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Abstract: Despite the growing significance of electronic customer relationship 
management (E-CRM) and its influence on consumer behaviours, there remains 
a scarcity of studies investigating the underlying mechanisms necessary for 
enhancing customer loyalty. In light of this gap, this study is a foremost study 
that aims to investigate a comprehensive model that examines the relationship 
between E-CRM and customer loyalty, employing the serial mediation of 
customer experience and customer satisfaction. Data was collected from 836 
bank customers utilising E-CRM services provided by their banks. The findings 
indicate that E-CRM plays a vital role in fostering customer loyalty through the 
serial mediation of customer experience and customer satisfaction. The study 
will aid banks in establishing closer connections with their customers by 
targeting their specific needs and delivering value-added services, all while 
actively engaging through feedback to enhance customer service. 
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1 Introduction 

The market for customer relationship management (CRM) witnessed remarkable growth 
globally, with a valuation of $71.06 billion in 2023. Projections indicate that this market 
is set to soar even higher, reaching a staggering $157.53 billion by 2030, propelled by a 
robust compound annual growth rate (CAGR) of 12% from 2023 to 2030 (Fortune 
Business Insights, 2023). Companies worldwide have recognised the indispensable value 
of CRM/E-CRM in customer acquisition and retention, emphasising the need for 
enduring customer relationships. Irrespective of their scale, organisations are actively 
engrossed in cultivating long-term customer relationships, acknowledging the customers’ 
paramount importance (Das et al., 2018). To achieve customer-centric objectives, CRM 
systems must evolve, enhancing their predictive capabilities and precision while 
prioritising the delivery of personalised and impactful customer experiences. Recognising 
the imperative to meet customers’ digital demands and offer seamless services at their 
fingertips, businesses are transitioning from traditional CRM to advanced E-CRM 
systems (Herman et al., 2020). E-CRM has gained scholarly attention over the last few 
decades (Khan et al., 2020; Kumar et al., 2022). However, the potential of E-CRM 
remains largely untapped in the Indian context, as most research in this domain primarily 
focuses on developed nations (Mang’unyi et al., 2018). E-CRM is still in its nascent 
stage, requiring significant growth to meet the imperative of digital transformation 
(Kumar et al., 2022; Mokha and Kumar, 2022). Consequently, investment in E-CRM has 
become an urgent necessity. E-CRM is defined as an information system that allows 
organisations to build an enduring relationship with their customers over the web using 
numerous electronic touch points such as web browsers, emails, etc. (Abdulfattah, 2012). 

Previous research has consistently demonstrated the positive impact of E-CRM on 
various aspects, including customer satisfaction (Kumar and Mokha, 2022; Rashwan 
et al., 2019), customer loyalty (Mang’unyi et al., 2018), customer retention (Al-Dmour 
et al., 2019), and financial profitability (Dubihlela and Khosa, 2014). However, there are 
still certain research findings that indicate a lack of impact by the E-CRM system,  
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leaving the business community disheartened (Singh and Sirohi, 2014). This discrepancy 
in E-CRM’s effectiveness could stem from the oversight of business processes and the 
implementation of features that fail to truly observe customer loyalty and satisfaction, or 
it may be influenced by individuals’ apprehensions towards the technology itself (Hamid 
et al., 2019). Therefore, there is a pressing need to investigate the significance of E-CRM 
and uncover the underlying mechanisms required to enhance customer loyalty. 

Organisational-level interventions can play a pivotal role in fostering customer 
loyalty. The level of customer loyalty escalates when customers are content and satisfied 
with the products/services offered by their organisations (Damberg et al., 2022; Tahir, 
2020). Arokiasamy (2013) further emphasises that loyalty cannot be achieved without 
satisfaction, highlighting its indispensable role. Consequently, customer satisfaction 
catalyses word-of-mouth promotion, repeat visits, repurchasing, and other loyal 
behaviours within the business context (Hayati et al., 2020). Furthermore, an area that 
demands greater attention is customer experience (Cajestan, 2018; Kumar et al., 2022), 
which has proven to be a pivotal factor in attaining sustainable competitive advantages 
(Kranzbühler et al., 2018). Customers become satisfied and loyal through the experiences 
they encounter (Klaus and Maklan, 2013). In fact, a significant 78% of organisations 
have acknowledged that positive customer experiences serve as a powerful tool for 
nurturing their businesses and strengthening customer relationships (SuperOffice, 2021). 
Recognising that the long-term success of their business hinges on customer consent, 
organisations must focus on fostering stronger customer engagement and enduring 
customer experiences to cultivate satisfaction and loyalty towards their products, 
services, or brands (Chauhan et al., 2022; Chepur and Bellamkonda, 2022). Kumar et al., 
(2022) strongly advocate for studying customer experience within the realm of E-CRM to 
enhance customer satisfaction and loyalty. Against this backdrop, we propose to examine 
customer experience and satisfaction as mechanisms mediating the relationship 
between E-CRM and customer loyalty. Our assumption is rooted in the 
stimulus-organism-response (SOR) model, asserting that environmental characteristics 
(here E-CRM) act as stimuli that influence the cognitive and affective state of individuals 
(here customer experience and satisfaction), ultimately leading to specific responses (here 
customer loyalty). 

