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Abstract. Creating value for the customer is the model and soul purpose for a
business. Business companies need to understand how to please customers by
meeting their needs. The ability of e-CRM enable companies to help manage their
relationship with their customers through electronic media and or the internet. This
research aims to review the main contributions in the e-CRM field using the
bibliometric approach. VOSviewer software is used to map the research trend.
Research related to banking, tourism, and SMEs becomes the dominant research
area. Exploration related to e-CRM has the potential for future research development
as internet customers are increasingly growing.
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1 Introduction

A study of e-CRM (Electronic Customer Relationship Management) in 2002 by Feinberg
and Kadam concluded that the relationship between e-CRM and satisfaction was shallow, why
only a few relatively insignificant e-CRM features were related to customer satisfaction and
why e-CRM was not related to sales and profit [1]. Maybe because e-CRM is not the first choice
for consumers, this is influenced by technological developments that are still limited. At this
time, the electronic customer relationship system has experienced development and shows the
quality of service, trust, and privacy that leads to customer satisfaction [2].

The theoretical implications obtained from previous research studies have contributed to
marketing, e- business, and SMEs (Small and Medium Enterprises). SMEs reap the benefits of
marketing in facing business challenges dominated by large-scale business people [3]. The
integration of marketing and technology innovationthrough e-CRM contributed significantly to
the development of theory. The view of the difficulty of changing face-to-face relationships in
operations requires the integration of marketing strategic planning for SMEs [4][5].

The emergence of sophisticated technologies such as the internet and platform applications
has allowed largeor small companies to compete cost-effectively from the previous way.
Effective customer relationships development through technology platforms can help improve
customer satisfaction, loyalty, and retention [6].

Jacob Joju, Vasantha, and Sony Joseph using five dimensions of e-CRM program, namely:
tangibility, Assurance, Reliability, Responsiveness, Empathy in selected banks that measured
using the Delivery Gap Score [7]. Ab Hamid and McGrath describe 12 dimensions of E-CRM
program namely: information quality, ease of navigation, consumer service quality, fulfillment,
integrated marketing channels, online community, rewards, personalization level, site security,
value-added services, perceived trust and price attractiveness [8]. Tsikriktsis, Lanzolla, and
Frohlich using the anticipated benefit, access to market, external pressure, internal barriers, and
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customer barriers[9].

2  Methods

Alan Pritchard introduced bibliometrics term as a “statistical bibliography” in “the journal
of documentation” December 1969 [10]. Next three years, Pritchard explained the definition of
bibliometrics as “quantitative analysis of gross bibliographical units such as books, journal
articles, and the like.” During its development, Alan Prichard redefined the process as
bibliometric then conceived as “Bibliometrics is the quantitative study of physical published
units, or bibliographic units, or the surrogates for either.”[10].

A software tool for constructing and visualizing bibliometric networks used to include
individual publications orjournals, researchers, and they can be constructed based on citation,
bibliographic coupling, co-citation, or co- authorship relations in an instant[11]. We used the
VOSviewer software tool that can be used text mining functionality that also offers to construct
and visualize co-occurrence networks of important terms extracted froma body of scientific
literature.

2.1 Data source

In July 2020, a search was carried out with the Scopus online literature database to identify
publications with thefollowing search strategy: TOPIC “e-CRM” in the business context. This
strategy looks for related papers that contain the word in the title, abstract, or keywords.

2.2 Data extraction

This publication resulted from literature research that evaluated and recorded: (1)
affiliation, (2) Country, (3) themost cited author (4) year of publication, (5) article by source.
Full notes and cited manuscript references are imported into the VOSviewer software for
bibliometric analysis[12], such as showing excerpts from specific topics, institutions,
countries/regions, and journals. It allows us to examine further how the most productive writersin
the field of e-CRM cite each other work. Bubble size indicates the number of publications[13].
The bubble color shows the average year of publication. Two bubbles are closer if the two
writers quote each other more often.

