP2 said that he did not 

know whether he would keep buying a product from a 

company in the future or not. However, SP2 said that 

customer satisfaction is important to build a relationship. 

 

SP3 also said he would not buy from the same company if 

he was not satisfied after the first purchase. And SP4 said 

she would keep purchasing as long as she is satisfied. 

 

Personalization/Customization 

(5) [Zeithaml et al. (2002); Pan & 

Lee (2003)] 

None of the respondents (SP1, SP2, SP3, and SP4) has an 

online account with a company. Thus, they did not have 

any experience with online personalized services. 

 

SP1 disagrees with (8). She said it is not necessary to have 

an account.  

 

SP2 and SP4 neither agree nor disagree, with (5) that 

personalization or customization affects the satisfaction. 

 

However, SP3 agrees with (8) that personalization or 

customization affects his satisfaction because he thought 

that it is helpful for problem-solving and product 

information. 

 

Effect of Gender on Trust 

(6) [Deng et al. (2010)] 

SP1 and SP4 neither agree nor disagree with (6) because 

they did not give the answer about the effect of gender. 

 

SP2 neither agrees nor disagrees with (6) that gender may 

affect in building trust in general. He said that male might 

trust more than female while shopping electronic devices. 

However, in general, gender does not affect how he trust 

but a company but product quality does. 

 

SP3 neither agrees nor disagrees with (6) that gender 

affects trusts. He said that he does not know the effect of 

trust. 

 

Customer Relationship Builder SP1 disagrees with (7) that satisfaction and trust affect on 
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Table 10. Analysis of Units, concerning to Elgiganten, own. 

 

Gymgrossisten 

(7) [Gefen et al. (2003); Reichheld 

& Schefter (2000); Fregidou-

Malama & Hyder (2015);  

Quelch & Klein (1996); 

Zeithaml et al. (2002)] 

building a relationship with a company. SP1 explained that 

she wants to buy products with a lower price. Price is more 

important for her to build a relationship than trust.  

 

SP2 agrees with (7) that satisfaction and trust are 

significant to build relationship between customers and 

company 

 

SP3 and SP4 agree with (7) that trust is important to build 

a relationship. They said that they would only keep buying 

products of a company if they are satisfied and trust. 

Theories 

 

Analysis of Responses 

Live Chat Support 

(1) [Yin & Straub (2002); 

Elmorshidy (2013); van 

Iwaarden et al. (2003); 

Zeithaml et al. (2002] 

SP5, SP6, SP7 and SP8 all agree with (1) that live chat 

service affects their satisfaction. They said that abilities 

providing accurate and quick answers via live chat affect 

how they perceive online service quality of a company.  

 

They said that the communication skill and responsiveness 

of online sales representatives play an important role to 

solve the customer problems. Problems and long waiting 

are often causing customers frustration and dissatisfaction. 

 

Social Media/Online Banners 

(2) [Saravanakuma & 

Suganthalakshmi (2012); Jutla 

et al. (2001); Quelch & Klein 

(1996)] 

SP5 and SP7 follow Facebook of a company, and together 

with SP6, they all agreed with (2) that social media would 

attract their attentions on the offering, updated information 

and promotions of a company. They said that social media 

encourage them to buy products from a company which 

they were not planning to buy. SP8 neither agrees nor 

disagrees with (2). SP8 did not follow the social media of a 

company. He said that he does not know the effects of 

social media on satisfaction.   

 

SP5, SP6, SP7 and SP8 agree with (2) that online banners 

could affect their decision-making process. They said that 

online banners encourage them to buy products and attract 

new customers.  

 

Conditional Trust 

(3) [Philipson & Philipson (2016); 

Quelch & Klein (1996)] 

SP5, SP6, SP7 and SP8 agree with (3) that conditional trust 

affects their purchases. They said they relied on the 

conditional trust created by the store reputation and 
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Swedish quality from the beginning. They all said that a 

blog, customer reviews, feedbacks and company ranking 

gave them the confidence to purchase online products with 

a company.  

 

SP5 and SP8 agree with (3) that the store reputation helped 

them to reduce a risk perception toward online products of 

a company. SP6 agrees with (3) that the reputation affects 

his satisfaction. He said that a company is the most famous 

company selling high-quality products in Sweden. There is 

no reason for him not to trust a company. SP7 disagrees 

with (3) that the reputation affects how a customer trusts. 

He explained that he used to be dissatisfied with a good 

reputation company before. Thus he said that it is hard to 

check the product quality online even with a good 

reputation company.   

 

Importance of Customer 

Satisfaction 

(4) [Deng et al. (2010); Long et al. 

(2013); Kim et al. (2009); 

Joines et al. (2003)] 

SP5, SP6, SP7 and SP8 agree with (4) that customer 

satisfaction is important to build trust and relationship. 

 

They also mentioned that the quality of gym products is 

really important. Thus trust must come even before the 

satisfaction.    

 

Personalization/Customization 

(5) [Zeithaml et al. (2002); Pan & 

Lee (2003)] 

SP5 neither agrees nor disagree with (5). He said that a 

personalization/customization would not affect him to trust 

or not to trust a company but a quality does. 

 

SP6 and SP7 agree with (5) that personalization or 

customization affects their satisfaction. They explained 

that a personal account enables them to change orders.  

 

SP8 agrees with (5) that personalization/customization 

affects customer satisfaction. However, he said that he 

preferred a quick checkout, thus he did not want to have an 

account. 