Therefore, this study aims to address the aforementioned gaps in the literature and 
provide valuable insights. The choice of the banking industry as the research context is 
justified by the fact that banks represent a traditional form of service industry, with 
extensive customer information, contractual services, and the potential for long-term 
profitability through customer loyalty (Reichheld, 1996). Moreover, there has been a rise 
in complaints regarding E-CRM services, such as ATM, debit/credit cards, and mobile or 
e-banking. Hence, there is a compelling need to investigate E-CRM within the banking 
industry to gain a comprehensive understanding of the current dynamics between  
E-CRM, customer loyalty, customer experience, and satisfaction. Table 1 provides a few 
latest studies in the context of E-CRM. 
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Table 1 A summary of a few latest studies of E-CRM 
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2 Theoretical framework 

The present research builds upon existing literature, which demonstrates that establishing 
a distinctive and enduring customer-company relationship can lead to the achievement 
and maximisation of customer loyalty (Das et al., 2018). The study is grounded in the 
SOR model, initially proposed by Mehrabian and Russell (1974) and further developed 
by Jacoby (2002). Thus, the SOR model serves as the underlying framework to elucidate 
the indirect relationships between E-CRM and customer loyalty, mediated by customer 
experience and satisfaction. According to the SOR model, stimuli, representing 
environmental characteristics, exert an influence on the organism (i.e., the emotional and 
affective aspects of customers), ultimately shaping behavioural responses (Donovan and 
Rossiter, 1982). This model emphasises the mediating role of the organism between 
stimuli and behavioural responses. In the context of e-commerce, stimuli refer to the 
distinctive attributes of the e-commerce environment (Yadav and Rahman, 2018). 
Organism refers to the internal states of customers, encompassing their perceptions, 
observations, evaluations, feelings, and aspirations toward the stimuli, while behavioural 
responses encompass customer loyalty, purchase intention, and similar aspects (Sautter 
et al., 2004). E-CRM is regarded as a stimulus, representing web-based technologies that 
enable the provision of personalised and customised products and services to customers 
through various electronic touchpoints (Mokha and Kumar, 2022). Customer experience 
and satisfaction are categorised as the organism since they pertain to the emotional and 
cognitive states of customers. On the other hand, customer loyalty is viewed as a 
behavioural response that reflects customers’ actions and behaviours corresponding to 
their internal mindset. E-CRM serves as a means to attract and retain customers, fostering 
unique and long-term relationships with both service providers and customers by 
delivering personalised and memorable experiences that promote satisfaction, ultimately 
culminating in customer loyalty (Mulyono and Situmorang, 2018). Thus, this study 
adopts the SOR model as the theoretical framework to explore the impact of E-CRM 
(stimulus) on customer experience and satisfaction (organism), leading to customer 
loyalty (behavioural response). 

3 Hypotheses development 

3.1 E-CRM and customer loyalty 

E-CRM proves to be highly effective in cultivating robust customer relationships and 
fostering the creation of a desirable virtual realm, ultimately leading to customer loyalty 
(Mokha and Kumar, 2021). Customer loyalty stands as the paramount and ultimate 
objective of relationship marketing endeavours. Mang’unyi et al. (2018) defined E-CRM 
as “technology-centred relationship marketing to build, attract and retain customers”. It 
helps to enhance and improve the loyalty of the customers for a longer time period 
(Herman et al., 2020). Customer loyalty is the main objective of any relationship 
marketing activities. Oliver (1999) defined customer loyalty as “a sincere commitment 
towards buying the same brand of product or service repeatedly in the future, despite 
situational factors and marketing efforts which may have the potential to trigger the 
switching behaviour”. Strategic investment in E-CRM technology has the potential to 
foster customer loyalty (Arjmand et al., 2023), as E-CRM offers personalised products 
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and services that cater to the individual preferences of customers, aligning with the 
growing trend of customisation (Sokmen and Bas, 2019). Sustaining a loyal customer 
base is essential for any organisation’s long-term survival in today’s dynamic business 
environment. To thrive amidst volatility, companies must consistently deliver 
high-quality services that resonate with customers, thereby bolstering loyalty (Al-Shoura 
et al., 2017). Kumar and Mokha (2020) posit that encouraging customers to repeat 
purchases or refer the company to their friends and family demonstrates a tangible 
manifestation of customer loyalty. Notably, when banks provide exceptional services, 
they expand their pool of profitable customers, with satisfied customers actively 
recommending their banks to their social circles, generating positive word-of-mouth 
(Abu-Shanab and Anagreh, 2015; Oumar et al., 2017). Consequently, genuine customer 
loyalty manifests through a higher level of repeat patronage (Mang’unyi, 2018). While 
existing literature found a positive relationship between E-CRM and customer loyalty 
(Kumar and Mokha, 2020; Mang’unyi et al., 2018; Mokha and Kumar, 2022; Shastri  
et al., 2020; Sokmen and Bas, 2019), a study by Ismail and Hussin (2017) and 
Nurrohman et al. (2023) suggest the absence of such a relationship. Consequently, further 
investigation is warranted to comprehensively examine the current state of the 
relationship between E-CRM and customer loyalty. Thus, we propose the following 
hypothesis: 

H1 E-CRM has a positive relationship with customer loyalty. 

3.2 E-CRM and customer experience 

The key purpose of any marketing campaign is to promote the profitability of a business 
and sustain good relationships with the customers (Kotler and Keller, 2016). Customers 
need to live time-built experiences of all the relationship moments they have with their 
companies in a more superior and fruitful manner to improve their unique relationships 
with their companies (Klaus and Maklan, 2013). Schmitt (1999) defined customer 
experience as “a result of undergoing or living through things that cater to sensory, 
cognitive, emotional, relational and behavioural values”. E-CRM offers companies or 
businesses a web technology that captures a 360-degree view of their customers to 
provide improvised and positive experiences to their customers (Mulyono and 
Situmorang, 2018). To attain a competitive advantage in a virtual environment, customer 
experience is substantiated as a vital factor (Cajestan, 2018). Customers interact with 
their service providers using various electronic touch points such as virtual assistants, 
mobile, chatbots, etc. Customers have heightened expectations for seamless interactions 
and transactions with their banks, demanding efficiency, speed, and personalisation 
(Kumar et al., 2022; Mokha and Kumar, 2022). Thus, to maintain financial performance, 
it becomes imperative to provide customers with memorable and positive experiences. 
Consequently, we formulate the following hypothesis: 

H2 E-CRM has a positive relationship with customer experience. 

