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Abstract 
 

Electronic customer relationship management (E-CRM) is a modern tool to secure and maintain competitive advantage that focuses on 

customers. Telecommunication companies nowadays are attentive to the employees, in their effort to enhance job satisfaction through the 

development of E-CRM. This study aims to integrate theories for a development model to enhance employee satisfaction in telecommu-

nication companies that employed the method of summarizing theoretical reviews. This study contributed to the knowledge in the do-

main of E-CRM and the success factors in organizations. Therefore, it is important to improve a readily available model that combines 

every theory that correlated with the current study. The adopted model in telecommunication companies ensures the successful adoption 

of E-CRM that affects employee satisfaction and enhances individual performance. Additionally, this study contributed to the improve-

ment of an integrated model that combines technology, organization, and individual factors influencing telecommunication companies in 

developing countries. 
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1. Introduction 

The globe including local organizations in developing countries 

[1]. Customer relationship management (CRM) with its existing 

deployment of technology, often described as electronic CRM (E-

CRM), is most recognized as certain in modern business [2]. In 

comparison to CRM and its outcome in many organizations, E-

CRM practice and adoption in Arab countries remain compara-

tively new, especially for telecommunication organizations, which 

are the key enablers of productivity across economies and socie-

ties. According to [3], telecommunication companies contribute 

significantly to the economies of developing countries as it pro-

vides wider business development opportunities and plays [3] a 

significant role in the rapid development environment especially 

in the developing countries over the previous decade. The number 

of contributors is increasing at a faster pace, partly due to the ef-

fective management at these companies. Hence, studies needed to 

investigate the utilization and successful adoption of E-CRM. In 

fact, with E-CRM telecommunication companies restructure and 

thus improve employee-performance. Al-Mamary [3] Attributed 

the problems in telecommunication companies to low employee 

satisfaction level. The factors that are significant in E-CRM pro-

cesses can categorized into three: strategy of the Organization; 

technology and human that affect employee satisfaction such as 

training and top management support; technology, human, and 

perceived factors. 

2. Background 

Aspects of improvement to determine employee satisfaction in 

using a new system that explain the different structures. Generally 

acceptable frameworks have been developed, namely Technology 

Acceptance Model, TAM Davis [4] Theory of Planned Behavior, 

TPB , Diffusion of Innovations, DOI Rogers [13], and the Unified 

Theory of Acceptance and Use of Technology, UTAUT Ven-

katesh et al. [14], Diffusion of Innovations (DOI) and Technology 

Acceptance Model (TAM). TAM is the model used for user ac-

ceptance testing and technology acceptance, in terms of perceived 

usefulness and ease of use that would influence user acceptance. 

The TAM model facilitates the handling of information system 

enterprise in the organizations by investigating the quality perfor-

mance system Davis [4] . TAM is very significant for technology-

leading diffusion theories. The two technology measurements, 

“perceived usefulness” and “perceived ease-of-use" may look 

simplified as they involve the factors that affect user satisfaction 

toward E-CRM system. Therefore, in developing countries, there 

may be many limitations such as time constraints and restricted 

knowledge of the system [5]. Since E- CRM is new in the world 

of technology, it is logical to investigate the TAM model further to 

perfectly understand user acceptance in an organization. The re-

searchers used TAM and combined the identified variables to 

formulate their object model and then they re-confirmed that per-

ceived usefulness is the top factor, which influences the adoption 

of E-CRM system. DeLone, and McLean [6], presented a sum-

mary of the study printed from 1981 to 1987 and built a classifica-

tion of Information System (IS) successes based upon this survey. 

In a study in 1992, they determined six factors of IS success: sys-

tem quality, information quality, use, user satisfaction, individual 

influence, and organizational influence [7]. In the E-CRM context, 

the primary system users are suppliers that are also internal users. 

[8]defined service quality as the support of users in the IS domain, 

often tested by the responsiveness, reliability, and empathy of the 

support organization. Meanwhile, net benefits is the extent that IS 

adding; to the successes of individuals, groups, organizations, 

enterprises, and countries. DeLone & McLean IS Model and the 

updated DeLone & McLean IS Model focused on important fac-

tors such as system quality, information quality, service quality, 
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system use, and user satisfaction [3]. In developing countries, 

system characteristics like information and quality have a signifi-

cant and positive influence on the perceived usefulness of a tech-

nology. It was mentioned that system quality, information quality, 

service quality, user satisfy Action, training, system use, and indi-

vidual impact are the important factors of E-CRM success [8]; [9]. 

