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Abstract 
With a marketing environment in which the winds of change are intense due to technological 
developments, CRM based on modern technologies and the Internet has become an 
indispensable step to achieve the best response and build a superior customer experience 
among service organizations. Therefore, the study sought to provide an insight that reveals the 
importance of the influence and correlation relationship between E-CRM and the customer 
experience in the field of E-banking service. A structured questionnaire was used to survey a 
sample of 472 customers who use E-services in commercial banks operating within the 
administrative boundaries of Basra Governorate - Iraq. The results showed that E-CRM is an 
important variable in building an experience that the customer sees as distinct. The study 
recommended that banks should seek to employ networks or digital platforms as effective 
channels to achieve real rapprochement with customers and build an experience that the 
customer sees as wonderful. 
Keywords: E-Customer Relationship Management, Communication, Security and Privacy, 
Complaint Handling, Customer Experience. 
 
Introduction 
Advances in technology and the widespread use of the Internet have forced business 
organizations to leave mass marketing and the isolated thinking in production to shift towards 
adopting a culture of customer empowerment (Peppers & Rogers, 2017). Known competition 
priorities such as quality, price, delivery, and time are no longer sufficient to achieve 
superiority over competitors after the customer experience emerged as a more powerful 
competitive weapon in building a sustainable business strategy and achieving the difference 
in performance (Shaw & Lvens, 2002). Evidently, factors such as the technological revolution, 
the rising levels of competition, and the most demanding customers have contributed to the 
entry of business organizations into the era of the experience economy. Especially in the 
service industry where customer experience is more important compared to the marketing 
of physical goods (Teixeira et al., 2012).  More precisely, experiences in the area of goods can 
be corrected and treated simply by replacing them, but experiences in the field of services 
will paint a picture in the customer’s memory that is difficult to forget or altered (Knutson et 
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al., 2006). Undoubtedly, the customer’s experience will be the determining factor for his 
future attitudes and desire to deal with the same organization or not (Bravo et al., 2019). 
Thus, fulfilling the requirements of the target market in light of the growing prevalence of 
using the Internet as a means of obtaining information and making communications has 
become contingent on creating an experience that the customer finds convincing (Schmitt, 
2011). Hence, therefore marketing organizations should realize that the existence of 
electronic management interested in building close relationships with customers is A critical 
variable in building superior customer experiences (Suleri et al., 2021). 
 
During the past two decades, the technological revolution has changed customer 
requirements and opened new horizons for Different experiences within the scope of 
websites or digital platforms (Hoyer et al., 2020). Today, digital features dominate many 
customer experiences so that their expectations go beyond obtaining acceptable services 
toward superior experiences that enhance the feeling of satisfaction, which confirms that the 
growing use of the Internet, as well as the rise of digital communication technologies, added 
more complexity to the customer experience on the part of organizations (Klaus & Maklan, 
2012). Hence, business organizations found themselves facing the requirement to adapt to 
the behavior of the digital customer by reformulating their marketing strategies and 
employing techniques capable of improving their relationships with customers (Farmania, 
2021). The digital transformations made customers more aware of the offers and alternatives 
available in the market, and thus the extent of their expectations for obtaining distinguished 
products and services increased, and this seems evident within the banking industry (Abu-
Shanab & Anagreh, 2015). In other words, gone are the days when customers used to stand 
for long hours in queues inside the waiting halls in banks for the purpose of obtaining a certain 
service, as they can now pay bills and fees and conduct various financial transactions while 
sitting in their homes through the Internet and related technologies (Kurtishi et al., 2020). 
Consequently, banks are facing a new challenge that requires establishing strong relationships 
with customers that go beyond the value/benefits provided by basic services towards building 
a positive experience that remains firmly rooted in the customer’s memory (Afsar et al., 
2010). 
 
The Problem and Objectives of the Study 
In a technology-led world in which it is unimaginable to live even for a day without using the 
internet, The ability of banks to build a broad customer base has become closely linked to 
building a superior customer experience with E-services (Afasar et al., 2010; Islam and Ahmed, 
2020). Nowadays, most banks realize the positive consequences of establishing strong 
foundations for relationships with customers as well as the importance of striving to create 
value for customers in the form of experiences that are superior to draw the pace of current 
and future success (Chiou & Drog, 2006). Unfortunately, many of these banks fail to formulate 
the right strategy that enables access to effective management of customer experience (Berry 
et al. 2002; Salihu et al. 2019). In fact, the customer’s experience in the field of services is one 
of the prominent research challenges in the current and future period, due to the multiplicity 
and complexity of contact points and alternatives available to customers (Lemon & Verhoef, 
2016). Frankly, understanding the customer experience and the factors influencing it within 
the context of services is a matter of interest to academics and practitioners alike (Carlson et 
al., 2016). In particular, in the banking industry, which is witnessing fierce competition, there 
is an urgent need to develop and implement an integrated approach to managing 
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relationships with customers via the Internet (Khasawneh & bu-Shanab, 2012; Oumar et al. 
2017; Nobar & Rostamzadeh, 2018). A careful reading of the marketing literature indicates 
the importance of variables such as electronic customer relationship management and 
customer experiences, but there are shortcomings in the research efforts which test the 
relationship between the two mentioned variables (Kumar & Mokha, 2021). Therefore, the 
current study came to enrich the field of marketing research by seeking to measure the 
customer’s experience and know its conformity with the customer’s expectations, then 
explore the aspects and strength of the relationship between E-CRM and the customer’s 
experience in the Iraqi business environment and within a sector that has long been described 
as the beating heart and lifeblood of the modern economy, it is the banking sector. 
 