3.3 E-CRM and customer satisfaction 

Customer satisfaction plays a pivotal role in the advancement of E-CRM. According to 
Oliver (2010), customer satisfaction is defined as the judgment that a product, service, or 
its features have provided a pleasurable level of consumption-related fulfillment, 
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encompassing both under and over-fulfillment. When customers are satisfied with the 
services offered by their service providers, it strengthens the relationship between them, 
ultimately leading to positive word-of-mouth recommendations (Mulyono and 
Situmorang, 2018). The level of customer satisfaction correlates with the quality of the 
relationship between customers and service providers, wherein higher satisfaction levels 
result in enhanced relationship quality (Upadhyaya, 2020). E-CRM facilitates the 
provision of up-to-date and accurate real-time information to customers. Furthermore, 
Oumar et al. (2017) postulated that E-CRM contributes to the maintenance of 
long-lasting customer relationships while driving the advancement of digital platforms, 
thereby improving customer satisfaction. Consequently, effective implementation of 
E-CRM services leads to customer satisfaction. Although previous literature consistently 
highlights the positive relationship between E-CRM and customer satisfaction (Ismail 
and Hussin, 2017; Safari et al., 2016; Oumar et al., 2017; Mang’unyi et al., 2018; 
Mulyono and Situmorang, 2018; Al-Dmour et al., 2019; Rashwan et al., 2019; 
Upadhyaya, 2020), a study conducted by Tariq et al. (2019) revealed the absence of such 
a relationship and even a decrease in satisfaction levels. Hence, there is a need to 
thoroughly examine the relationship between E-CRM and customer satisfaction. As a 
result, we formulate the following hypothesis: 

H3 E-CRM has a positive relationship with customer satisfaction. 

3.4 Customer experience and customer satisfaction 

A remarkable and positive encounter contributes to an elevation in customer satisfaction 
(Raina et al., 2019). Customers expect seamless transactions that save their time and 
effort. By providing streamlined platforms, companies can elicit a sense of delight among 
customers, thereby enhancing their satisfaction levels (Chahal and Dutta, 2014). Sharma 
et al. (2016) suggest that the greater the customer’s contentment with the products or 
services, the higher their level of satisfaction. Cajestan (2018) further asserts that 
customer experiences play a crucial role in improving customer satisfaction, as customers 
derive pleasure from seeing their service providers recognise their behavioural patterns 
and deliver unique experiences that contribute to heightened satisfaction. Ultimately, 
these factors contribute to improved business performance. Prior literature consistently 
supports the positive relationship between customer experience and customer satisfaction 
(Kamath et al., 2019; Mulyono and Situmorang, 2018; Nobar and Rostamzadeh, 2018; 
Raina et al., 2019; Syahputra and Muwatiningsih, 2019; Saini and Singh, 2020). Hence, 
we formulate the following hypothesis: 

H4 Customer experience has a positive relationship with customer satisfaction. 

3.5 Customer experience and customer loyalty 

A positive and memorable experience that customers derive from their interactions with 
service providers fosters customer loyalty (Pine and Gilmore, 1998). This remarkable 
experience elicits positive emotional responses in customers (Chahal and Dutta, 2014), 
thereby increasing their loyalty toward the service provider. Such loyal customers are 
more inclined to repurchase and recommend the products or services to their friends and 
relatives (Mulyono and Situmorang, 2018). Notably, previous research has primarily 
explored the antecedents of customer loyalty through the lens of customer satisfaction 
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rather than customer experience (Cajestan, 2018). The customers’ evaluation of services 
relies on both rational and affective cues embedded in their overall customer experience 
(Ferguson et al., 2010). These cues foster customers’ commitment to their service 
providers, thereby enhancing customer loyalty (Brun et al., 2017; Kamath et al., 2019). 
Existing literature confirms the positive association between customer experience and 
customer loyalty (Cajestan, 2018; Klaus and Maklan, 2013; Nobar and Rostamzadeh, 
2018; Raina et al., 2019; Saini and Singh, 2020; Srivastava and Kaul, 2016). Hence, we 
formulate the following hypothesis: 

H5 Customer experience has a positive relationship with customer loyalty. 

3.6 Customer satisfaction and customer loyalty 

Customer loyalty is fostered by satisfied customers (Hosseini and Shahmoradi, 2016). 
When customers are content with the products or services provided by their service 
providers, they are inclined to recommend them to friends and relatives (Mulyono and 
Situmorang, 2018). Customer satisfaction is widely acknowledged as one of the 
determinants of customer loyalty (Kamath et al., 2019). Customers’ loyalty is 
strengthened when they perceive that their banks understand their needs and offer optimal 
solutions (Tahir, 2020). Furthermore, behavioural theories such as the ‘learning theory’ 
and the ‘theory of cognitive dissonance’ suggest that customer satisfaction is a key driver 
of customer loyalty. While satisfaction can be achieved without loyalty, the reverse is not 
necessarily true (Arokiasamy, 2013), as customers may hold accounts with multiple 
banks but choose to remain loyal to a single institution (Mang’unyi et al., 2018). While 
prior research has established positive associations between customer satisfaction and 
customer loyalty, a study by Hosseini and Ahmadi Nejad (2009) explicitly stated that 
customer satisfaction does not invariably lead to customer loyalty. Therefore, it is 
imperative to examine the relationship between customer satisfaction and customer 
loyalty. Thus, the current study formulates the following hypothesis: 

H6 Customer satisfaction has a positive relationship with customer loyalty. 

3.7 Mediating role of customer experience  

The SOR model establishes a connection between E-CRM, customer experience, and 
customer loyalty. According to the SOR model, stimuli represented by environmental 
characteristics (here E-CRM) impact the organism, encompassing the affective and 
cognitive aspects of customers (here customer experience), ultimately influencing 
behavioural responses (here customer loyalty). E-CRM equips companies with 
web-based technologies that enable them to capture a comprehensive view of their 
customers, facilitating the delivery of enhanced and positive experiences (Mulyono and 
Situmorang, 2018). A positive customer experience is widely regarded as a prerequisite 
for enhancing and cultivating long-lasting relationships with customers. Consequently, 
when customers are satisfied with the products or services offered by their service 
providers, they tend to recommend them to friends and relatives, fostering customer 
loyalty (Cajestan, 2018). Pine and Gilmore (1998) assert that customers develop loyalty 
due to the favourable experiences they encounter during transactions with their service 
providers. These positive experiences evoke affirmative emotional responses in 
customers (Chahal and Dutta, 2014), thereby contributing to increased loyalty, 
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repurchase intention, and word-of-mouth recommendations to friends and relatives (Saini 
and Singh, 2020). Based on this understanding, we propose that customer experience acts 
as a mediating factor between E-CRM and customer loyalty. Therefore, we formulate the 
following hypothesis: 

H7 Customer experience mediates the relationship between E-CRM and customer 
loyalty. 