In Egypt. Azzam[11] Agreed that service quality has a significant 

effect on the satisfaction of owners of Islamic microfinance prod-

ucts. According to Yee[12], in the context of South Africa, there 

are many factors influencing adoption success such as service 

quality, system quality, information quality, perceived usefulness, 

employee satisfaction, and others. DeLone & McLean is a suitable 

model that includes technology factor and system use factor that 

influences employee satisfaction in using E-CRM. System quality, 

in the internet environment, estimates the specific characteristics 

of E-CRM. Usability, availability, reliability, adaptability, and 

response time (download time) are some examples of qualities 

valued by E-CRM users. 

3. Success factors 

As the major part to improve the proposed conceptual model, the 

factors affecting E-CRM success will be determined. The success 

factors identified from the studies are as presented in Table 1. In 

addition, the success variables for this study were based on: i) the 

repeat of success factors in the research as in Table 1 that selected 

most of the frequent factors in technology acceptance and (ii) the 

connections between success factors and the cause of E-CRM 

failure. 

3.1. Critical success factors E-CRM system 

Many studies have been include these factors in their studies as a 

success factors. Table 1 shown the frequently studies includes 

these factors in their models and empirical studies.  

 
Table 1: Frequency of E-CRM Success Factors in the Literature 

No  References 
Frequency 

in LTR 
Factors 

1 [13]–[21]  9 
Service 

Quality 

2 [12]; [19]; [20], [22]–[24];[25]; [13]  10 
System 

Quality 

3 [8] [20], [26]–[29] [30]  7 
Information 
Quality 

4 [21], [24], [31]–[39];[30];[40]-[41]  18 

Top man-

agement 
Support 

5 [22] [42]–[43] 4 
Training 

Users 
6 [44] [7][32] [45] ([46] 5 Ease of use 

7 [7]; [38]; [41] –[47]; [48]  6 
Computer 

Experience  

8 
[49]–[50] [38]; [41]; [38]; [51]; [35]; 

[47] 
10 

Self- Effica-

cy 

9 [52]–[53]; [48]; [49]; [44]; [8]  11 Skills 

10 [7] [54]–[55]; [42]; [48]; [35]  9 
Perceived 

Usefulness 

11 [48] [56]–[57]  10 
Employee 
Satisfaction  

3.2. Critical success factors dimensions 

As determined previously, the major elements of E-CRM are 

technology, organization, and individual. E-CRM success factors 

depend on these components Nikou [25]. The objective of the 

success factors in E-CRM is to ensure that each success factor 

genuinely related to the E-CRM. As such, it is necessary that the 

study bridge the existing gaps in E-CRM and contribute to the 

information system component in organizations. The objectives of 

the critical success factors are to study the influence of E-CRM 

adoption and workers performance within telecommunication 

companies, to provide insights into technology, organization, and 

individual factors. Izzati[58], to study E-CRM’s impact on em-

ployee satisfaction that relates to improved performance, and to 

investigate the influence of these factors on perceived usefulness 

and employee satisfaction toward improving employee perfor-

mance and E-CRM adoption. 