Study Questions 
The current study raises the following questions: 
Q1: To what extent do the Iraqi banks under study rely on E-CRM within their E-service 
orientations? 
Q2: How does E-CRM influence the Iraqi customer's experience in the area of E-banking 
services? 
 
Literature Review 
E-Customer Relationship Management  
E-Customer Relationship Management (Concept, Importance) 
E-CRM is one of the marketing trends that represented a clear response to digital customer 
behavior and E-business that has been rapidly growing in the current era (Saurabh, 2018; 
Taghipourian & Hatami, 2019; Farmania, 2021), this perspective shaped the modern image of 
traditional CRM that has always aimed to anticipate, understand and manage customer 
requirements (Alqershi et al., 2020). The contributions of researchers and writers to the 
definition of E-CRM have varied, some consider it just a strategy or tool that can be used as a 
guide in managing customer relations (Savitri, 2020). Whilst, others viewed it as a philosophy 
or approach to doing business (Meena & Sahu, 2021). From a narrow point of view, E-CRM 
has been defined as a technology, system, or software tool through which data and 
information related to customers can be tracked in order to provide superior services to them 
(Nikou et al., 2016; Peppers  et al., 2021), this view holds that the task of E-CRM is limited to 
the use of technology for the purpose of acquiring accurate information about customers' 
needs and in order to predict their requests (Tseng & Huang, 2012). While, a number of 
executives believe that E-CRM constitutes a marketing approach that aims to create superior 
value for the customer and establish long-term relationships with him through the optimal 
use of technology and knowledge gained about target customers (Butt, 2021). Although E-
CRM is an extension of the relationship marketing approach that focuses on the use of 
technology and the associated E-business techniques to manage interactions with customers 
and draw strong and profitable relationships with them (Lin, 2013; Mangunyi et al., 2017; Ke 
Er, 2020). However, E-CRM goes beyond the idea of focusing on completing transactions or 
business deals in providing products and services that meet customer requirements. Rather, 
it is a comprehensive approach to business management in every field that affects customers 
through the use of advanced technologies and human resources in order to own Insight into 
the behaviors and needs of those customers and provide them with superior value (Mithas et 
al., 2005; Abu-Shanab & Anagreh, 2015; Balaji & Kumar, 2017). The presence of effective E-
CRM will achieve the following results: 
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• Analysis of customer requirements and factors affecting their purchasing behavior 
(Ndubisi & Wah, 2005; Usman et al., 2012). 

• Monitoring and recording observations about customer experiences in order to 
improve business performance (Saurabh, 2018), which is reflected in building and developing 
healthy and strong relationships with those customers (Salehi et al., 2015; Peppers & Rogers, 
2017). 

• Reduce business costs and enhance profitability (Dadzie, 2017; Meena & Sahu, 2021). 

• Supporting efforts to build a strong customer base through communication 
technologies that enhance the state of closeness and a sense of customer requirements (Butt, 
2021). 

• E-CRM helps to create new scenarios for innovative services that contribute to gaining 
new customers and retaining existing customers (Khasawneh & bu-Shanab, 2012) 
 
The Pillars of E-customer Relationship Management 
The E-banking service not only provided quick solutions in responding to customers and 
improving their level of satisfaction, but it was positively reflected in reducing expenditures 
and material and human investments in bank branch networks (Abassi et al., 2017). In 
contrast, many banks have tried to provide electronic services that meet the requirements of 
customers in their virtual world connected to the Internet (Islam & Ahmed, 2020). But many 
initiatives that seek to form strong relationships with customers via the Internet are doomed 
to failure (Farmania, 2021). Therefore, banks should be aware that E-CRM is a multi-
dimensional component in its structure (Sofi et al., 2020; Mehta & Scholar, 2013), which is 
based on the presence of the pillars (communication and access to information, technology 
adoption, Complaint Handling) The content of these pillars can be explained as follows: 
 
