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Effects of e-CRM Activities and Trust on Loyalty & Mediating Effects of Trust
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Abstract

This study is to examine the effects of e~CRM activities(e-Sales activities, e-Service activities and
e-System activities) and trust on loyalty. Particularly, it focuses on the mediating effects of trust on
the relationships between e-CRM activities and loyalty. The data is collected from 336 university
students over two and half month periods. The results are as follows: Firstly, e-Sales activities,
e-Service activities and e-System activities effect exert a significant influence on the trust, but e-Sales
activities, e-Service activities and e-System activities do not directly influence on the loyalty. Secondly,
trust impacts significantly on loyalty. Finally, in summary, findings confirm the mediating effects of trust
on the relationship between e-Sales activities, e-Service activities and e-System activities and loyalty.
These results show that if e-commerce firms implement e~CRM activities(e-Sales activities, e-Service
activities and e-System activities), their customers will more recognize additional service attributes and
the customers' relationships, trust and loyalty with their firms will improve.
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e w7 E} Qs AoZ AFSEHUL, /M 4-12
AHE AT} A, e-ServiceZ BT FAE 7t AF
L9] uj7iast Z A%t A= 95% AlFAE
of 0o] ZgtslA] koK .067 - .161), WiAaz}t 54
Aoz [ootrt. ET 1FHEIN 1099 FYeE
2 .001(p< .09)2 HHaT= BAZCE FYusH
et wiZiaat Sl AR AFEUL, 7H 4-2
A= A

RO 2 e-System@ &} S/ %= 1H] A =2
WRET A5 g IEI= 95% A=T] 0
o] Z35A] Qkol( .046 - .163), WA} BAZ L
2 footant. Est HAEIH .093)Y RYeE
001(p< .05)2 Hadh= SAXCE [oujstA y
et wiZl g9} Qs Ao® HSFEHIL, 7HE 4-3%
A= Qi) AR M HE Ao o9 [# 61
2t

=
[

1

L

6 714 A3 Ay
. RHEH
714 42 Estimate | SE t-value 7|2t
2t
.| eSales — 4.159 HEH
H1-1 Trust .100 .024 (000)** HEH
e-Service — 5.416 =
H1-2 Trust 132 .024 (000)** RHEY
_o| eSystem — 5.433 =
H1-3 Trust 118 .022 (000 e
.| eSales — | _ 1.372 2t
H2-1 Loyalty 031 022 (170) 7|
| e-Service — | _ 1.126 -
H2-2 Loyalty .022 .020 (260) 712
_| e-System — 236 ot
H2-3 Loyalty .004 .017 (812) 712
Trust — 8.778 -
H3 Loyalty 783 .089 (000)** RHEY
Mediating | Total Direct .
Effects effect effect Indirect effect
e-Sales — .078
HA4-1| Trust —- | 109 .031 (.003)** HEH
Loyalty (033 -.132)
e-Service — 104
HA-2| Trust - | 126 .022 | (.001)** el
Loyalty (067 - .161)
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e-System — .093

H4-4 | Trust - | .097 .004 | (.007)** XHEH
Loyalty (.046 - .163)

*=p(0.1, **=p<0.05

*** Indirect Effect 95% confidence interval from bootstrap:
Lower Bounds - Upper Bounds
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