 
Table 2: Linking E-CRM Factors to Enhance E- CRM Success Adoption 

Factor Technology  Organization  Individual  Moderator  

Service Quality X    

System Quality X    
Information 

Quality 
X    

Top manage-
ment Support 

 X   

Training Users  X   

Ease to Use   X  
Computer 

Experience  
  X  

Self- Efficacy   X  
Skills   X  

Perceived 

Usefulness 
   X 

Employee 

Satisfaction  
   X 

4. Theoretical understanding 

There are various theories in the scope of technology adoption and 

acceptance. As mentioned by Nienhuis [27] there are many theo-

ries related to the area of individual performance. E-CRM research 

meet special attention of the organizational factors associated with 

E-CRM success that become the drivers of E-CRM usage San-

Martín[59]. Information systems are a basic tool that influence 

companies. There are a number of theories in the area of adopted 

and acceptable technology. A large number of research have in-

vestigated on how to successfully adopt E-CRM [60]– [61]. Not-

withstanding all the studies, unsuccessful E-CRM adoptions re-

main high. Many researchers found that 60% of E-CRM adoption 

are viewed as unsuccessful in developing countries and only 40% 

are considered successful [62]; [63]. Previous researchers have 

determined critical success factors of E-CRM [48]; [64]–[68]. E-

CRM faces hindrances such as organization, technology, and hu-

man factors that affect its implementation [69]. E-CRM system 

must have complete dimensions such as organization, technology, 

and individual factors. Based on the summary of the previous 

studies on E-CRM success factors, Chen[70] Mentioned that IT 

infrastructure is relatively weak in developing countries. Accord-

ing to Kim [71], many theories and models have been used in 

analysing the behaviour after a technology adoption such as Tech-

nology Acceptance Model2 (TAM2). The DeLone & McLean 

model is a criterion for the specific measurement for dependent 

factors in IS research.  

4.1. Delone and McLean’s model 

There are several models in IS studies focusing on the use of in-

formation systems [72] [73]. Some studies focused on the concep-

tion of IS adoption (UTAUT, UTAUT2, act) whereas the others 

focused on the Information System successes (DeLone and 

McLean model). Among these, [6] reviewed the various IS suc-

cesses comprehensively and suggested a six-factor IS success 

model as a taxonomy as well as a framework for investigating the 

relevant dependent variables in IS studies. DeLone, and McLean 

[6], comprehensively evaluated the various IS success measures 

and suggested a six-factor IS success model as a classification and 

model for measuring the complex-dependent variables in IS re-

search. This study suggests that the DeLone and McLean is re-

newed IS success model enabled the updated measurement of the 

system successes in the E-CRM domain which means that this 

model measures the quality of the system and the efficiency in the 

organization. In addition, it is considered suitable for this study 

that has effect on the individual level [30]. DeLone and McLean’s 
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model has extreme attentiveness between research in different 

areas but in the E-CRM system viewpoint, are only a few studies 

conducted to investigate the effectiveness of these factors in terms 

of employee satisfaction in telecommunication companies in de-

veloping countries. Therefore, there is a need to examine the suc-

cess model that can applied to the E-CRM context. Subsequently, 

this study aims to identify the influence of technological factors on 

perceived usefulness in terms of employee satisfaction to increase 

individual performance by using E-CRM and successfully adopt-

ing the system. Based on the research survey, this study confirms 

the factors that give impact to information quality, system quality, 

and service quality that are the core components of E-CRM in 

terms of employee satisfaction and thus helps provide an experi-

mental summary on the individual performance. 

4.2. Technology acceptance model (TAM) 

The TAM model identified users the technology from two main 

sides like perceived usefulness (related the feature) and perceived 

ease of use such as complexity) [74]. The feature is both depend-

ing and independent factors [74]. The major variables in TAM 

model that impacted user acceptance are perceived usefulness (PU) 

and perceived ease of use (PEOU) [74]. Venkatesh and Hameed 

[34]; [75] developing model by provide new factors which may 

impact the Perceived Usefulness and intention of use factor. Ease 

of Use: defined acceptable of a system for a private class of users 

carrying out particular tasks in special environment. Ease of Use 

influence user performance and satisfaction [76]. Ease of use is 

one of the concepts in the information system research [4]; [76]. 

Venkatesh[77]claimed ease of use has an effect on the initial user 

acceptance Perceived Usefulness: is the level of belief which user 

will enhance the performance of technology [74]. The users and 

perceived ease of use information found to influence perceived 

usefulness and perceived ease of use. The ease of use has more 

affected than perceived usefulness [74]; [78]. The researcher men-

tioned to behaviour cannot taken as a final goal but as a way to a 

more primary objective. TAM still the most empirically examined 

adoption model, therefore, chosen as a good guideline theory to-

ward understanding the impacting factors for E-CRM adoption in 

telecommunication companies. 

4.3. Technology acceptance model (TAM3) 

Davis [4], defines TAM model for the measurement of individual 

behaviour toward system use through two factors, perceived use-

fulness and perceived ease of use. Perceived usefulness is deter-

mined when the users believe that work performance improved by 

using a system. Perceived ease of use described as the degree to 

which an individual believes that using a particular system would 

be free from physical and mental effort. Venkatesh[34], reported 

that “Perceived usefulness is such a fundamental driver of usage 

intentions, it is important to understand the determinants of this 

construct and how their influence changes over time with increas-

ing experience using the system”. Wu[79] Mentioned that the 

testing used the original technology acceptance model for E-CRM, 

which yielded a very poor predictive value. Computer self-

efficacy improves predictability and enhances the use of E-CRM 

system. Some studies reported the influence of self-efficacy to-

ward perceived usefulness in the context of E-CRM system [80], 

[81]. 