A. Communication and Access to Information 
Marketing research has always emphasized that communication is the pivotal pillar that can 
achieve current and future interdependence with customers, this interest has increased 
recently due to the new ways that the Internet has provided in communicating and 
exchanging information with customers (Amazhanova & Huseynov, 2018). It is known that 
the success of E-banking services is linked to the level of information exchange between banks 
and customers that can take place through personal messages, e-mail, and the bank’s website 
(Cavallone & Modina, 2013; Hammoud et al., 2018). Certainly, successful banks are those that 
provide accurate, sufficient, and up-to-date information to customers (Sivaraks et al., 2011). 
Over the past decade, banks have sought to adopt systems and technologies that help them 
to manage communications and interactions with customers in a good way, because the 
traditional methods and methods that those banks used in their one-way communications 
are no longer useful in providing a service journey that the digital customer deems acceptable 
(Capgemimi, 2016; Parajuli et al., 2020). Today, banks can use multiple channels of E-
communication with customers such as mobile phone services and social media networks, as 
well as websites (Armstrong et al., 2020). Since the success of the E-banking service requires 
effective management that ensures the availability of accuracy and timeliness in the flow of 
information to customers (Kesharwani & Bisht, 2012), so those banks should think seriously 
about using communication systems that keep pace with the digital age and the requirements 
and expectations of emerging customers that are able to provide quick answers to customer 
inquiries (Kothari, 2017; Das & Ravi1, 2021). 
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B. Technology Adoption 
At present, it is not possible to follow an approach focused on building sustainable 
relationships with customers without real convergence with technology. Many business 
organizations have learned the lesson and understood that acquiring new customers requires 
double efforts and costs compared to retaining existing customers (Nikou et al., 2016). During 
the past four decades, developments in information and communication technology have 
produced concepts that have proven effective as approaches to doing business and 
interacting with customers. The E-media, or what is known as multimedia (audio, image, 
video) that mixes technology and the Internet, has made it possible to reduce the distances 
and time required to build and develop relationships with customers (Al-Shammari, 2009; 
Soltani et al. 2018). The Banks cannot move towards achieving success in the twenty-first 
century, which is described as the digital age, without having an integrated vision to innovate 
and use new methods to meet the requirements of customers (Suleri et al., 2021). Since 
customers have positive expectations about the advantages that they can obtain through 
technology-based services from the facility of obtaining service and reducing the time and 
effort required instead of going to the real bank branch (Urbanowicz, 2008; hamakhan, 2020). 
the banking industry has made unremitting efforts to invest in The field of technology by 
seeking to adopt modern technologies that allow the possibility of providing new and superior 
services (Khrais, 2017). The technology in the banking industry revolves around a variety of 
technologies including automated teller machines (ATMs), emails, smart cards, smartphone 
banking applications, call centers, and E-services (Siddiqi et al., 2018). 
 

     C. Complaints Handling  
Dealing with customer complaints is a critical requirement for the success of efforts directed 
towards instilling and harvesting the fruits of effective CRM in the area of E-banking service. 
Simply put, the concept of customer complaint refers to “the state of discomfort and 
dissatisfaction that the customer shows in the context of his experience of a particular good 
or service” (Crie, 2003). Indeed, understanding the needs and desires of the customer is only 
a first step in responding to the requirements of the target market, as banking services can 
succeed or fail to reach the expectation of the customer. Therefore, the possibility of 
customer complaints is something that can be obtained in the E-banking service (Shams et 
al., 2020). The most prominent complaints are confined to the aspects of delay or failure to 
send account statements, exaggerated bank fees, service errors/failures ...etc (Kombo, 2015; 
Vutete et al., 2015). Hence, the correct and prompt handling of customer complaints is a vital 
part of feedback systems to evaluate and correct the course of the E-banking service (Shams 
et al., 2020). Frankly, banks can benefit from negative customer feedback and comments in 
diagnosing defects in the performance of services, as well as properly handling customer 
complaints, which will enhance the banks' capabilities to retain existing customers and 
acquire new customers (Ardoran & Lorcu, 2020). Notably, Business organizations seek to 
implement the principle of transparency and are looking for a way in which they can restore 
confidence to the customer towards their products and services (Thomson, 2020). Surely, 
listening to the voice of customers is an important way to achieve differentiation from other 
competitors in light of the markets engulfed in marketing chaos (Freeman, 2012; Salim et al. 
2018). Consequently, having an effective customer complaints management or system would 
be a correct step to improve their satisfaction and loyalty (Siddiqui & Tripathi, 2010; Hakiri, 
2012; Wasfi, 2014). 
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Customer Experience 
The Concept of Customer Experience and its Importance 
The term customer experience is one of the marketing concepts that have attracted wide 
interest among researchers and practitioners recently (Schmitt, 2011), this concept began to 
take on an increasing resonance as a result of the shifting focus of the service industry from 
quality to the pursuit of creating a superior customer experience as a new basis for achieving 
differentiation in performance compared to other competitors (Sharma & Rather, 2015). 
Shaw and Ivens (2002) define customer experience as "customer emotions measured through 
expectations and interactions throughout all stages of service provider communication".   
According to Zhang et al (2017) the customer experience is "constitutes an embodiment of 
the customer’s psychological feeling, which is reflected in the form of perceptions or 
behavioral reactions towards the journey to obtain the service". Meyer and Schwager (2007) 
explained that the customer experience is an expression of the subjective response that 
customers show in their direct and indirect contacts with the organization. Knutson et al. 
(2006) indicated that the customer experience is a concept that is difficult to define, and 
frame within a specific content, because the elements on which this concept is based are 
multiple and differ in their individual nature. More precisely, the content of the customer's 
personal experience is related to the values, impressions, and attitudes that differ in their 
elements from one customer to another, and from one company to another within the 
different service industries (Khader & Madhavi, 2017; Kandampully, 2018). 
 