3 Result and Discussion

3.1 Result

Scopus has published 155 documents until July 2020, taking into account 103 articles, 31
conference papers, 12 book chapters, four reviews, three conference reviews, one erratum, one
retracted. This theme has 155 patents, among them 90 United States Patent & Trademark Office,
11 World Intellectual Property Organization, Japan Patent Office 42, and 12 from others. Figure
1 shows the source by affiliation, documents that have been issued by Scopus regarding e-CRM,
with Ulster University, who has contributed most published by 14 articles.

Source by Affiliation Total Business
Document Theme
Ulster University 14 4,3%
University of Southampton 4 1.9%
Bina Nusantara University 4 20.7%
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Jesuit Historical Institute in Africa 3 42.9%
Purdue University 3 2.5%
Asian Institute of Technology Thailand 3 4.8%
University of KwaZulu-Natal 3 1.8%
Middle Tennessee State University 3 8.5%
Athens University of Economics and Business 3 13.8%

Figure 1. Source by Affiliation

Figure 2 on the left-hand side is documented by type table that shows the article is the most
published with 103 published followed by 31 conference papers. Figure 2 on the right-hand side
is documented by the country table,which shows America is the most publisher to contribute to
e-CRM document with 24 published followed by UK18 and Iran 13 published.

Document by Type Total Document by Country Total
Avrticle 103 United State 24
Conference Paper 31 United Kingdom 18
Book Chapter 12 Iran 13
Review 4 China 12
Conference Review 3 India 11
Erratum 1 Indonesia 9
Retracted 1 Greece 8

Figure 2. Document by Type and Document by Country

Figure 3 presents the most cited documents in the e-CRM. Feinberg, R., Kadam, R. has
been quoted as many as 112, Adebanjo, D. has been quoted as many as 86, Lee-Kelley, L.,
Gilbert, D., Mannicom, R. has been quoted asmany as 83. Some large documents cited are
documents written in the range of 2001-2020. The documents citedare largely based on the
theory of relationship marketing.

Author Year Total Citation Field Weight Citation
Citation Impact Indexes
Feinberg, R., Kadam, R. 2002 112 4.31 83
Adebanjo, D. 2003 86 4.09 58
Lee-Kelley, L., Gilbert, D., Mannicom, R. 2003 83 1.10 56
Wu, I.-L., Wu, K.-W. 2005 76 2.14 61
Kim, C., Zhao, W., Yang, K.H. 2008 75 1.13 38
Feinberg, R.A., Kadam, R., Hokama, L., Kim, l. 2002 73 4.71 51
Tsikriktsis, N., Lanzolla, G., Frohlich, M. 2004 72 6.08 51

Figure 3. Most Cited by Author

Figure 4 shows a number of articles published each year. The year 2007 is the start of e-
CRM article trend amid the growth of e-commerce, since then there are more e-CRM published
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to almost twice yearly.
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Figure 4. Article by year

Figure 5 shows the most widely released journals of e-CRM themes between 2001 and 2020.
International JournalOf Electronic Customer Relationship Management was the most widely
released journal, with 14 published. H index is SCImago Journal Rank indexes the number of
publications for which an author has been cited by anotherauthor at least that same number of
times. Cite Score 2019 measures average citation received per document published in the serial,
score referend from Scopus. SJR 2019 measures weighted citations received by the serial;
citation weighting depends on subject field and prestige (SJR) of the citing serial. SNIP 2019 is
a source normalized impact per paper measures actual citations received relative to citations
expected for the serial ‘s subject field.
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Figure 5. Article by Source

Figure 6 shows the VOSviewer output associated with Co-occurrence analysis involving
the author‘s keyword entry. The joint analysis shows the frequency of occurrence of general
keywords in many documents. After recording data sourced from Scopus, VOSviewer found
that there were 44 items and 3 clusters. The explanation of the picture can be seen from 3 color
categories. The red cluster represents Customer Satisfaction (Total Link Strength 152) with the
highest relation to customer satisfaction, loyalty, and effect. Blue clusters represent the
Company with the highest relation to implementation and product. The green cluster represents
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Marketing with the highest relation to area and level. The relationship is a scientific study related
to research in theory and practice suggested for researchers in the future for better understanding
in the conceptualization of e-CRM.
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Figure 6. e-CRM VOSviewer Visualisation