4.4. End-user computing effectiveness model (EUCEM) 

EUCE model defined in 1980 to specific measure development 

success whereas Igbaria to influence perceived usefulness and 

perceived ease of use. The ease of use has more affected than 

perceived usefulness (Martins, et al, developed EUCEM in 1990. 

EUCS model was develop based on five variables to examine 

success attributed by top management Etezadi & Farhoomand [82]. 

Igbaria [83] defined organization support as the top management 

support whereas mentioned that managerial support involves top 

management support and the necessary resource allocation. This 

measured by looking at the top management support toward E-

CRM system, MIS employee support, and system and resource 

utilization. Top management support is the critical success factor 

and significant part for E-CRM system adoption. Training, on the 

other hand, is measured through variables such as college courses, 

external training, in-house training, and self-based training [83]. 

Al-Mamary[3], mentioned that training is a very significant factor 

to enhance employee awareness of the system usability in tele-

communication companies in addition to computer experience 

variable, which based on the personal experience of using applica-

tion systems and different computer Languages. EUCE model 

focuses on the significant factors such as top management support, 

training, and experience impact on user satisfaction however; it 

views satisfaction as the main component of system success. Mar-

cu[84], mentioned that employee performance influenced by top 

management support and training in telecommunication compa-

nies in developing countries. The advantage of EUSE model in-

cludes user training, computer experience, and organization sup-

port (top management support), which influence user satisfaction, 

as such, this model is relates to the problems in E-CRM adoption 

in telecommunication companies. 

5. Conceptual models 

The conceptual model of this study has proposed based on the 

critical success factors and adoption theories. In which the TAM 

theory support the perceive usefulness and ease of use; DeLone 

and Medline support the technology factors in terms of system 

quality, services quality and information quality as well as em-

ployee stratification; and TAM3 support computer experience and 

self-efficacy. In addition, EUCE support the top management, and 

training. The skills factor have been found as a one of the success 

factors which most of the studies reported that this factor have 

effect employee satisfaction and perceived usefulness in the using 

e-CRM performance. Figure 1 shown the proposed model of this 

study. 

 

 
Fig. 1: Proposed Model. 
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5.1. Theories adopted in conceptual model 

Table 3: Theories Adopted in Conceptual Model 
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era-
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vie

w 

LR       X    skills  

SYQ= System quality, SQ = Service Quality, IQ= Information 
Quality, TMS= Top management Support, TR= Training, US= 

User System, SK= Skills, CIE= Computer It-Efficacy, EX= 

Experience, PU= Perceived Usefulness, ES= Employee Satisfac-
tion. 

  

5.1.1. Technology factors 

a) Service Quality 

Garrido and Pandit [72][85] identified service quality as the meth-

ods of obtaining success among competing services, especially 

businesses that offer almost the same services. According to [86] 

the quality of service is one of the main factors in technology that 

measure user satisfaction. Satisfaction and service quality have 

positive significant effect toward employee satisfaction [87]. The 

aim of E-CRM is to improve profitability and revenue. One of the 

advantages of service quality is improving the best understanding 

of the relevance of service quality (E-CRM) that leads to compa-

nies’ competitiveness. Cook, & Thompson, [88] stated that the 

success or failure of business organization relates to service quali-

ty factors. Some studies have reported that service quality has 

influence on employee satisfaction and toward perceived useful-

ness [89]–[90]; [45]; [87]. Previous studies focused on service 

quality as the most important aspect of technical factors and has 

important relationships between service quality and employee 

satisfaction [91]; [45]; [92] researchers expected to mitigate nega-

tive factors whereby some of them indicated that system quality. 

The aim of E-CRM is to enhance profitability and revenue. User 

satisfaction based on E-CRM service quality that contributes to 

the improved performance and understanding of E-CRM in tele-

communication companies. User satisfaction and service quality 

have a significant relationship in E-CRM in which user satisfac-

tion depends on service quality. 

b) System Quality 

System quality contains the eligible features (ease of use and-

system flexibility and reliability) of an information-system [30]. 