3.8 Mediating role of customer satisfaction 

The S-O-R model establishes a relationship between E-CRM, customer satisfaction, and 
customer loyalty. According to the SOR model, stimuli represented by environmental 
characteristics (in this case, E-CRM) impact the organism, encompassing the emotional 
and affective aspects of customers (in this case, customer satisfaction), ultimately 
influencing behavioural responses (in this case, customer loyalty). E-CRM not only 
contributes to the maintenance of long-lasting customer relationships but also stimulates 
the advancement of digital platforms, leading to improved customer satisfaction (Oumar 
et al., 2017). Customer satisfaction is widely recognised as the most crucial factor for 
business success (Otto et al., 2020). Consequently, when customers are satisfied with the 
products or services offered by their service providers, they tend to recommend them to 
friends and relatives, resulting in loyal customers (Mulyono and Situmorang, 2018). 
Arokiasamy (2013) affirms that satisfaction is indispensable for achieving customer 
loyalty, positioning it as one of the antecedents of loyalty (Kamath et al., 2019). While 
past literature indicates that customer satisfaction plays a mediating role between E-CRM 
and customer loyalty, studies by Ismail and Hussin (2016) and Rashwan et al. (2019) 
suggest that customer satisfaction may not influence the relationship between E-CRM 
and customer loyalty. Therefore, it is pertinent to investigate the mediating effects of 
customer satisfaction on the relationship between E-CRM and customer loyalty. 
Therefore, we formulate the following hypothesis: 

H8 Customer satisfaction mediates the relationship between E-CRM and customer 
loyalty. 

3.9 Serial mediating role of customer experience and customer satisfaction 

This hypothesis is also formulated on the notion of the SOR model that ratifies that 
E-CRM (stimuli) impact the customer experience and customer satisfaction (organisms) 
that ultimately influences customer loyalty (responses). The effective implementation of 
E-CRM is instrumental in fortifying customer relationships by enabling comprehensive 
monitoring and tracking of customer interactions and behaviours (Kumar et al., 2022). 
This valuable information empowers companies to deliver tailored products and services 
that foster positive and memorable customer experiences. Positive customer experiences 
serve as a fundamental prerequisite for customer satisfaction, with satisfaction or 
dissatisfaction being outcomes directly influenced by customer experience (Mokha and 
Kumar, 2022). Companies that excel in providing an exemplary customer experience 
witness heightened levels of customer satisfaction, loyalty, and improved customer 
retention. Consequently, customer experience emerges as a vital facet of consumer 
behaviour, stimulating the growth of a virtual environment that ultimately enhances 
customer satisfaction (Upadhyaya, 2020). The more positive and favourable the customer 
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experience, the greater the degree of customer satisfaction (Cajestan, 2018), which in turn 
cultivates stronger customer loyalty. Building upon this line of reasoning, we propose 
that E-CRM initiates customer experiences, which in turn influence customer satisfaction, 
ultimately resulting in heightened customer loyalty. Thus, our conceptual model suggests 
the existence of a serial mediation process. Therefore, we formulate the following 
hypothesis: 

H9 Customer experience and customer satisfaction serially mediate the relationship 
between E-CRM and customer loyalty. 

Based on the theoretical framework and hypotheses development, we propose a research 
model for the study as presented in Figure 1. 

Figure 1 Proposed research model 

 

4 Research methodology 

4.1 Sample and data collection 

The primary data for this study was collected from customers of 10 banks in Delhi/NCR, 
India. The selected banks comprised the top five public sector banks and the top five 
private sector banks based on market capitalisation in 2019. To ensure the reliability of 
the measurement scale, a pilot test was conducted using Cronbach’s alpha on a sample of 
50 bank customers. The obtained value exceeded 0.70, indicating satisfactory internal 
consistency, thus confirming the scale’s reliability for further analysis. Following the 
pilot testing, a total of 1,200 questionnaires were administered to respondents using a 
purposive sampling approach. Respondents were requested to select their respective 
banks from the provided list, and the data from 836 valid responses were considered for 
the study. 

Among the respondents, 453 were male, and 383 were female. In terms of educational 
qualifications, 356 held a bachelor’s degree, 255 held a postgraduate degree, 104 
completed high school, 32 held a doctorate, and 89 possessed a professional degree. 
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Regarding age distribution, 364 respondents were below 30 years, 328 fell within the 30 
to 40 years age bracket, and the remaining 144 were aged 40 years or above. 

4.2 Measures 

The measurement scales used in this study were obtained from existing literature. To 
assess E-CRM, a 19-item scale consisting of six dimensions was adopted from 
Abdulfattah (2012). These dimensions include ‘customised products/services, transaction 
security/privacy, alternative payment methods, problem-solving, online feedback, and 
frequently asked questions (FAQs)’. Customer experience was measured using a 19-item 
scale derived from Klaus and Maklan (2013), which encompasses four dimensions: 
‘peace of mind, moments-of-truth, outcome focus, and product experience’. The scale for 
customer satisfaction comprising 18 items was adopted from Chen et al. (2012) which 
encompasses six dimensions: ‘content, accuracy, format, ease of use, timelines and 
safety’. Lastly, the scale for customer loyalty was adopted from Jones and Taylor (2007) 
consisted of 24 items which encompass three dimensions: ‘behavioural loyalty, 
attitudinal loyalty, and cognitive loyalty’. 