In the past few years, interest in the customer experience has increased to evolve from a 
concept addressed in a number of studies to a widely recognized fact (Kranzbuhler et al., 
2018). To date, the concept of customer experience is still emerging from a blurred landscape, 
but the lack of a coherent vision for this concept and the standards on which it is based did 
not prevent the marketing literature from publishing emphasizing results of the importance 
of building a superior customer experience in the field of intangible and heterogeneous 
services whose success depends primarily on the presence of constructive interactions with 
customers (Klaus & Maklan, 2012; Sharma & Rather, 2015; Hasfar et al., 2020). Hereby, the 
performance of banks aimed at achieving customer satisfaction and loyalty cannot be left to 
the experiences that are led by chance. There must be a sufficient understanding of 
customers’ requirements, then work to create the necessary grounds to achieve experiences 
that rise to the level of excellence compared to customer expectations (Pennington, 2016). 
Undoubtedly, the results of positive customer experiences in the age of technology will not 
only be reflected in customer satisfaction and loyalty, but that the results of that experience 
will extend to others from friends via comments, likes, and recommendations that the 
customer makes on digital networks (Khan et al., 2021). Obviously, the ability of banks to build 
a sustainable competitive advantage is no longer limited to the innovation of services and 
discounted prices (Teixeira et al., 2012; Andajani, 2015), but rather it has become mainly 
dependent on the existence of real efforts to create a convincing experience for the customer 
in the E-service journey (Khader & Madhavi, 2017). 
 
Dimensions of the Customer Experience 
The marketing literature reveals that there is no unified theoretical path among marketing 
researchers with regard to determining the dimensions and metrics that can be relied upon 
in measuring the customer experience (Zhang et al., 2017). Meanwhile, seems that the 
banking industry is the Most Active in testing and measuring customer experiences, but these 
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initiatives and viewpoints still differ among themselves about the dimensions by which the 
customer experience can be measured (Bennett & Molisani, 2020). Regardless of the 
difference in opinions, building a Superior customer experience or improving that experience 
in the banking environment is linked to reconsideration in strategic thinking toward customer 
expectations (Marous, 2020). The current study is based on measuring customer experience 
on the dimensions (convenience, security and privacy, service recovery). 
 
     A. Convenience 
Convenience embodies the first dimension in measuring the customer experience and the 
main motive or justification from which customers base most of their online purchasing 
transactions, The Internet has contributed to removing the barrier of space and time in 
providing services (Rezapour & Peykani, 2017; Raviadaran et al., 2019). In the banking 
industry, there are many factors that influence customers’ attitudes to use E-services. At the 
forefront of these factors are the simplicity and speed in completing banking operations to 
obtain services (Boshkoska & Sotiroski, 2018). Convenience expresses the ability to access and 
benefit from E-banking services at any time the customer desires, within 24 hours, throughout 
the whole week (Khrais, 2017). It is known that the electronic or digital banking service has 
sought unremitting efforts to simplify the conduct of financial transactions through the use 
of artificial intelligence techniques (hamakhan, 2020), but building an improved or completely 
new experience is not limited to the idea of not using papers only, but extends to a rapid and 
effective response to customer requirements and changes in his behavior (Chovanova, 2006) 
(Lakshmi, 2020). Therefore, banks should continuously strive to build capacities that enable 
the provision of quick services and simplified procedures to customers in the services of 
opening accounts, transferring funds, and making payments through the various channels 
(Team, 2015; Anouze & Alamro, 2020). Thus, the customer’s experience in banking services 
that is comfortable in reducing effort and time and removing complicated procedures for 
obtaining the service will enhance the concepts of value and will inevitably result in a strong 
preference towards the concerned bank (Feyen et al., 2021). 
 