Typical measures of the system quality in previous studies include 

response time, ease of-use, flexibility and stability [93]-96]; [48]; 

[71]; [18]; [64]; [66]; [40]. Wang and Liao [95], mentioned ease 

of use and appearance as system qualities that allow organizations 

to present good products and services and these qualities found to 

have a positive effect on system use. Thus, organizations gain 

competitive advantage by contributing more value to customers 

and improving customer satisfaction. The quality of E-CRM sys-

tem influences organization advantages through its impact on user 

satisfaction and performance. By enhancing overall E-CRM sys-

tem quality, the has direct and positive influence on employee 

satisfaction [96]. 

c) Information Quality 

According to previous studies [93], [97]–[103] information quality 

can be measured as follows: accuracy, timeliness, completeness, 

understanding, and accessibility. According to previously pub-

lished studies, system quality defined as the degree of information 

processing quality in the E-CRM environment when managing 

services and reaching information for telecommunication channels. 

Many researchers [13], [32], [46], [51], [104], [105] reported that 

information quality has positive importance on employee satisfac-

tion and perceived usefulness. This study will identify the impact 

of perceived usefulness in relation to employee satisfaction Ay-

yash [[106] stated that information quality is an advantage in a 

system that has significant effect on perceived usefulness, which 

will in turn influence the acceptance of a technology. 

5.1.2. Organization factor 

a) Top Management Support 

Top management support is one of the factors, which gives good 

influence to warrant the success of E-CRM adoption in an organi-

zation. The researchers confirmed that top management support 

and decision is the powerful influence toward successful E-CRM 

adoption [107]. According to Tarafdar[108], when senior manag-

ers develop important standards in support of information technol-

ogy, they strongly advocate the use of information systems within 

that organization [109]. There is an established relationship be-

tween top management support and the success of IT systems. 

Chinje [62], found that top management support, involvement, and 

understanding in E-CRM is the most powerful factor behind E-

CRM success. E-CRM function considered a strategic resource 

and companies are likely to downscale on operational elements to 

give way to E-CRM. E-CRM deemed as meeting its objectives 

when top management seen as encouraging employees to use E-

CRM and devising a mechanism to assess its effectiveness. This 

study will define top management support as "the extent of top 

management that understands the importance of the system and is 

able to ensure sufficient allocation of resources to support and 

encourage the end-users to use electronic customer relationship 

management systems". It is has a significant role based on the time 

spent on directing executive committees or supervising executive 

teams Ghobakhloo & Hong [110].  

b) Training 

Training is the main component of E-CRM adoption as it ensures 

that employees have all the required aptitudes to use the new e-

CRM system [111]. Telecommunication companies influence 

employee participation in terms of performance and effort to facil-
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itate their adoption of E-CRM system. Olupot[112] mentioned that 

training is the major contributor toward positive impact on em-

ployee performance. It performance with similar characteristics 

[113]. Saeed et al. indicated that the main issue in telecommunica-

tion companies is employee satisfaction level. Yusof [114], re-

ported that the user training plays a significant role in ensuring 

that users understand, use the system, and help to manage ex-

change process effectively [2]. Additionally, Yahaya [115], men-

tioned that training need to be addressed. According to Bradford 

& Florin [75]the level of employee training has positive relation-

ship with implementation success. This study will define the fre-

quency of internal and external training provided to E-CRM end-

users in view that training increase user awareness.  

5.1.3. Individual factors  

a) Ease of Use 

System quality relates to the level of user perception in using a 

system. Akter [116], defined system quality as the awareness level 

of system use. Some researchers mentioned there are three system 

items: efficiency, reliability, and privacy, which constitute user 

perception toward E-CRM system quality. Reliability determines 

the level of [116] E-CRM platform, which is available anytime 

and anywhere. It is also define as the ease of using E-CRM plat-

form. Privacy means the level of information security in using E-

CRM platform. According to Jackson .et.al [35], perceived useful-

ness is a fundamental determinant of system use. There are theo-

ries that perceived usefulness as significantly correlated with sys-

tem use. Wang [95] stated the main factors that contribute to suc-

cessful adoption of E-CRM are employee satisfaction, system use, 

and perceived usefulness. Many studies mentioned the impact of 

system use on employee satisfaction in other areas such as elec-

tronic record information system, e-learning, and cloud computing 

[117];[33]; [118]; [95]. 