5 Results 

5.1 Descriptive statistics 

Table 2 presents the descriptive statistics, including the mean, standard deviation, and 
correlation values of the data. Analysis of Table 2 shows that the mean values of all four 
variables range were more than 3 depicting the positive attitude of the respondents 
towards the E-CRM, while the standard deviation was less than 1 depicting no high 
variation in the data. The correlation matrix indicates that all four variables are 
statistically significant (p < 0.01). Furthermore, the correlation coefficients between the 
variables range from 0.369 to 0.478, indicating moderate relationships. Thus, there is a 
positive correlation among all the variables. 
Table 2 Mean, standard deviation, correlation matrix, and discriminant validity 

 Mean Standard deviation E-CRM CE CS CL 
E-CRM 3.178 0.462 0.710#    
CE 3.598 0.467 0.437** 0.726#   
CS 3.703 0.537 0.432** 0.478** 0.751#  
CL 3.393 0.501 0.369** 0.415** 0.370** 0.761# 

Notes: **p-value <0.01; # square root of AVE. CE = customer experience; CS = 
customer satisfaction; CL = customer loyalty. 

5.2 Measurement model 

Confirmatory factor analysis (CFA) was conducted to evaluate the fit indices of the 
measurement model. The results indicated that all fit indices, including CMIN/DF 
(1.903), GFI (0.855), AGFI (0.846), NFI (0.926), TLI (0.962), CFI (0.963), RMSEA 
(0.033), and SRMR (0.035), lie within the acceptable range according to Hair et al. 
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(2010). These findings demonstrate that the collected data align well with the proposed 
measurement models. To assess the reliability and validity of the data, both SPSS and 
CFA using AMOS were employed. Following the criteria outlined by Fornell and Lacker 
(1981), composite validity is achieved when the composite reliability (CR) exceeds 0.70 
and the average variance extracted (AVE) exceeds 0.50. The results of convergent 
validity, as presented in Table 3, indicate that all four latent constructs met the criteria, as 
the CR values exceeded 0.70 and the AVE values surpassed 0.50. Table 3 also presents 
the results of Cronbach’s alpha, which was calculated to assess the internal consistency of 
the adopted scale. A Cronbach’s alpha value above 0.70 is considered reliable (Nunnally, 
1978). This table demonstrates that all constructs achieved Cronbach’s alpha values 
higher than 0.70, indicating satisfactory levels of reliability. 
Table 3 Results of convergent validity 

Constructs Regression 
weights 

Cronbach
’s alpha 

Composite 
reliability 

(CR) 

Average 
variance 

extracted (AVE) 
E-CRM  0.938 0.860 0.505 
Customised products/services 
(CPS) 

0.707    

Transaction security/privacy 
(TSP) 

0.718    

Alternative payment methods 
(APM) 

0.714    

Problem solving (PS) 0.701    
Online feedback (OF) 0.714    
Frequently asked questions 
(FAQs) 

0.708    

CE  0.950 0.816 0.526 
Peace of mind (POM) 0.728    
Moments-of-truth (MOT) 0.727    
Outcome focus (OTF) 0.738    
Product experience (PE) 0.710    
CS  0.951 0.860 0.505 
Content (C) 0.755    
Accuracy (A) 0.768    
Format (F) 0.715    
Ease of use (EOU) 0.730    
Timeliness (T) 0.795    
Safety (S) 0.742    
CL  0.970 0.804 0.578 
Behavioural loyalty (BL) 0.705    
Attitudinal loyalty (AL) 0.854    
Cognitive loyalty (CGL) 0.714    

Note: CE = customer experience; CS = customer satisfaction; CL = customer loyalty. 
Source: Author’s own 
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In addition to assessing convergent validity, discriminant validity was also examined. 
According to the criteria established by Fornell and Lacker (1981), discriminant validity 
is achieved when the square root of the AVE exceeds the correlation values between the 
corresponding constructs. The results for discriminant validity are presented in Table 2. 
Analysis of Table 2 reveals that the square root of the AVE values (shown on the 
diagonal) exceeded the correlation values between the corresponding constructs (shown 
off the diagonal). Hence, all four constructs exhibited discriminant validity. Considering 
both Table 2 and Table 3, it is apparent that all four latent constructs demonstrated both 
convergent and discriminant validity. Therefore, the constructs exhibited high levels of 
reliability and validity. 

5.3 Common method biasness 

Furthermore, to examine the potential presence of common method biases (CMB) within 
the measurement model, we adopted the common latent factor (CLF) approach. CMB 
occurs when the difference between standardised regression weights in models with and 
without the CLF exceeds 0.20. The results of the current study indicate that CMB was not 
present in the data, as the observed difference was below 0.20. Therefore, no concerns 
regarding CMB were identified. 

5.4 Structural model 

The collected data underwent analysis using structural equation modelling (SEM) 
conducted through AMOS (26.0). Maximum likelihood estimation (MLE) was employed 
along with the bootstrapping method, utilising 2,000 bootstrap replicates for result 
assessment. The direct relationships among the four constructs were examined within the 
hypothesised model. The goodness-of-fit indices indicated that the model fit was 
acceptable: CMIN/DF: 1.903; GFI: 0.855; AGFI: 0.846; NFI: 0.926; TLI: 0.962; CFI: 
0.963; RMSEA: 0.033; SRMR: 0.035 (Hair et al., 2010). 

Detailed path information of the structural model can be found in Table 4. The 
findings demonstrated that E-CRM had a significant positive impact on customer loyalty 
(β = 0.185, p < 0.05), thus confirming H1. Furthermore, the effects of E-CRM on 
customer experience (β = 0.437, p < 0.05) and customer satisfaction (β = 0.276, p < 0.05) 
were also significant, supporting H2 and H3 respectively. A positive relationship was 
observed between customer experience and customer satisfaction (β = 0.358, p < 0.05), 
thus validating H4. Additionally, the relationship between customer experience and 
customer loyalty was found to be significant (β = 0.253, p < 0.05), confirming H5. 
Likewise, a significant positive relationship was identified between customer satisfaction 
and customer loyalty (β = 0.169, p < 0.05), thereby validating H6. Consequently, all six 
proposed direct hypotheses were accepted in this study. Figure 2 illustrates the results of 
the structural model. 
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Figure 2 Structural model 
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Table 4 Direct hypotheses testing results 