  

Effect of Gender on Trust 

(6) [Deng et al. (2010)] 

SP7 and SP8 agree with (6) that gender affects trust. They 

explained that male and female build trust differently. SP7 

believed that females develop trust more on supplement 

products than men do. Supplement products are products 

used to enhance the durability and intensity in the workout. 

Men use same products over and over more than women 

do. Thus, it will be hard for males to trust new supplement 

products, for which they do not know the effects to their 

body in advance. SP8 said that female takes more factors 
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Table 11. Analysis of Units, concerning to Gymgrossisten, own. 

 

Clas Ohlson 

into account when shopping. 

 

SP5 and SP6 disagree with (6). They said that gender did 

not affect trust but the evaluation of the quality of 

products. 

 

Customer Relationship Builder 

(7) [Gefen et al. (2003); Reichheld 

& Schefter (2000);  Fregidou-

Malama & Hyder (2015);  

Quelch & Klein (1996); 

Zeithaml et al. (2002)] 

SP5, SP6, SP7, and SP8 agree with (7) that trust is 

important to build a relationship between customers and 

company. 

 

They all said that they would keep purchasing as long as 

they trust the company.  

Theories Analysis of Responses 

 

Live Chat support 

(1) [Yin & Straub (2002); 

Elmorshidy (2013); van 

Iwaarden et al. (2003); Zeithaml 

et al. (2002)] 

SP9, SP10, SP11, and SP12 agree with (1) that live chat 

support affect their satisfaction. They all said that live chat 

support gave them quick responses and sufficient 

information.  

 

SP9 and SP10 said that the communication and problem-

solving skills of online sales representatives are decisive for 

a successful conversation via live chats. 

 

SP11 and SP12 said that the care of online sales 

representative helps them to choose the best-fit products. 

Sales representatives showed the care to customers via live 

chat, by giving them sufficient information about desired 

products. That made customers satisfied with the services.  

 

Social Media/ Online banners 

(2) [Saravanakuma & 

Suganthalakshmi (2012); Jutla 

et al. (2001); Quelch & Klein 

(1996)] 

SP9, SP 11, and SP12 agree with (2) that social media 

affects their satisfaction and purchase behavior. They 

further explained that the social media of a company allows 

them to see the comments of previous buyers about 

products. Social media also allows them to write their own 

comments as well. SP10 agree with (2) that social media 

affects the satisfaction and purchase encouragement. He 

further explained that although he did not follow the social 

media of a company, he believed that it encourages 

customers to purchase with their ads. 

 

SP9, SP10, SP11 and SP12 agree with (2) that online 
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banners would attract their attentions on company 

offerings. Thus, they affect customer decision making with 

their well-designed banners.  

 

Conditional Trust 

(3) [Philipson & Philipson (2016); 

Quelch & Klein (1996)] 

SP9, SP10, SP11, and SP12 agree with (3) that conditional 

trust affects how they trust a company from the beginning. 

 

SP9 said that blogs or customer reviews affected her trust 

of a company. 

 

SP10, SP11, and SP12 said that the effectiveness of live 

chat service gave them a good image of a company. Thus, it 

created a conditional trust that encourages them to shop 

online with a company. 

 

Importance of Customer 

Satisfaction 

(4) [Deng et al. (2010); Long et al. 

(2013); Kim et al. (2009); 

Joines et al. (2003)] 

SP9, SP10, SP11, and SP12 agree with (4) that customer 

satisfaction is important. 

 

SP10 said that he would not re-buy products and suggest to 

his friends to do the same if he is not satisfied with a 

company. 

 

SP11 believed that satisfaction is connected with trust. She 

further explained that trust and satisfaction must come 

together.   

 

SP12 said that satisfaction is a base for building the 

relationship with a company. 

  

Personalization/Customization 

(5) [Zeithaml et al. (2002); Pan & 

Lee (2003)] 

SP9 and SP10 disagree with (5) that personalization or 

customization affects their satisfaction. SP9 explained that 

she did not want to get spam in her email box. SP10 said 

that he would like to check out fast. Thus a personal 

account would be a waste of time. 

 

SP12 agrees with (5). He believed that personalization or 

customization allows him to easily track order history. 

 

SP11 neither agrees nor disagrees with (5). She explained 

that she did not know the effects of personalization or 

customization. However, an online account saves her time 

in refilling information over and over. 

 

Effect of Gender on Trust 

(6) [Deng et al. (2010)] 

SP9 and SP11 agree with (6) that gender affects trust. They 

said that it is harder to get trust from females than males. 

They explained that females are more meticulous than 
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Table 12. Analysis of Units, concerning to Clas Ohlson, own.

males. Thus, they always compare different products, 

before making a decision.  

 

SP10 disagrees with (6). He explained that gender does not 

affect the trust building, but that the quality of the product 

does. 

 

SP12 agrees with (6). He said that females always have 

high expectations of products. Thus, they take more time in 

deciding. [an issue is whether this is culturally bound] 

 

Customer Relationship Builder 

(7) [Gefen et al. (2003); Reichheld 

& Schefter (2000); Fregidou-

Malama & Hyder (2015);  

Quelch & Klein (1996); 

Zeithaml et al. (2002)] 

SP9 and SP12 agree with (7) that customer satisfaction and 

trust affect the future relationship between customers and a 

company. They explained that they would keep buying and 

develop a long-term relationship with a company, if they 

are satisfied.  

 

SP10 disagree with (7). He further explained that he did not 

have a relationship with a company because he did not 

want to receive ads through his email or post. 

 

SP11 neither agrees nor disagrees with (7). She did not give 

an answer about the relationship. She explained that she 

would not buy any product from a company if she does not 

trust it.   
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