b) Skills 

Lumpur and View [119], defined skills as an educated strength of 

accomplishing something: a created fitness or capacity. Kuan 

[120], identified that skills is the result of training. From the pre-

vious definition, skills are one of the features that helps the suc-

cess of any user system [106]. On the other hand, Kuan [121] 

[122], mentioned that skills help employee improve and integrate 

E-CRM technology with management process. Rahimiparvar 

[123], mentioned that skills enhance employee satisfaction and 

acceptance toward performance services. Gefen [124], stated that 

skills provide direct impact on employee satisfaction. In other 

studies, it was found that organizations that focused on employee 

E-CRM experience will eventually become efficient and have 

strong customer relationship [123][22]. Munkvold [115], cited that 

skills are the individual factor that has strong significance to the 

system success. Previous studies found strong relationship be-

tween organization success level and employee skill level ([125]; 

[126][127] mentioned that skills are part of human factors that 

have great significance to employee satisfaction. [128] supported 

the idea that skills lead to higher employee satisfaction. [129] and 

[130] also mentioned that employees have sufficient skills to know 

what help can be expected from the system. [131] [132]reported 

that skills have a significant relationship with employee satisfac-

tion. Skills are one of the success factors for E-CRM system[133] 

c) Computer self-efficacy 

Computer self-efficacy is the most basic factor for computer abili-

ties and computer use Avlonitis and Taylor [134][135][134] 

demonstrated that personal computer is an individual aspect of 

capacity to oversee and execute undertaking to accomplish tasks. 

Self-adequacy is not a measure of expertise; rather, it reflects what 

people trust they can do with the skills they have. Research find-

ings from previous examinations propose a positive connection 

between self-adequacy and user views Hu and Speier [113][67]. 

Research discoveries from past investigations proposed a positive 

connection between self-efficacy and user convictions [113]. Us-

ers who have self-efficacy would value the system better and thus 

be more involved. Divided self-efficacy into three dimensions: 

magnitude, strength, and generalizability. The extent of self-

efficacy alludes to the level of difficulty that one deems achieva-

ble. Self-efficacy quality relates to the level of confidence toward 

judgment. It likewise mirrors the opposition of self-efficacy to 

clear data. Generalizability of self-efficacy demonstrates the de-

gree to which the view of self-efficacy is limited to a specific 

event. Several researchers predicted its usage by investigating 

perceived usefulness and employee satisfaction factors. Lack of 

computer self-efficacy leads to more negative individual under-

standing toward a technology [67]. Employees with high computer 

self-efficacy will have better view of E-CRM system as wells as 

better perceptions toward its success. Speier and Bennett 

[67][136] examined self-efficacy in general rather than specifical-

ly in task and found positive relationship among self-efficacy and 

employee satisfaction. D'Ambra [54]found that self-efficacy is 

likely to relate to perceived usefulness.  

d) Computer experience 

Computer experience relates to the extent of experience in using 

application system. Jaber [1] referred the experience to efficiency 

success metrics that highlight employee satisfaction and employee 

lifetime value. Hart [137], mentioned that the level of experience 

contributes to E-CRM positive effect from authoritative learning 

point of view. They noticed that the utilization of and involvement 

in E-CRM enhanced the organization's capacity to acquire power-

ful outcomes with this activity, expanding efficiency and ad-

vantages of E-CRM with time expansion since its implementation. 

Karim and Hung [138][139], mentioned that there is a relationship 

between computer experience and employee satisfaction. Kim, 

and Yang; Park and Kim [107][140][71] indicated that experienc-

es have a positive effect on employee satisfaction. Hart [137], 

indicated that experience affects the success of E-CRM system. 

There is little evidence examining how employees learn from their 

experiences in developing, adopting, and managing E-CRM. Re-

ports showed there is a significant relationship between employee 

and experience that contributes to the success of E-CRM system.  

5.1.4. Perceived usefulness 

Perceived usefulness refers to employee perception that use of 

new technology will improve their satisfaction .While Hart Okorie 

Awa [141], indicated that perceived usefulness provides personal 

features into how actual use and intention to use are influenced. 