Hypotheses Estimates S.E. P-value Remarks 
H1: E-CRM – CL 0.185 0.055 0.002 Supported 
H2: E-CRM – CE 0.437 0.044 0.001 Supported 
H3: E-CRM – CS 0.276 0.048 0.001 Supported 
H4: CE – CS 0.358 0.061 0.001 Supported 
H5: CE – CL 0.253 0.050 0.001 Supported 
H6: CS – CL 0.169 0.060 0.001 Supported 

Notes: CE = customer experience; CS = customer satisfaction; CL = customer loyalty. 
Source: Author’s own 

5.5 Mediation results 

The mediation analysis was conducted (Table 5) between E-CRM and customer loyalty 
by taking both the customer experience and customer satisfaction as the mediating 
variables simultaneously. To investigate the mediation effects, many scholars in the past 
have followed the suggestions of the mediation tests recommended by Baron and Kenny 
test and Sobel test. However, recently, scholars suggested that only the significance of 
indirect effects is considered sufficient for the mediation effect to take place and the 
mediation analysis through the bootstrapping procedure is considered more superior and 
appropriate than Baron and Kenny test and Sobel test (Hayes, 2009; Mathieu and Taylor, 
2006; Preacher and Hayes, 2008; Zhao et al., 2010). 
Table 5 Specific indirect effects 

Paths 
Standardised 

estimates 
(Beta) 

Bias-corrected 
confidence interval Remarks 
LLCI ULCI 

E-CRM → CE → CL (a) 0.111* 0.073 0.194 H7 supported 

E-CRM → CS → CL (b) 0.047* 0.025 0.089 H8 supported 

E-CRM → CE → CS → CL (c) 0.026* 0.015 0.054 H9 supported 

Total indirect effects (a + b + c) 0.184* 0.117 0.277  

Notes: CE = customer experience; CS = customer satisfaction; CL = customer loyalty; 
LLCI = lower limit confidence interval; ULCI = upper limit confidence interval. 
*p < 0.05. 

The results depicted that customer experience mediated the relationship between 
E-CRM and customer loyalty as the indirect effect of customer experience on the 
relationship between E-CRM and customer loyalty was found to be significant and 
positive (β = 0.111, p < 0.05). Thus, H7 was supported. Also, it was found that customer 
satisfaction mediated the relationship between E-CRM and customer loyalty as the 
indirect effect of customer satisfaction on the relationship between E-CRM and customer 
loyalty was found to be significant and positive (β = 0.047, p < 0.05). Therefore, H8 was 
supported. Subsequently, the results revealed that both customer experience and customer 
satisfaction serially mediated the relationship between E-CRM and customer loyalty as 
the indirect effects of customer experience and customer satisfaction on the relationship 
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between E-CRM and customer loyalty was found to be significant and positive 
(β = 0.026, p < 0.05). Hence, both the mediators were causally influencing each other, 
i.e., customer experience leads to customer satisfaction, thus forming a sequential path. 
Thus, H9 was also supported. As a result, in the current study, all three indirect 
hypotheses were also found to be supported. 

6 Discussion 

The present research makes a valuable contribution to the existing literature on E-CRM, 
customer experience, customer satisfaction, and customer loyalty. It adopts the S-O-R 
model as a theoretical framework to explore the impact of E-CRM on customer loyalty, 
with customer experience and customer satisfaction acting as mediating variables in the 
banking industry context. The S-O-R model asserts that stimuli, represented by 
environmental attributes such as E-CRM, elicit cognitive and emotional responses from 
customers, ultimately resulting in behavioural outcomes, namely customer loyalty. 

The findings of this study demonstrate a significant positive relationship between 
E-CRM and customer loyalty. Despite studies conducted by Ismail and Hussin (2017) 
and Nurrohman et al. (2023) suggesting that E-CRM has no impact on customer loyalty, 
our research findings align with previous research such as Al-Shoura et al. (2017), Kumar 
and Mokha, (2020), Mangunyi et al. (2018), Mokha and Kumar, (2022), Sokmen and Bas 
(2019), Tariq et al. (2019). By investing in E-CRM, companies can establish and nurture 
enduring relationships with their customers, facilitating seamless interactions and 
effective communication. Mang’unyi et al. (2018) argue that when banks invest in the 
proper implementation of E-CRM services, customers recognise the efforts made by their 
banks, leading to strengthened customer-bank relationships and an enhanced loyal 
customer base. E-CRM enables banks to deliver personalised experiences, enhance 
communication, gain insights into customer behaviour, and establish enduring 
relationships. By tailoring products and services to individual preferences, providing 
seamless interactions, and leveraging customer data, banks can improve customer 
satisfaction, trust, and loyalty. The effective implementation of E-CRM strategies 
contributes to long-term customer relationships, repeat business, and positive 
word-of-mouth referrals, offering a competitive edge in the market (Liu et al., 2022). 
Therefore, based on the findings of this study, H1 is supported, indicating a positive 
relationship between E-CRM and customer loyalty. 

Regarding the second hypothesis, it was found that E-CRM has a significant and 
positive influence on customer experience. This hypothesis (H2) was confirmed as 
establishing strong relationships with customers involves creating positive and 
memorable experiences. Customers feel delighted when they perceive that their banks 
offer them the best products, services, and solutions to their problems. Customer 
experience has become increasingly important, as highlighted by Gartner (2021), 
emphasising that E-CRM facilitates seamless and positive experiences for customers. 
Mokha and Kumar (2022) specifically noted that enhancing E-CRM technology enables 
the cultivation of memorable experiences by providing companies with a comprehensive 
understanding of their customers’ purchasing behaviour. Existing literature provides 
robust evidence for the positive association between E-CRM and customer experience. 
Studies such as Klaus and Maklan (2013), Cajestan (2018), Kumar et al. (2022), Kamath 
et al. (2019), and Mokha and Kumar (2022), have consistently demonstrated the impact 
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of E-CRM on enhancing customer experience. These studies highlight that E-CRM 
technologies enable banks to offer personalised and customised products and services, 
which result in positive and memorable experiences for customers. By leveraging 
E-CRM tools, banks can capture a 360-degree view of their customers, enabling them to 
understand customer needs, preferences, and behaviours. E-CRM provides banks an 
opportunity to customise their communications with customers, offering them relevant 
services and content, responding to their problems swiftly, and making sure that none of 
their questions remain unanswered and unresolved (Kumar et al., 2022). This deep 
understanding allows banks to tailor their interactions and provide seamless experiences 
across various touchpoints (Sivakumar and Ganeshkumar, 2022). As a result, providing 
such experiences has become of utmost importance for sustainable business performance. 
Overall, the extant literature supports the proposition that E-CRM positively influences 
the customer experience. Therefore, we support H2. 

