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Abstract 
This study aims at examining the role of electronic customer relationship management in the tourism 
industry. The research method was descriptive-correlational. The statistical population was the 
employees of tourism companies, institutions, activists, and enthusiasts in Tehran. 300 people were 
selected as a sample, and 189 questionnaires were examined. To collect data, a questionnaire was used. 
Data were analyzed using structural equation modeling. The findings showed a relationship between the 
E-CRM system components (including system quality, information quality, service quality) and customer 
satisfaction in the tourism industry. 
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1. Introduction 
As a clean industry and the third dynamic, 
flourishing, and developing economic phenomenon 
after the oil and automotive industries, Tourism has 
attracted many countries (jawanmard, 2008). The 
following statistics are for 2016, which the World 
Tourism Organization provided to understand the 
importance of this industry: 1) International 
tourists with at least one night stay in 2016 with a 
4% increase compared to 2015 and reached 1235 
million. This is projected to reach 1.8 billion by 
2030. 2) Global tourism revenue has reached $ 
1,500 billion. 3) In 2016, almost 10% of world GDP 
was provided directly and indirectly through the 
tourism industry. 4) In 2016, of every 10 jobs, one 
was related to the world's tourism industry 
(Yousefifard, 2013).  
Given the global experiences, many countries 
considered tourism a suitable source for 
sustainable development and sought a wide range 
of activities to increase tourists in their country. 
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The term sustainable development was first used in 
1970 in the "Cocoyoc Declaration" on the 
Environment and Development. In 1987, the World 
Commission recognized a development as a 
sustainable one that would meet the needs of the 
present generation without compromising future 
generations' ability to meet their own needs. In 
other words, it refers to fundamental and 
coordinated changes in resource use, investment, 
and technology development, so that the potential 
of existing and future resources are taken into 
account to meet human needs ( Sarver, 2004). 
Indeed, all countries are in a tight and close 
competition and seek to enjoy economic, social, and 
cultural benefits and significantly gain a more 
significant share of income and job creation due to 
the optimization of this service industry (tourism) 
in their respective countries ( Khorshidi, 2009). 
On the other hand, due to the intense competition 
in the market and various product options 
(including travel and tour packages) and customer 
service, customer behavior's correct understanding 
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is the most crucial dimension of customer 
relationship management. Of course, the most 
critical factor in tourism development is attracting 
tourists, which is often done through travel 
agencies and companies supported by 
governments. By participating in international 
tourism fairs, increasing environmental, media, and 
electronic advertisements, these agencies and 
companies try to inform about Venice tourist 
attractions and services, thereby attracting tourists. 
However, attracting tourists and the customer 
orientation principle in this field in service 
provision means that the tourism industry is 
known as one of the most service areas and the 
most challenging areas of service delivery 
according to experts and specialists (Montazeri, 
2014). Here CRM can help tourism managers and 
staff. CRM is a marketing strategy focused on 
customers aiming to increase customer satisfaction 
and loyalty by providing more responsive services 
and following each customer's needs (Nili 
Ahmadabadi, 2003). One of the essential services in 
marketing is the provision of information. Nole 
(2000) stated that the key to customer relationship 
management is identifying the things that create 
and then deliver value for customers. While 
customers have different attitudes to value, there 
are satisfied in various ways, and according to Nole, 
the most important of which is "communicating and 
presenting appropriate reports to each customer in 
the way they want to receive information.". In 
today's markets, low costs, attractive services, and 
their appropriate quality are the demands of all 
customers in any service field, and the principle of 
informing and clarifying the conditions and 
features of services is recognized as an essential 
and fundamental factor in customer attraction in 
the tourism marketing and even other industries 
along with good customer relationship (Anderson, 
2003). 
On the other hand, the increasing access to the 
worldwide web (Internet) has revolutionized one-
to-one and one-to-many communications in all 
parts of the world. It can be stated that the world 
has never seen such an acceleration in the use of a 
scientific phenomenon (Kazi, 2011). The access of 
many people to the World Wide Web and the 
expansion of electronic communications between 
different individuals and organizations through the 
virtual world has provided a good platform for 
business and economic interaction, and e-business 
can be considered a consequence of its expansion 
influence. E-commerce is the significant 
achievement of information and communication 
technology (ICT) in the economy. This technology 