3.2 Discussion

RM CRM And e-CRM

Professor Leonard Berry in 1983 introduced the term of Relationship Marketing (RM). He
assumed it as attracting,maintaining, and — in multiservice organizations — enhancing customer
relationships [14]. In development to facilitate improved retention and lifetime profitability,
companies need to use the appropriate technology tools and are adopting the CRM concept
approach. Wherein relationship marketing lack of technology utilization in themanagement of
customers, CRM uses information technology (IT).

Relationship marketing is a concept that underlies e-CRM. According to Gilbert, 1996, are
five incremental stepsto maximize customer retention as follows identity, improve, inform,
tempt, and maintain [15]. Identity can be interpreted as measuring the reaction of account
holders when they receive an offer so that information can be compiled about the interests and
desires of buying as well as profile data from consumers. Improve can be interpreted to collect
behavioral data needed for better service in the future and call back consumers who have not
purchased in a period. Information is described through the publication of bulletins about the
appearance of new products, services, offers, and benefits, e.g., a list of addresses and locations
of new agents. This information wasdone to increase the knowledge of customers and enhance
loyalty [15].

Persuade customers to tempt to try new services, products, or more by personalizing contact
through special offers, voucher distribution, upsell, and cross-sell. Retain is the last thing,
according to Gilbert, who is a pillar of customerretention and can be interpreted as a loyalty
development scheme that aims to maintain and strengthen relationships with customers. For
example, through making a magazine and its membership, making events and invitations to
these events, and so forth [15]. The next person to lay the foundation for e-CRM is Sarah Cobb.
In 1996 Cobb and her management team decided on the need for a new ERP (Enterprise
Resourcing Planning) modelat Moss Products (Plastics), Ltd. Although large capital is needed
to invest in making the system, Cobb believesthe transaction volume to be generated will cut
costs. This requires integrating shop floor data collection (by SSA, Inc.), advance planning and
scheduling (ePBCS by oracle, Corp), and e-Commerce and CRM. At the end of 1997,the
Company implemented SOP (Sales Order Processing), stock replenishment, etc at its two largest
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distribution sites. With modules (SOP, purchasing, billing, account, picking, shipping,
production planning, and scheduling).Finally, Moss completed the system upgrade all in May
2000 with eBPCS v6.1-SSA. Later in the year, the firm expects to go live with the intelligent
version of its web catalog with ‘search and select* and decision tree-based product matching
[16].

Kim et al. 2008, propose the Theory of Reasoned Action (TRA) as the theoretical
foundation of e-CRM [17]. Refer to Kim in the 2008 development model discusses Oliver‘s
four stages of the cognitive-affective-conative- action model [18], the theory is implemented in
the Expectation Confirmation Theory (ECT), and the Commitment Trust Theory (CTT) [17]. The
first stage in this model is cognitive loyalty. At this stage, for reasons of compelling, a consumer
can continue to patronize a store [19]. However, loyalty at this stage is solely driven by
functional characteristics, and consumer commitment to the store may not be too strong [18].
The next step is affective loyalty, which is stronger than cognitive loyalty because affective
customer loyalty is a function of the two previous attitudes about the store, followed by
satisfaction. The third stage is conative loyalty. In this phase, the consumer commits to buy.
This stage is exemplified by repurchase intentions and actions, such as recommendinga store to
others. The final stage is action loyalty, where customers buy goods from the store on an
ongoing basis[18]. Cognition can also be described as awareness, knowledge, or trust that may
or may not originate from previous shopping experiences [20].