Third, E-CRM exhibits a significant positive influence on customer satisfaction. 
When customers express contentment with the services provided by their banks, it 
strengthens the bond between service providers and customers. E-CRM plays a vital role 
in nurturing enduring relationships with customers and fostering the growth of digital 
platforms, leading to enhanced levels of customer satisfaction. Kumar and Mokha (2022) 
emphasised that E-CRM helps in building and sustaining long-lasting relationships with 
customers, leading to enhanced customer satisfaction. The consistent findings across 
various studies support the notion that E-CRM plays a vital role in fostering customer 
satisfaction by meeting customer expectations and delivering high-quality services. 
According to Dehghanpouri et al. (2020), promptly addressing customer inquiries, 
efficiently resolving errors, and effectively solving problems contribute to customer 
satisfaction and foster enduring relationships. Although a study by Tariq et al. (2019) 
challenges the relationship between E-CRM and customer satisfaction, the finding of this 
research concurs with prior research conducted by Abdulfattah (2012), Al-Dmour et al. 
(2019), Kumar et al. (2022), Mang’unyi et al. (2018), Mokha and Kumar (2022), and 
Upadhyaya (2020). These studies have demonstrated that the proficient implementation 
of E-CRM technology enhances companies’ capacity to deliver personalised and 
improved services to their customers, resulting in higher levels of customer satisfaction. 
Consequently, H3 is also supported.  

Fourth, the relationship between customer experience and customer satisfaction is 
found to be positive. The research findings echo the previous literature (Cajestan, 2018; 
Chahal and Dutta, 2014; Kamath et al., 2019; Klaus and Maklan, 2013; Kumar et al., 
2022); Kumar and Mokha, 2022; Leva and Ziliani, 2018; Nobar and Rostamzadeh, 2018; 
Saini and Singh, 2020). The primary concern for marketing managers in today’s business 
landscape is to prioritise customer experience to ensure customer satisfaction. To achieve 
optimal levels of satisfaction, both internally and externally, it is imperative to allocate 
greater attention to enhancing the customer experience (Kamath et al., 2019). Evaluating 
customer experience empowers banks to analyse the factors that contribute to customer 
satisfaction and dissatisfaction, enabling them to leverage this information to enhance the 
overall customer experience (Kumar and Mokha, 2022). By using this knowledge, banks 
can effectively fulfill customer expectations and continually enhance the quality of their 
services. When customers have a positive and memorable experience with the service 
provider, their satisfaction level tends to increase (Cajestan, 2018). Thus, H4 is also 
supported. 
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Fifth, the relationship between customer experience and customer loyalty is also 
found to be positive and significant in this study which corroborates with the past 
literature (Brun et al., 2017; Cajestan, 2018; Kamath et al., 2019; Klaus and Maklan, 
2013; Kumar and Mokha, 2020; Leva and Ziliani, 2018; Mokha and Kumar, 2022; Nobar 
and Rostamzadeh, 2018; and Srivastava and Kaul, 2016). Customer experience is 
considered an important strategic requirement to survive in this highly competitive 
environment. The loyalty of the customers enhances with the optimistic and remarkable 
experiences they incurred with their service providers (Leva and Ziliani, 2018). 
Customers these days no longer base their loyalty solely on products or prices; instead, 
their allegiance is rooted in the quality of the experience they encounter (Klaus and 
Maklan, 2013). The prosperity of any business hinges upon fostering a positive customer 
experience, as satisfied customers, are more inclined to become loyal patrons, 
consequently boosting the company’s revenue. Consequently, banks are diligently 
directing their efforts towards establishing and nurturing robust customer engagement 
and enduring customer experiences that create satisfaction and loyalty towards their 
products, services, or brand. Effectively managing the customer experience enables banks 
to adopt a comprehensive approach that encompasses attracting, retaining, and adding 
value to their customers (Clemes et al., 2019). When customers have a favourable 
experience with their banks, they are more likely to exhibit loyalty and recommend the 
institution to their friends and family, effectively mitigating the impact of switching 
behaviour. Hence, H5 is supported.  

Sixth, customer satisfaction has a significant positive impact on customer loyalty. 
Customer loyalty is often attributed to customer satisfaction, as highlighted by Hosseini 
and Shahmoradi (2016). The extent of customer satisfaction with the products, services, 
or experiences provided by their service providers significantly influences their loyalty. 
When customers are exceptionally pleased and content with the services offered by their 
banks, they are more inclined to repurchase and share positive word-of-mouth 
endorsements about the service and its provider, thereby fostering customer loyalty 
(Kamath et al., 2019). Nobar and Rostamzadeh (2018) emphasised the importance of 
customer satisfaction in both online support and core services, as they drive desirable 
purchase intentions and subsequently enhance loyalty. Kamath et al. (2019) emphasised 
that customer satisfaction is widely acknowledged as a fundamental determinant of long-
term consumer behaviour. The level of customer loyalty escalates when customers are 
delighted and satisfied with the products or services offered by their respective 
companies (Tahir, 2020). Moreover, Arokiasamy (2013) revealed that while satisfaction 
can be achieved without loyalty, loyalty cannot be attained without satisfaction. Though 
the research proposed by Hosseini and Ahmadi Nejad (2009) revealed that there is no 
relationship between customer satisfaction and customer loyalty and customer 
satisfaction does not necessarily improves the loyalty of the customers, these research 
findings are found to be similar to Cajestan (2018), Hayati et al., (2020), Kamath et al., 
(2019), Kumar and Mokha (2022), Nobar and Rostamzadeh (2018) and Tahir (2020). 
Therefore, H6 is accepted. 