has developed business, facilitated communication 
between economic agents, enabled small and 
medium enterprises to operate, improved 
productivity, reduced and saved cost and time 
(Carson, 2010). Information and communication 
technology has made it possible to increase firms' 
competitiveness and has also created new jobs. 
Therefore, it can be acknowledged that one of the 
facilitators and necessary tools to achieve proper 
communication with customers is the use of 
information technology based on customer 
orientation approaches to facilitate and accelerate 
this trend, and these can not be achieved except 
using communication management Principles with 
an information technology approach, or in other 
words, electronic customer communication 
management or e-CRM (Fatima, 2015). Therefore, 
this study aims at examining the role of e-customer 
relationship management in the tourism industry. 

2. Methodology 
The research method was descriptive-
correlational. This study's statistical population 
included employees of tourism companies, 
institutions, activists, and enthusiasts in Tehran 
that were members of the e-tourism telegram 
channel with about 300 members. The 
Questionnaire was made available to all members 
through web-based questionnaire systems.  
The data collection tool was a questionnaire. First, 
the most important topics and subjects regarding 
customer relationship management and e-
customer relationship management in the tourism 
industry are extracted using library resources and 
documents from specialized books and 
publications, the Internet, other available sources, 
and expert opinions. An appropriate Questionnaire 
was prepared. The Questionnaire was distributed 
among the telegram channel members after 
examining the validity and reliability of the 
Questionnaire by existing methods such as the 
experts and professors opinions and taking into 
account Cronbach's alpha. Out of 300 
questionnaires distributed, 225 questionnaires 
were returned, and 189 questionnaires were 
analyzed. The Questionnaire contained 31 
questions that measure six subscales of E-CRM 
system quality, E-CRM information quality, E-CRM 
service quality, E-CRM responsiveness, E-CRM 
efficiency, and E-CRM customer satisfaction. The 
five-point Likert scale is used. Its validity and 
reliability were confirmed. The structural equation 
modeling (SEM) method was used to analyze data 
and collected information.
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3. Results  
Results of findings analysis based on structural 
equations modeling are presented in Figure 1. 

 
figure 1. Structural equations modeling findings with significant coefficients 

 
A summary of the path coefficients, the t-value, and 
the main hypothesis's confirmation or rejection is 
presented in Table 1. Accordingly, the main 
hypothesis is that there is a relationship between 
the E-CRM system measures and customer 
satisfaction in the tourism industry. The path 
coefficient value for the direct effect of E-CRM 
system measures on customer satisfaction in the 
tourism industry is 0.70. This value is significant at 
the 95% confidence level. Given that the t-value is 
more than 1.96, the researcher's claim is a 
relationship between "E-CRM system measures 
(including system quality, information quality, 
service quality) and customer satisfaction in the 
tourism industry" is confirmed with a probability of 
0.95. The first sub-hypothesis is a relationship 
between the quality of the E-CRM system and the 
responsiveness of the E-CRM system in tourism 
organizations. The path coefficient for the direct 
effect of E-CRM system quality on E-CRM system 
responsiveness is 0.32. This value is significant at 
the 95% confidence level. Given that the t-value is 
more than 1.96, the researcher's claim that there is 
a positive relationship between "the quality of the 
E-CRM system and increasing the E-CRM system's 
responsiveness in tourism organizations "is 
confirmed with a probability of 0.95.  
The second sub-hypothesis is that there is a 
relationship between the E-CRM system's 
information quality and the responsiveness of the 
E-CRM system in tourism organizations. The path 
coefficient for the direct effect of E-CRM system 
information quality on E-CRM system 
responsiveness is 0.14. This value is not significant 

