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Abstract

E-business allows organizations to reach more consumers in a much wider economic market. This
capability in the information age has caused it to be used as a development solution in business and as
an alternative of interest for new businesses. However, the influence of many components and the
increasing change in information technology have caused its successful application as a challenge for
the organization. One of these challenges is the cost of simultaneously paying attention to all aspects
of success in electronic business and the short-term effect of those components. Therefore, identifying
all the components affecting the success of e-business and prioritizing them can be effective in
advancing organizational goals. The present study uses a conceptual model of the components
affecting customer relationships in e-business, using a systematic literature review and qualitative
content analysis. The proposed model consists of five dimensions: ‘use of social media’,
‘customization’, ‘applicability of social media’, ‘customer interaction approach’, and ‘website
quality’. These structures consist of 16 components and 38 sub-components. The proposed model has
been investigated and statistically analyzed through a survey by e-business experts. The results show
that ‘advertisements’ in instant messengers are of considerable importance in establishing effective
communication with customers and attracting new customers (95% confidence). According to experts’
opinions, it is worth mentioning that some components such as ‘ease of ordering’ and ‘security of
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payment’ have lower importance, and this can be the result of turning these components into
mandatory business features.

Introduction

Digital technologies are changing markets, business environments, business models (Foltean et al.,
2019), and the marketing communications paradigm (Farmania et al., 2021). Web technologies are
changing how organizations and customers interact and creating new ways to interact and cooperate
with the market. While the expansion of information technology and customer empowerment can
create business opportunities, it also brings new challenges to customer relationship management. The
accomplishment of a successful e-business relies on a quick response, the adoption of new
technologies, and acquiring knowledge to use them. Adopting and implementing all these tools require
time and investment, and using one component for all businesses will not increase profits. Previous
research has identified limited components affecting the improvement of customer relationships in e-
business (Farmania et al., 2021; ljaz et al., 2016; Joo & Sohn, 2008; Trainor et al., 2014), and studies
in this category suffer from not providing a conceptual framework related to the main components
affecting the improvement of customer relationships. In this study, the structures and components that
are effective in improving customer relationships in electronic businesses are identified by first using a
systematic review of the research literature. Then, experts examine the effects of the components and
their ranking, and finally, a conceptual model of the affecting components of customer relationships in
electronic businesses is presented.

Methodology

This study has two main phases:

1. In the first phase, using the qualitative research method, a systematic review of research
literature (Okoli & Schabram, 2010) was conducted. The review consisted of four stages: planning
(determining the goal and subject), selection (sifting articles according to the goal), extraction
(identifying the structures, components, and subcomponents affecting the improvement of customer
relationships in electronic businesses), and implementation (development of the conceptual framework
using qualitative content analysis and selective and central coding).

2. In the second phase, the developed conceptual framework was evaluated by an online survey
and statistical analysis of experts’ opinions in the field of customer relationship management. Experts
in this field have been identified by using the snowball sampling method and 59 people completed the
survey. The alpha coefficients of the studied variables were calculated as 0.966. Therefore, it can be
said that the survey was valid. To perform the statistical analysis of the results, the Normal
Distribution Hypothesis was checked using the Kolmogorov-Smirnov test, and due to the mismatch
between the data distribution and the normal distribution, non-parametric tests were used to evaluate
the proposed conceptual framework. The ratio test was used to measure the acceptance or non-
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acceptance of the conceptual framework. The chi-square hypothesis test was used to analyze the
frequency of each choice in Likert, among the subcomponent, and also Friedman's test was used to test
for differences among subcomponent and ranking them.

Findings

The ranking of the subcomponent with Friedman's analysis of variance shows advertising and
selling products on online public sites due to providing the possibility to communicate with
wider users, providing complementary products and services, saving time and reducing the
negative burden of multiple payments, and sending general advertising SMS to make effective
and continuous communication with customers, will acquire new customers and increase the
quality of communication with customers. Additionally, experts observed that this subcomponent
should be given more attention in the ranking analysis of the subcomponents of the "use of social
media" structure compared to other subcomponents of this structure.

The findings related to the ranking of the subcomponents of the "applicability of social
media" structure indicate that the experts noticed the importance of the "advertising campaign
with charitable institutions” subcomponent due to its ability to create a positive feeling towards
the brand and increase loyalty. They also noted the importance of the "advertising campaign with
other businesses" subcomponent to acquire new customers and have the support of other business
customers. The experts ranked "Push Notification" as the most important subcomponent among
the subcomponents of the "website quality" structure due to its ability to pop up website content
updates to users and increase click rates and website visits. The findings also show that some
components such as ‘ease of ordering’” and ‘security of payment’ have lower importance
according to experts’ opinions, and this can be due to this component being considered a
competitive advantage in the past, but now it has become a business requirement.

Conclusions

Nowadays, the accomplishment of a successful e-business relies on the identification and adoption
of effective tools and components to improve customer communication. By reviewing the literature
about the component affecting the improvement of customer relationship management, researchers
have only identified the components, and the studies in this field suffer from the development of a
comprehensive conceptual framework. This study aims to identify and evaluate the effective
components of improving customer relations in electronic businesses and to develop a comprehensive
conceptual framework of strategic and operational components effective in improving customer
relations. This model includes five structures: “use of social media’, ‘customization’, ‘applicability of
social media’, ‘customer interaction approach’, and ‘website quality’. In addition, there are 16
components and 38 subcomponents. The goal framework was examined through a survey by e-
business experts and was confirmed with 95% confidence. The results of Friedman's statistical test in

ranking the components show that ‘advertisements’ have significant importance in making effective
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communication with customers and acquiring new customers. The components of ‘ease of ordering’
and ‘security of payment’ have lower importance. This can result from turning these components into
mandatory features of business (lack of competitive advantage). In addition, the prioritization of the
components at the level of each structure shows that ‘Push Notification’ in improving the ‘website
quality’ structure and ‘advertising campaign’ in the structure of ‘applicability of social media’ can
improve the relationship with the customer.

Keywords: Electronic Business, Customer Relationship, Influencing Factors, Friedman's Test.
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Table 1: Components and Subcategories of Website Quality Structures Along With References
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Table 3: Components and Characteristics of
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Table 4: Components and Subcategories of Social Media Functional Constructs
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Table 6: Structures and Components and Sub-Components Effective on Improving Customer
Communication in Electronic Business
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Figure 2: Conceptual Framework of Structures and Components Effective on Improving Customer
communication in E-Business
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Table 9: Ranking of Respondents' Opinions on the Subsets of Social Media Functional Constructs
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