     B. Security and Privacy 
With the current scenario of banking service, customers can perform financial transactions 
easily and quickly with a click of a button through applications and programs provided by the 
Internet, however, the banking industry still suffers from security and privacy issues (Lukic, 
2015; Vimala, 2016). Security when doing financial transactions via the Internet is a concern 
that preoccupies the minds of many customers even with the presence of high safety 
measures taken by the banking industry (Oecd, 2020). On this point, previous research 
discussions have proven that security and privacy aspects constitute a major obstacle to 
buying and selling in an environment such as the Internet, which is characterized by being 
open and oversight weak (Abbasi et al., 2017). The consequences of these concerns extended 
to the environment of E-banking services (Lallmahamood, 2007). In this context, reports 
indicate that the past few years have recorded a rise in the number of hacker, theft, and 
privacy breach attacks that a group of global websites has been subjected to (Kesharwani & 
Bisht, 2012). Despite the advantages that are unique to E-banking services, a wide audience 
of customers still avoids using these services as a result of concerns related to the security 
and privacy dimension. consequently, the lack of attention to that dimension may cause 
material loss as a natural result of the customers’ adverse reactions (Salihu et al., 2019). 
Hence, the ability of banks to create an environment of E-banking service that prevails in 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 2 , No. 2, 2022, E-ISSN: 2222-6990 © 2022 HRMARS 

201 
 

safety and the preservation of privacy will inevitably pave the way for building strong and 
long-term relationships with customers (Lallmahamood, 2007; Jain & Sarupria, 2020). 
 
     C. Service Recovery 
Service recovery is considered a basic dimension in the process of building a good customer 
experience in the field of E-services (Marimon et al., 2012). Especially, after many banks 
realized that E-services are no longer a competitive advantage, but rather that they have 
become a prerequisite that cannot be deviated from to survive in the digital age. On the other 
hand, the efforts of banks to employ technology in providing services contributed to the 
emergence of many cases the failure of adopted electronic systems (Mathew et al., 2020). 
Even though the electronic and digital communities have a high level of efficiency and 
accuracy in completing financial transactions, the possibility of an error occurring that could 
lead to service failure is not excluded, this error may occur as a result of the customer's limited 
knowledge in entering information for forms of E-service applications and software on his 
phone or personal computer, and in some cases, the error is related to the electronic system 
approved by the bank (Reis et al., 2018; Zhu et al., 2021). No matter what the reason behind 
the error, service failure has negative consequences on customer attitudes and satisfaction, 
and E-word of the mouth (E-WOM) towards the bank (Keramati et al., 2018), this requires the 
adoption of effective mechanisms for service failure recovery focused on addressing Possible 
errors through procedures that are far from complex and do not drain the customer's time 
(Mansori et al., 2014) 
 
The Relationship between E-CRM and Customer Experience in E-Banking Service   
The observer of the marketing scene can note that marketing research has undergone a 
fundamental transformation during the past three decades, and this may appear clearly in 
the aspect of moving from focusing on material goods that can build positive impressions of 
the brand to marketing services and building strong relationships with customers through the 
good experiences (Maklan & Klaus, 2011). In general, the basic premise on which the 
perspective of E-CRM is based is that the distinct understanding and response to customer 
requirements constitute the effective entrance to support the capabilities of business 
organizations in retaining existing customers and attracting new customers (Badwan et al., 
2017). In this regard, Shaw and Levens (2002) confirmed that business leaders have become 
more aware of the importance of the customer experience as an effective approach to getting 
out of the limitations imposed by the fierce competition and after a series of bad customer 
experiences during the last period. Pennington (2016) indicated that the customer experience 
still suffers from the consequences of unsuccessful investments in CRM. Many leaders of 
organizations are well aware of the importance of adopting modern technological 
foundations and techniques in CRM. However, their traditional thinking and practices on the 
ground are still the same and have not changed. Therefore, the existence of E-CRM in an 
environment in which fierce competition prevails is no longer a luxury, but it has become a 
prerequisite for managing customer experience in the context of service (Grewal & 
Roggeveen, 2020; Andajani, 2015). 
 
Notably, the banking industry is witnessing rapid transformations in the field of its business 
performance, and this is evidenced by the abandonment of most banks from traditional 
channels towards adopting electronic or digital channels that allow the provision of services 
within "24 hours a day, 7 days a week" (Addai et al., 2015), this is due to the Internet, which 
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brought about a quantum leap in the way banks interact with customers in their new virtual 
world. (Jain & Sarupria, 2020). Evidently, the banking industry quickly found that the use of 
traditional methods of customer service is outdated (Couto et al. 2013; Vejacka & Stofa, 
2017). The technology has offered great opportunities for banks to improve customer service, 
and it has also brought challenges that required the adoption of new methodology and 
techniques in formulating and implementing their marketing strategies and relationships with 
customers (Oecd, 2020; Kumar & Mokha, 2021). The E-service is among the most real 
evidence of the banking industry's grasp of changes and new trends in fulfilling customer 
demands (Jain & Sarupria, 2020). The banking industry is more oriented to adopting the new 
communication media in the digital market, as E-banking services Empower customers to 
conduct a series of financial transactions from the comfort of their homes or workplaces 
(Omariba et al., 2012; Kirakosyana & Danaiaţab, 2014). 
 