at the 95% confidence level. Given that the t-value 
is less than 1.96, the researcher's claim that there is 
a positive relationship between "the quality of E-
CRM system information and increasing the E-CRM 
system's responsiveness in tourism organizations 
"is rejected with a probability of 0.95. 
The third sub-hypothesis is that there is a 
relationship between the quality of E-CRM system 
services and the responsiveness of the E-CRM 
system in tourism organizations. The path 
coefficient value for the direct effect of the quality 
of E-CRM system services on the responsiveness of 
the E-CRM system is 0.21. This value is significant 
at the 95% confidence level. Given that the t-value 
is more than 1.96, the researcher's claim that there 
is a positive relationship between "the quality of E-
CRM system services and increasing the 
responsiveness of E-CRM system in tourism 
organizations "is confirmed with a probability of 
0.95.  
The fourth sub-hypothesis is the relationship 
between the E-CRM system's quality and the E-CRM 
system efficiency in tourism organizations. The 
path coefficient for the direct effect of E-CRM 
system quality on E-CRM system performance is 
0.42. This value is significant at the 95% confidence 
level. Given that the t-value is more than 1.96, the 
researcher's claim that there is a positive 
relationship between "the quality of the E-CRM 
system and increasing the E-CRM system efficiency 
in tourism organizations " is confirmed with a 
probability of 0.95.  
The fifth sub-hypothesis is that there is a 
relationship between the quality of E-CRM system 
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information and the efficiency of E-CRM system in 
tourism organizations. The path coefficient value 
for the direct effect of E-CRM system information 
quality on E-CRM system performance is 0.22. This 
value is significant at the 95% confidence level. 
Given that the t-value is more than 1.96, the 
researcher's claim that there is a positive 
relationship between "the quality of E-CRM system 
information and increasing the efficiency of E-CRM 
system in tourism organizations "is confirmed with 
a probability of 0.95.  
The sixth sub-hypothesis is that there is a 
relationship between the quality of E-CRM system 
services and the E-CRM system efficiency in 
tourism organizations. The path coefficient value 
for the direct effect of E-CRM system service quality 
and E-CRM system efficiency is 0.29. This value is 
significant at the 95% confidence level. Given that 
the t-value is more than 1.96, the researcher's claim 
that there is a positive relationship between "the 
quality of E-CRM system services and increasing 
the efficiency of E-CRM system in tourism 
organizations " is confirmed with a probability of 
0.95.  
The seventh sub-hypothesis is that there is a 
relationship between the quality of the E-CRM 
system and tourists' satisfaction with tourism 
organizations. The path coefficient value for the 
direct effect of E-CRM system quality on tourist 
satisfaction is 0.30. This value is significant at the 
95% confidence level. Given that the t-value is more 
than 1.96, the researcher's claim that there is a 
positive relationship between "the quality of the E-
CRM system and increasing tourists' satisfaction 
with tourism organizations" is confirmed with a 
probability of 0.95.  
The eighth sub-hypothesis is that there is a 
relationship between the quality of E-CRM system 
information and tourists' satisfaction with tourism 
organizations. The path coefficient value for the 
direct effect of E-CRM system information quality 
on tourist satisfaction is 0.25. This value is 
significant at the 95% confidence level. Given that 
the t-value is more than 1.96, the researcher's claim 
that there is a positive relationship between "the 
quality of E-CRM system information and 
increasing tourists' satisfaction with tourism 
organizations" is confirmed with a probability of 
0.95.  
The ninth sub-hypothesis is that there is a 
relationship between the quality of E-CRM system 
services and tourists' satisfaction with tourism 
organizations. The path coefficient value for the 
direct effect of the quality of E-CRM system services 
on tourist satisfaction is 0.17. This value is 
significant at the 95% confidence level. Given that 
the t-value is more than 1.96, the researcher's claim 
that there is a positive relationship between "the 

