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Abstract: Loyalty is recognized as a key indicator that can show a company's success in a
competitive market competition. Activities related to customer and company contacts can
maximize the realization of customer loyalty, activities referred to as customer relationship
management in which in technological developments there is the concept of e-CRM. The
emergence of various online transportation platforms is a phenomenon that we have
encountered over the past decade. This intense industry competition makes Gojek need to
plan various strategies to be able to maintain its existence. This study intends to analyze the
influence of customer relationships and involvement on customer loyalty among Gojek users.
The results of hypothesis testing show that there is a direct significant effect of e-CRM on
customer loyalty, e-CRM on customer engagement, customer engagement on customer
loyalty, and indirectly there is a significant influence of e-CRM on customer loyalty through
customer engagement.

Keywords: Electronic Customer Relationship Management, Customer Engagement,
Customer Loyalty, Online Transportation, Gojek.

INTRODUCTION

Loyalty can be recognized as a future-oriented concept and is a key indicator that can
show a company's success in competitive market competition (Hwang et al., 2021). Loyal
customers will be willing to repurchase the products and services offered, even to the point of
creating a positive image for the company (Tu et al., 2012). More revenue and an increase in
market share will be obtained by companies that have more loyal customers (Han et al.,
2018). This situation makes customer loyalty an important factor that needs to be considered
by every company from various industrial sectors.

Repurchasing by customers due to a commitment to a brand or company is a form of
customer loyalty (Kotler & Keller, 2016). When customers invest more time and energy in
brands or companies, this situation will help companies maintain sustainable relationships
with these customers (Gao & Huang, 2021). In addition, active engagement with various
company activities can provide value to the company, where customers who are more
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involved may have better connectedness when compared to customers who are not involved
(Kotler & Keller, 2016). Therefore, problems related to the relationship between the customer
and the company become a part that needs to be facilitated properly by the company so that
customers can get good service.

The process of managing detailed information about customers and managing activities
related to customer contact with the company can maximize the realization of loyalty, this
activity which can be referred to as customer relationship management (Kotler & Keller,
2016). The integration of customer relationship management and internet technology helps
companies develop competitive advantages, as this integration develops, it is referred to as
electronic customer relationship management (e-CRM). Meanwhile, high service failure rates
will show a stronger tendency to negative behavior than those with lower service failure
incidents (Laili et al., 2022; Wang et al., 2011).

Rapid technological developments ultimately affect the implementation of various
community activities. The emergence of various platforms related to online transportation
services has become one of the phenomena that we have encountered over the last decade
(Nasution et al., 2020). Industry competition in online transportation services in Southeast
Asia is currently dominated by Gojek and Grab. Slightly higher sales revenue compared to
Gojek makes Grab lead Indonesia's market share throughout 2021. Obtaining a figure of 57%
made Grab dominate the market in both two-wheeled and four-wheeled transportation
services that year. Gojek will only be able to replace Grab as the market share leader in May
2022, in which month Gojek will gain 52%.

Indonesia Ride-hailing Market Share by Sales
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Figure 1. Indonesia ride-hailing market share by share
Source: measurable.ai

This study intends to analyze the effect of electronic customer relationships
management and involvement on customer loyalty among Gojek online transportation service
users. Based on the description that has been presented, it is necessary to research the
analysis of the influence of electronic customer relationship management and customer
engagement on customer loyalty among users of Gojek online transportation services.

LITERATURE REVIEW
Electronic Customer Relationship Management

Customer relationship management in a broad sense refers to the practice of building
and maintaining profitable customer relationships through the provision of superior customer
value and satisfaction, which relates to all aspects of attracting, acquiring and growing
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customers (Kotler & Armstrong, 2021). Creating superior value for customers, a strategic
approach to customer relationship management emphasizes tailoring interactions between
customers and companies and ensuring the coordination of complex organizational
capabilities for the benefit of customers (Cravens & Piercy, 2009).

The digital era has given rise to a variety of new tools that can be used to build
customer relationships, including websites, blogs, online communities, mobile applications
and social media platforms (Kotler & Armstrong, 2021). The integration of CRM and
Internet technology helps companies develop competitive advantages, enables them to
establish relationships with customers, and increases customer satisfaction levels (Chaston &
Mangles, 2003; Krishnan et al., 1998; Lam et al., 2013). The use of internet technology in the
implementation of customer relationship management gave rise to the current term known as
electronic customer relationship management (e-CRM).

Customer Engagement

Engagement is the level of attention and active involvement of customers in
communication, where a more active response from customers allows the company to obtain
better value (Kotler & Keller, 2016). Creating customer engagement and value, according to
Kotler & Armstrong (2021), requires a work unite between all parts of the company to be
able to complete this task, between companies and brands individually need to provide
mutually supportive values. The conceptualization of customer engagement is not just an
attitude perspective, but more than that reflects the psychological and behavioral dimensions
(Patterson & Yu, 2006; So et al., 2014).

Customer Loyalty

Loyalty is a deeply held commitment to repurchase or re-patronize a product or service
preferred by a customer in the future even though there are external factors and marketing
initiatives from competitors that may encourage switching actions (Kotler & Keller, 2016).
Based on this understanding, customer loyalty can be interpreted as a repurchase decision
made by a customer based on his commitment to a brand or company. Customer loyalty can
be divided into several loyalty level groups, namely 1) some customers are completely loyal,
2) customers are somewhat loyal and 3) buyers show no loyalty to any brand (Kotler &
Armstrong, 2021).