There is no doubt that most banks realize the importance of adopting E-communication 
systems in understanding the characteristics and requirements of customers and striving 
towards creating an electronic experience to achieve their satisfaction (Capgemimi, 2016). 
According to, Kirakosyana and Danaiaţab (2014) that most researchers and analysts agree 
that the banking industry has missed a great opportunity to benefit from social media 
networks within the scope of its Business. Although the use of such networks means 
conducting financial transactions via mobile phones at any time and from anywhere, and this 
in itself is a challenge for an industry with a high level of regulation, banks need to start 
thinking and developing serious scenarios in dealing with social media networks. Likewise, 
Laketa et al (2015) indicated the necessity for banks to employ new communication channels 
such as social networks in creating integration within the communication channels they use, 
because the use of these networks will contribute to improving customer service and building 
strong relationships with customers. Shrestha et al (2019); Armstrong et al (2020) argued that 
effective banking communications with the customer will not be achieved without the use of 
electronic media, it is a prerequisite for exchanging messages and reaching a common 
understanding that will ultimately support the relationship between the two parties and 
improve the customer experience. Therefore, banks should constantly evaluate and 
reconsider their investments related to customer communications. Parajuli et al (2020) 
explained that customer communications are still a source of concern in the banking industry, 
this communication is a critical factor in influencing the bank's profitability. In addition, the 
knowledge that banks acquire through their communication systems will enable the 
extrapolation of the features of success or failure in the banking policies and procedures taken 
or that will be implemented. 
 
On the other hand, Siddiqui and Tripathi (2010); Hakiri (2012) point out the fact that the way 
banks deal with customers’ complaints represents an important dimension in the relationship 
with the customer, especially since the negative handling of complaints directly affects the 
customer’s satisfaction, which may push towards leaving the bank and dealing with another, 
this will adversely impact the profitability of the bank. On the contrary, the presence of 
management that is keen to listen to customer complaints and it works to address them 
quickly will lead to customers launching (E-WoM) regarding their positive experiences with 
the bank and its services to other friends and relatives on digital networks. In the same 
content, Vutete et al (2015); Antony (2016) stated that banks’ neglect of customer complaints 
and the absence of service recovery systems will inevitably lead to the failure of those 
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services, weakening the competitive capabilities of banks and causing business losses. In fact, 
the management of many banks encourages customers to express their opinions and 
reactions to the experience of the E-service that they experienced as part of recovering the 
service and repairing the damage before things escalate. Based on the facts presented by 
previous studies, the proposed hypotheses are as follows: 
 
H1: E-CRM has a positive influence on customer experience in the Iraqi E-banking Service.   
H2: Communication and Access to Information have a positive influence on customer 
experience in the Iraqi E-banking Service.   
H3: Technology Adoption has a positive influence on customer experience in the Iraqi E-
banking Service.   
H4: Complaint Handling has a positive impact on customer experience in the Iraqi E-banking 
Service.  Figure 1 presents the variables adopted by the study in its conceptual model. 
 

 
 
Methodology 
Study Design and Sample 
The study proceeded to test its hypothetical model by adopting a quantitative design to reach 
a comprehensive view of customer experiences in the context of the E-banking industry. A 
random sample was selected that included (472) customers who use E-services provided by 
commercial banks operating in Basra Governorate - Iraq. Table (1) illustrates the demographic 
characteristics of the study sample customers 
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                                         Table 1:  The Demographic Characteristics of The Study Sample 

Percent Frequency         Variables 

76%  357 Male Gender 
 24% 115 Female 

7% 34 Less than 20 
years 

Age 

32% 152 20–30 years 

30% 141 31–40 years 

21% 98 41–50 years 

6% 29 51–60 years 

4% 18 More than 60 
Years 

18% 85 Below 
undergraduate 

Education 

68% 323 Undergraduate 

9% 41 Master's degree 

5% 23 Doctoral degree 

40% 189 Frequently E-banking usage 

35% 165 Weekly 

23% 107 Monthly 

2% 11 Yearly 

                                             n = 472, Sources: Authors’ survey.     
 

Data Collection Tool 
In order to collect data, the study resorted to designing a two-part questionnaire, the first 
part included questions related to the personal data of the customers surveyed. While, the 
second part went to cover the questions related to the study variables (E-Customer 
Relationship, customer experience). By (18) questions (Appendix 1). 
 
The data collection tool (the questionnaire) was designed by referring to the scales used by a 
number of previous studies. E-CRM questions were taken from (Wang, 2008; Vutete et al. 
2015; Vejacka & Stofa, 2017; Hammoud et al. 2018). Whilst, Customer experience questions 
were taken from (Lallmahamood, 2007; Mathew et al. 2020). The face-to-face survey method 
was adopted in collecting data related to the study sample's answers to the questions 
contained in the questionnaire. 
 