On the other hand, Hart Okorie Awa [141], reported to the per-

ceived usefulness is determined from influence of external varia-

bles. Perceived usefulness has strong correlation with employee 

satisfaction, which, in turn, influence system success [4]. Whereas 

perceived usefulness is concerned with performance as a conse-

quence use. In this sense, the perceived usefulness can be affected 

by various factors such as system use, skills, computer self-

efficiency and experience of using E-CRM system. According to 

Scherer and Ayyash [142][106], perceived usefulness is positively 

related to self-efficacy and the skill using system. On the other 

hand, the researchers reported a positive correlation between per-

ceived usefulness, self-efficacy and kinds of skills. [142] men-

tioned that low level of self-efficacy with higher levels of per-

ceived usefulness cause problem for the adoption of successful of 

ECRM system. Satisfaction is an individual evaluation of the dif-

ferent experiences. To satisfy employee, their’ needs and values 

on E-CRM system functions [76],[70]. As stated, a positive expe-

rience of using system lead to greater user satisfaction [70]. Simi-

larly, the perceived usefulness of the system’s using influence 

subsequent use and user satisfaction [70]. Therefore, perceptions 

of usefulness and employee satisfaction must be taken from the 

employee’ point of view. Because a system that perform important 

tasks is perceived to be more useful, it is expected that the E-CRM 

system should enhance and improve the performance of related 

tasks, and hence encouraging user satisfaction . The more useful 

the system, the more likely the user will be satisfied. To this end, 

the usefulness of the system plays a vital role in satisfying the user 

of a system [134].  
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5.1.5. Employee satisfaction 

Employees are the important assets of organizations and play a 

significant role in their success [143],[76]. Some researchers have 

defined satisfaction as positive feelings or aggressive responses; 

whereas others defined it as the gap between expected gain and 

the actual gain [76]. Measuring employee satisfaction through 

some individual factors such as skills, experience, computer it-

efficiency and system use offers an indication of how successful 

the E-CRM system [76]; [143]; [144]; [76] . For example, [145] 

identified employee satisfaction has positive impact on the suc-

cessful use of CRM in telecom company. In the context of Tele-

com Company, the E-CRM considered the prime element of or-

ganization success; therefore, employee satisfaction and experi-

ence of using ECRM are the main construct of ECRM [146]–[147]. 

Therefore, this study’s research model assesses the direct impact 

of skills, experience, system use, and computer self-efficiency on 

employee satisfaction. In addition, the study will examine the 

indirect effect of independent variable on satisfaction. 

5.1.6. Individual performance impact 

Janssen and Van Yperen (2004) identified the difference between 

responsibility performance results and innovative performance 

results in which responsibility performance results considered in 

determining business targets and objectives. There are researchers 

who identified individual performance in E-CRM critical success 

factor [101] Individual impact is tested through performance of 

job efficacy and quality of service in work [148]. Individual per-

formance is measured by individual productivity and efficiency 

awareness [149]. There are different ways to measure individual 

performance impact and they vary between researchers. This study 

measured three items (effectiveness, productivity, and perfor-

mance) for employee’s individual performance impact in relation 

to E-CRM system. 

6. Conclusion 

The objective of this study is to identify the theories that become 

the component in employee satisfaction toward E-CRM system. 

The theories based on three other theories. The current theories 

have confirmed the effect of E-CRM by determining the main 

factors that influence the relationship between E-CRM and em-

ployee satisfaction. Continued enhancements to achieve the im-

portant level of employee satisfaction have generally confirmed. 

Based on the theories, this study identified three main dimensions: 

technology, organization and individual factors, which affect em-

ployee satisfaction, and consequently, individual performance. 

These three dimensions have important influence on employee 

satisfaction. The aim of this study is to develop a model for E-

CRM and understand the significance of employee satisfaction 

toward a successful E-CRM system that will enhance individual 

performance in telecommunication companies.  

7. Result 

The study identified the factors from the three domains that con-

tribute to the success of E-CRM system in the context of develop-

ing countries Although E-CRM system adoption in telecommuni-

cation companies may not be feasible due to the influence of em-

ployee satisfaction on service quality, it does have an influence on 

employee satisfaction and organization profitability. To successful 

adopt E-CRM system, telecommunication companies need to inte-

grate E-CRM-based technology to improve individual perfor-

mance; however, the success is very much dependent on employee 

satisfaction. The study therefore identified three key gaps in user 

satisfaction that affect individual performance. 
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