quality of E-CRM system services and increasing 
tourists' satisfaction with tourism organizations" is 
confirmed with a probability of 0.95.  
The tenth sub-hypothesis is that there is a 
relationship between E-CRM system 
responsiveness and tourists' satisfaction with 
tourism organizations. The path coefficient value 
for the direct effect of E-CRM system response on 
tourist satisfaction is 0.34. This value is significant 
at the 95% confidence level. Given that the t-value 
is more than 1.96, the researcher's claim that there 
is a positive relationship between "E-CRM system 
responsiveness and increasing tourists' satisfaction 
with tourism organizations." is confirmed with a 
probability of 0.95.  
The eleventh sub-hypothesis is that there is a 
relationship between the E-CRM system efficiency 
and tourists' satisfaction with tourism 
organizations. The path coefficient value for the 
direct effect of E-CRM system efficiency and tourist 
satisfaction is 0.22. This value is significant at the 
95% confidence level. Given that the t-value is more 
than 1.96, the researcher's claim that there is a 
positive relationship between " the E-CRM system 
efficiency and increasing tourists' satisfaction with 
tourism" is confirmed with a probability of 0.95. 
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Table 1. research hypotheses Structural equation modeling Results 
Hypothesis  بتا T R2 Status direction 

E-CRM system quality  E-CRM responsiveness 0.32 3.52 

0.29 

confirmed + 
E-CRM information quality  E-CRM 

responsiveness 0.14 1.77 Rejected + 

E-CRM service quality  E-CRM responsiveness 0.21 2.49 confirmed + 
E-CRM system quality  E-CRM efficiency 0.42 5.07 

0.37 
confirmed + 

E-CRM information quality  E-CRM efficiency 0.22 2.94 confirmed + 
E-CRM service quality  E-CRM efficiency 0.29 2.90.13 confirmed + 

E-CRM system quality Customer satisfaction with 
E-CRM 0.30 2.75 

0.36 

confirmed + 

E-CRM information quality  Customer satisfaction 
with E-CRM 0.25 2.80 confirmed + 

E-CRM service Quality  Customer satisfaction 
with E-CRM 0.17 1.97 confirmed + 

E-CRM responsiveness  Customer satisfaction 
with E-CRM 0.34 4.44 confirmed + 

E-CRM efficiency  Customer satisfaction with E-
CRM 0. 22 2.09 confirmed + 

E-CRM system measures  Customer satisfaction 
with E-CRM 0.70 4.70 0.49 confirmed + 

4. Conclusion 
This study aims at examining the role of e-customer 
relationship management in the tourism industry. 
The findings showed that there is a relationship 
between the E-CRM system measures (including 
system quality, information quality, service quality) 
and customer satisfaction in the tourism industry. 
As an explanation for these findings, it can be said 
that a strong relationship with the customer is the 
essential key to the success of any business. The 
origin of "customer relationship management" is 
the old principle that "the customer is always right." 
In recent years, academics, software vendors, and 
business consultants have become involved in this 
field and have developed the concept of customer 
relationship management, i.e., the organization's 
efforts to create and deliver higher value for the 
customer (Jiang, 2009). Organizations recognize 
that customers are their most important asset and 
view customer relationships as mutually beneficial 
exchanges, and also opportunities need to be 
managed. Customer relationship management is a 
business strategy that helps customer attraction, 
retention, and promotion. Organizations can 
perform the above three tasks at a lower cost 
through proper implementation of customer 
relationship management. This is not possible in 
the age of globalization and without information 
and communication technology, where an 
organization may have millions of customers (Lee, 
2011). Information technology is a tool for 
implementing CRM through which organizations 
can communicate with each customer as if that 
customer is the only customer of the organization. 
In this severe competition over tourism, companies 

that can meet their customers' needs and desires 
according to CRM, i.e., to advance in meeting 
customers' needs, can achieve customer 
satisfaction and loyalty. The customer-oriented 
tourism industry and its pillars have always been 
neglected in our country, and no one could take all 
benefits. Today, organizations are successful and 
can continue to operate and attract and retain more 
loyal customers. 
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