Statistical Tools and Techniques 
In order to analyze the collected data and extract the results, a number of statistical analysis 
techniques and tools provided by the statistical program (SPSS) were used. 
 
Results and Discussion 
 Reliability Test and Descriptive Statistics 
The study began its course within the statistical analysis by conducting the Cronbach’s alpha 
reliability test to measure the internal consistency between the paragraphs of the study tool 
(questionnaire) and to know the reliability of the answers of a sample towards the questions 
contained therein, it is noted from the table 2 that the alpha values exceeded the accepted 
value in the statistical references (0.70) (Hair et al., 2010). The E-CRM variable achieved the 
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highest reliability coefficient (0.844), while the customer experience variable recorded the 
lowest reliability coefficient (0.833). It is inferred from the results contained in the mentioned 
table that the coefficients of Cronbach's alpha test for the main study variables and sub-
dimensions are characterized by a high level of reliability. 
 
Table 2 also  presents the study sample’s answers trends about the questions contained in the 
questionnaire using descriptive analysis (mean, standard deviation). It is noted from the 
mentioned table that the answers of the customers who were included in the survey were 
somewhat positive towards the E-CRM, this was proven (mean = 2.78, standard deviation = 
0. 924). The Communication & Access to Information dimension achieved the highest mean 
(3.01), and standard deviation (.962). While Complaint Handling dimension, the lowest mean 
was recorded (2.61), and the standard deviation was (0.806). In contrast, the results of the 
descriptive analysis with regard to the customer experience indicated positive responses 
towards it, this is evident through the (mean =2.72, standard deviation=0.896) 
 
                                    Table 2: Results of Reliability Test & Descriptive Statistics. 

Standard 
Deviation       

Mean Cornbrash's 
Alpha 

Number 
of items 

Variables 

.924 2.78 0.844  Independent Variable: 
E-Customer Relationship 
Management 

.962 3.01 0.874 3 1. Communication & Access  
to Information 

.961 2.77 0.830 3 2. Technology Adoption 

.806 2.61 0.829 3 3. Complaint Handling 

.896 2.72 0.833  Dependent Variable: 
 Customer Experience 

.952 2.89 0.820 3 1. Convenience 

.864 2.74 0.845 3 2. Security & Privacy 

.859 2.55 0.864 3 3. Service Recovery 

                                                  Source: Survey Data 
 
Correlation Analysis 
For the purpose of revealing the extent of the correlation between the main and sub-
variables, Pearson correlation analysis was used. Table 3 shows the existence of a moderate 
correlation between the E-CRM variable and the customer experience variable, this was 
confirmed by the correlation coefficient (r = .363**, p < .01). As for the correlation between 
the sub-dimensions of E-CRM and the customer experience, there was a strong correlation 
between the dimension of communication and the customer experience in E- banking service 
(r =.496**, p < .01). Likewise, the results in the same table showed that there is a Moderate 
relationship between the Technology Adoption and the customer experience in E- banking 
service (r = .392**, p < .01). While the results of the relationship between the dimension of 
dealing with customers' complaints had a weak correlation with the customer's experience in 
E- banking service (r = .201**, p < .01). 
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                              Table 3: Values of Person’s Correlation Analysis 

   Variables     Values 

E-Customer Relationship Management .363** 

Communication & Access to Information .496** 

Technology Adoption .392** 

Complaint Handling .201** 

 
Regression Analysis 
Table (4) presents the results of the influence relationship test between the study variables, 
as it is noted that there is a moderate effect relationship between E-CRM and customer 
experience in the E- banking service (β = .423, calculated T = 22.543), the value (R² = .33) 
which means that E-CRM explains (33%) of the changes in customer experience, this supports 
H1. Regarding the relationship of influence between the sub-dimensions E-CRM and customer 
experience, the dimension of communication and access to information has achieved a strong 
positive impact relationship with the customer experience (β =. 574, calculated T = 25.302), 
the value (R² = .36), which means that the dimension of communication and access to 
information was interpreted (36%) of changes in customer experience, this supports H2. 
While, there was a strong effect relationship between technology adoption and customer 
experience (β = .450, calculated T = 19.429), the value (R² = .27) which means that technology 
adoption explains (27%) of the changes in customer experience, this supports H3. Likewise, 
the dimension of Complaint Handling has achieved a moderate positive impact relationship 
with the customer experience (β = .223, calculated T = 9.152), the value (R² = .14) which means 
that Complaint Handling explains (14%) of the changes in customer experience, this supports 
H4. 
 