According to TRA [20] [21], a person‘s performance determined by their behavioral
intention. Behavioral intention influenced by both cognitive factors, which are attitudes and
subjective norms. As an expanded model of TRA, Theory Planned Behavior (TPB) is derived
by adding perceived behavioral control as determinants of behavior [21]. Davis (1986) proposed
a Technology Acceptance Model (TAM) [22], based on TRA and TPB, toexplain and predict
user acceptance of information systems or Information Communication Technology (ICT). In
TAM, cognitive beliefs such as perceived usefulness and perceived ease of use are counted as
key factors for technology acceptance. TRA, TPB, and TAM have been widely validated and
widely used to predict or explain cognitive behavior is social psychology. ECT has suggested
that satisfaction is the primary motivation for the ongoing purchase of a product or service [18].
Satisfaction depends on the extent to which customers perceive their previous expectations of a
product or service to be confirmed during actual use [23].

The majority of previous research regards satisfaction as an affective response to
confirmation of expectations involving cognitive processes [24] [25] [19] [26]. Anderson and
Srinivasan (2003) [27] suggested that customer satisfaction must be evaluated as positive,
indifferent, or negative feelings after the customer‘s initial experience with the service [28]. This
affective evaluation is identical to the notion of attitude in the IS-use literature (Melone,1990),
and the association-intentioned relationship validated in I1S-use research provides additional
support for therelationship between satisfaction and choice or sustainable use [29] [30] [31].
Geyskens, Steenkamp, Steenkamp, Scheer, and Kumar (1996) describe commitment as a long-
term customer orientation towards business relationships. Morgan and Hunt (1994), Kalafatis
and Miller (1997), and Wu and Cavusgil (2006) consider commitment as an essential factor in
determining long-term customer retention. Morganand Hunt‘s (1994) empirically endorsed and
widely accepted the CTT, claiming that long-term relationships are built based on mutual
trusts, which is similar to the process of creating long-term traditional buyer-seller
relationships [32] [33]. Because of the relationship between customer commitment and buyer-
seller relations, encouraging customer commitment is an important issue that is crucial for the
development and implementation of e-CRM strategies.
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Based on CTT, several researchers have analyzed the importance of trust in online
relationships as a conative response to cognitive beliefs and affective experiences (Lee & Turban,
2001; McKnight & Chervany, 2002). Lackof trust has been considered as one of the biggest
factors hampering online business [34]. On the other hand, Business Week (2001) reports that
customers are willing to buy repeatedly from the most trusted sites. As such, online retailers rely
on strong trust to build committed and conative customer behavior.

Researchers from the east have dominated research on e-CRM in the last decade. The
banking research field is still a favorite ([35],[36],[37],[38],[39],[40],[41],[42],[43],[44],
45],[46],[471,[48],[49],[50]. Areas of research related to SMEs ([51],[52],[3].[4],[53],[5]) and
tourism ([54],[55],[56].,[57].[58],[59],[60]) has the second and third highest number of
published documents. The willingness and openness of the Company to provide research data
related to e-CRM may be one-off the reason. On the other hand, the confidentiality of consumer
data owned by the Company may be an obstacle to researchers for the Company providing data.
The level of competition and sustainability makes the Company hide the formulation of
marketing strategy. Transportation and education are fields that have the potential to be further
developed. With the new trend of studying and working remotely (Working From Home) due to
the pandemic (COVID 19), it causes consumers tostay at home and receive goods using delivery
services. Likewise, the education field studied using online applications is a suitable research
theme.

4  Conclusions

To examine e-CRM themes is an opportunity for future research and expected to be an
advantage. The lack of research on the issue of e-transactions, shopping websites, sports,
agriculture, retail, medical, food industry, paved the way for researchers, making this writing
the basis for supporting the material for his writing in the future. The theoretical perspective
that is still limited regarding the theme of e-CRM research can also continue to be developed
from various perspectives. For example, UTAUT Theory or Theory of UX Design can provide
anew perspective that will later enrich the repertoire of e-CRM research.
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