Seventh, the research findings reveal that customer experience mediates the 
relationship between E-CRM and customer loyalty. Fostering positive customer 
experiences is an indispensable element for the success of any thriving company, as it 
enables customers to engage in superior, fulfilling interactions with the company. Such 
positive customer experiences not only cultivate loyalty but also mitigate the risk of 
customer attrition to rival competitors (Saini and Singh, 2020). Employing E-CRM to 
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enhance the customer experience confers a competitive edge upon banks, empowering 
them to fortify their businesses and cultivate a loyal customer base (Kumar et al., 2022). 
This hypothesis supports the S-O-R model framework, which suggests that E-CRM 
(stimuli) directly influence customer experience (organism) and subsequently drive 
behavioural responses (i.e., customer loyalty), hence, customer experience acts as a 
mediator between E-CRM and customer loyalty. Hence, our findings support H7. 

Eighth, the research findings reveal that customer satisfaction mediates the 
relationship between E-CRM and customer loyalty. E-CRM facilitates enduring customer 
relationships and drives the evolution of digital platforms, resulting in enhanced customer 
satisfaction (Oumar et al., 2017). Customer satisfaction stands as the paramount 
determinant of business success, wherein prompt issue resolution and tailored offerings in 
line with customers’ needs and desires play pivotal roles (Al-Dmour et al., 2019; Kumar 
and Mokha, 2022). Consequently, this positive customer satisfaction fosters a sense of 
positive attitude and fulfillment, ultimately cultivating customer loyalty (Hayati et al., 
2020). This hypothesis also supports the S-O-R model framework, which suggests that 
E-CRM (stimuli) directly influence customer satisfaction (organism) and subsequently 
drives behavioural responses (i.e., customer loyalty), hence, customer satisfaction acts as 
a mediator between E-CRM and customer loyalty. Despite studies conducted by Ismail 
and Hussin (2017) and Rashwan et al. (2019) suggesting that customer satisfaction does 
not play a role between E-CRM and customer loyalty, our research findings align with 
the existing literature presented by Kumar and Mokha (2022), Mokha and Kumar (2022), 
Mulyono and Situmorang (2018), Oumar et al. (2017), Rashwan et al. (2019), and Safari 
et al. (2016). Hence, our findings support H8. 

Ninth, the research findings reveal that customer experience and customer satisfaction 
serially mediate the relationship between E-CRM and customer loyalty. Effective 
implementation of E-CRM fortifies customer relationships by enabling comprehensive 
monitoring and tracking of customer interactions and behaviour (Mokha and Kumar, 
2021). Leveraging this information, banks can deliver tailored products and services that 
create positive and memorable customer experiences (Kumar et al., 2022). Customer 
satisfaction hinges on the quality of the customer experience, as it serves as an outcome 
of either contentment or discontent. Banks capable of providing an exemplary customer 
experience not only enhance customer satisfaction and loyalty but also improve customer 
retention. Consequently, customer experience emerges as a crucial factor in consumer 
behaviour, fostering the growth of a virtual environment that amplifies customer 
satisfaction (Upadhyaya, 2020). Enhanced customer satisfaction is directly proportional 
to the positivity and favourability of the customer experience (Cajestan, 2018), ultimately 
cultivating greater customer loyalty. This hypothesis also supports the S-O-R model 
framework, which suggests that E-CRM (stimuli) influence customer experience and 
customer satisfaction (organisms) and subsequently drive behavioural responses (i.e., 
customer loyalty), hence, customer experience and customer satisfaction serially 
mediates the relationship between E-CRM and customer loyalty. Therefore, our findings 
support H9. 
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7 Implications 

7.1 Theoretical implications 

This study represents a significant contribution to the field of E-CRM, as it stands as the 
foremost examination of serial mediation analysis, exploring the interplay of customer 
experience and customer satisfaction in the relationship between E-CRM and customer 
loyalty. To the best of the researcher’s knowledge, there is hardly any study undertaken 
in the past that analyses the influence of E-CRM on customer loyalty through customer 
experience and customer satisfaction in the banking industry in an isolated model. 
Furthermore, there exists a noticeable scarcity of studies linking E-CRM to customer 
experience. Hence, this study endeavours to comprehend the influence of E-CRM on 
customer loyalty by examining the mediating roles of customer experience and customer 
satisfaction within a unified framework. 

7.2 Practical implications 

Indian banks must recognise that successful E-CRM adoption encompasses not only 
technical solutions but also organisational practices, such as top-level management 
support, customer orientation, and employee training, which are crucial for attaining 
competitive advantage. Relying solely on ICT tools will not suffice to enhance customer 
satisfaction and loyalty. Consequently, banks should place significant emphasis on 
educating and training their front-line employees to elevate the quality of customer 
service and foster stronger customer relationships. 

To maximise the effectiveness of E-CRM technology, banks should proactively 
understand and fulfill the unique needs of their customers. Targeting specific customer 
needs and providing value-added services while actively soliciting and incorporating 
customer feedback enables continuous engagement. Personalised offers and loyalty 
programs, allowing customers to earn points for online transactions, can further enhance 
customer satisfaction and loyalty. 

Furthermore, banks should prioritise customer-centric outcomes rather than solely 
focusing on output. Ensuring convenience for customers and swift resolution of their 
issues is essential. Monitoring customers’ post-experience behaviour enables banks to 
refine and deliver exceptional customer experiences aligned with customer expectations. 
Failure to provide high-quality service hinders the development of long-term 
relationships. Hence, enhancing customer experience, which directly impacts customer 
satisfaction and loyalty, should be a top priority for banks. This study reinforces the 
significant influence of customer experience on E-CRM, customer satisfaction, and 
customer loyalty. 

8 Limitations and directions for future research 

This research has a few limitations. First, this research is limited to Delhi/NCR, which 
can be extended to other parts of the states of India or other countries. Second, this study 
is based on cross-sectional research, i.e., the data has been collected at one point in time 
which is not possible to examine the causal linkages between the constructs. Future 
research can use longitudinal data to measure causal linkages. Third, this study has been 
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undertaken in one service industry, i.e., banking industry which can be extended to other 
sectors also to increase the generalisability. 
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