                           Table 4. Results of Regression Analysis 

                         Note. p<0.01, (T tabulated = 3.315) 
 
Conclusion and Recommendations 
In today's fast-paced world towards technological development and internet usage, the 
foundations of traditional competition such as quality or price are no longer sufficient to 
enable service organizations to survive and continue in an environment dominated by fierce 
competition. Where the landscape for business performance has become more complicated 
and requires an integrated view of customer expectations in the digital age. Frankly, the field 
evidence confirms that maintaining existing customers and acquiring new customers is closely 
related to the ability of banks to use modern methods and technology in responding to 
customer requirements. More precisely, the digital revolution that sweeps the world is 
currently imposed on the banking industry changing its scenarios and methods in work to 
comply with the requirements of the new era so that they can the happiness of their 
customers by creating a wonderful experience with the E-banking services, surely this will 

Independent variables β R² T Hypothesis 

E-Customer Relationship Management .423 .33 22.543 H1 - Accepted 

Communication & Access to 
Information 

.574 .36 25.302 H2 - Accepted 

Technology Adoption .450 .27 19.429 H3 - Accepted 

Complaint Handling .223 .14 9.152 H4 - Accepted 
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inevitably be reflected in the positive E-word of the mouth that customer shares with friends 
and relatives on digital platforms or networks. Therefore, the study sought to build a 
conceptual model that simulates the link between E-CRM and the customer’s experience in 
the field of E-banking service. The study concluded that E-CRM has an important positive 
impact on customer experience in the context of E-banking service, this indicates that a 
superior customer experience cannot be achieved without effective E-CRM. The pillars of E-
CRM had varying effects on the customer experience, the study showed that the pillar of 
communication and access to information has a strong influence on the customer experience 
among the respondents. The study revealed the Influence of a moderate level of technology 
adopted in E-CRM on the customer experience. The answers of the respondent customers 
also confirmed that there is a weak interest on the part of banks with regard to customer 
complaints and the treatment of failures or errors that they face when using E-services. 
 
The study recommended the need for banks to be aware of the importance of E-CRM as an 
effective entrance to understanding customers' requirements and the ability to build an 
experience that enhances their satisfaction in the digital age. Also, banks should have multiple 
channels in communicating with customers that enable them to provide the sufficient 
information they need to use the E-service within appropriate time contexts. on this point, 
banks can take advantage of digital platforms, including social media networks, to build real 
rapprochement with customers in their virtual world. Besides, the need for banks to provide 
more applications and programs that allow customers to benefit from a wide range of E-
banking services via their smartphones. Despite the many advantages offered by E-banking 
services, Nonetheless, security and privacy are still important factors that dominate the 
concerns of many customers regarding going into the experience of such services. Hence, 
banks must pay more effort related to enhancing the concepts of security and privacy in 
customers' transactions and their use of E-banking services, especially since many customers 
have negative previous experiences with the use of the Internet for purchase. Meanwhile, the 
necessity of having a department concerned with customer service entrusted with the task of 
answering customers’ inquiries and Providing information that enables them to overcome 
difficulties in using E-services. Finally, banks must move away from traditional frameworks in 
dealing with service failures or errors, which drain the customer's time and effort through 
repeated reviews of the real bank branch.  
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Appendix-1 

(Questionnaire 
Items)Strongly                                
Totally 

Disagree                                 
agree 

 
 

Questions 

 E-Customer Relationship Management   

 Communication & Access to Information  

 The bank provides, through its website, Sufficient 
information about its services. 

1. 

 The bank's customer service staff provide a clear 
answer to all my inquiries. 

2. 

 The bank always gives me accurate notifications 
about my financial dealings. 

3. 

 Technology Adoption  

 I can benefit from the bank’s E-services through 
its application on smartphones 

4. 

 I can complete the payment for purchases from 
global sites through a credit card and e-cash 
issued by the bank. 

5. 

 I can use ATMs to complete financial transactions 
in commercial complexes and public places. 

6. 

 Complaint Handling   

 I easily contact the bank's complaints handling 
systems. 

7. 

 I smoothly express to the bank the defects in its 
E-services 

8. 

 I find that the bank handles my complaints in a 
timely manner. 

9. 

   Customer Experience   

 Convenience  

 I have no difficulty using electronic banking 
applications. 

10. 

 I feel that the E-banking platforms of the bank 
save a lot of time in completing financial 
transactions. 

11. 

 I can use the E-banking services from anywhere 
and at any time. 

12. 

 Security & Privacy    

 I use and benefit from the E-banking services 
with a high level of security. 

13. 

 I sure that the use of E- banking services is far 
from penetration and hacking. 

14. 

1      2          3           4         5 
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 I feel that the E-bank's procedures to preserve 
the privacy of customers are trustworthy. 

15. 

 Service Recovery  

 I touched the great interest of the bank in 
following uncomplicated procedures in the 
aspect of refunding the service. 

16. 

 I believe that the process of dealing with the 
failure of the service in the bank is done in a 
timely manner.   

17. 

 I do not incur any additional costs in the event of 
a refund of the service. 

18. 

 
 
 