Research Framework

Based on the literature review that has been described, a research framework can be
formulated "Analysis of the Influence of Electronic Customer Relationship Management and
Customer Engagement on Customer Loyalty for Users of Gojek Online Transportation
Services", as follows:

Customer
Engagement

Customer
Loyalty

Figure 2. Research framework
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Research Hypothesis
Based on the framework and research paradigm that has been described previously,
the initial hypothesis or conclusion can be drawn as follows:
1. There is an effect of electronic customer relationship management on customer
loyalty.
2. There is an effect of customer engagement on customer loyalty.
3. There is an effect of electronic customer relationship management on customer
engagement.
4. There is an effect of electronic customer relationship management on customer
loyalty through customer engagement.

RESEARCH METHODS

This research was conducted to determine the effect of electronic customer relationship
management and customer engagement on customer loyalty. The type of research used in this
research is descriptive and verification. The population in this study are users of Gojek online
transportation services, where the number is unknown so it can be categorized as infinite. The
Lemeshow formula is used to determine the number of samples in an infinite population.
Based on the calculation results, the minimum number of samples required is 96 respondents
which will be rounded up to 100 respondents.

The sampling technique used in this study is the non-probability sampling technique, in
which this collection technique does not provide equal opportunities for each element or
member of the population to be selected as a sample (Sugiyono, 2013).. Meanwhile,
purposive sampling was chosen as the sampling technique in this study. The analysis
technique in this study used quantitative analysis techniques, in which an objective approach
was used, including quantitative data collection and analysis and using statistical testing
methods. The data collected was evaluated using a 5-point Likert rating scale ranging from
strongly disagree to strongly agree.

FINDINGS AND DISCUSSION
Description of Respondent Characteristics

Table 1. Respondents based on gender

Jenis Kelamin Jumlah Persentase
Laki-laki 33 33%
Perempuan 67 67%

Total 100 100.00%

Based on the results of data processing, it is known that out of a total of 100
respondents, 33 people or 33% obtained male sex data, while 67 female sex data or 67%.

Table 2. Respondents based on age

Usia Jumlah Persentase
16 - 25 tahun 75 75%
26 - 35 tahun 14 14%
36 - 45 tahun 5 5%
2 46 tahun 6 6%
Total 100 100.00%
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Based on age, data obtained from Gojek online transportation service users aged 16-
25 years were 75 people (75%), aged 26-35 years were 14 people (14%), aged 36-45 years
were 5 people (5%), and age > 46 years as many as 6 people (6%).

Table 3. Respondents based on work

Usia Jumlah Persentase

Pelajar / Mahasiswa 42 75%
Pekerja Pemerintahan 9 9%
Pekerja Swasta 35 35%
Wirausaha 8 8%
Freelancer 4 4%
Ibu Rumah Tangga 1 1%
Pensiunan 1 1%

Total 100 100%

Meanwhile, based on work, it shows that out of a total of 100 respondents who use
Gojek online transportation services and work as students, the highest number of respondents
is 42 people (42%). 9 people (9%) work as workers or government employees, 35 private
workers (35%), 4 freelancers (4%), 1 housewife (1%), and 1 pensioner (1 %).

Validity Test

Table 4. Validity test results

Criteri
Statement I'count I'table a
X1 0.767 0.197 Valid
X2 0.745 0.197 Valid
X3 0.683 0.197 Valid
X4 0.721 0.197 Valid
M1 0.838 0.197 Valid
M2 0.851 0.197 Valid
M3 0.804 0.197 Valid
M4 0.727 0.197 Valid
M5 0.760 0.197 Valid
Y1 0.713 0.197 Valid
Y2.1 0.826 0.197 Valid
Y2.2 0.832 0.197 Valid
Y3 0.783 0.197 Valid

Based on the data contained in table 4, it is known that the results of the validity test for
the statements contained in the research questionnaire have been distributed to 100
respondents. Each statement of the electronic customer relationship management (X),
customer engagement (M) and customer loyalty (Y) variables has an rcount value greater
than the rtable value (rcount > riable) Meaning that the statements contained in this research
guestionnaire as a whole are valid.
Reliability Test

Table 5. Reliability test results

Variable Cronbach's Alpha  Criteria
e-CRM (X) 0.706 Reliable
Customer Engagement (M) 0.852 Reliable
Customer Loyalty (Y) 0.816 Reliable
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Based on the data contained in table 4.10 it can be seen that the three variables in this
study, namely electronic customer relationship management (X), customer engagement (M)
and customer loyalty (Y) have a Cronbach's Alpha coefficient value greater than 0.60 (>
0.60) then it can be stated that each variable in this study is reliable.

Path Analysis Substructure |

Table 6. Substructure | coefficients
Unstandardized Standardized

Coefficients Coefficients
Std.
Model B Error Beta t Sig.
(Constant) .588 1.080 545 587
e-CRM 271 .085 275 3.194 .002
Brand Image 341 .053 .558 6.472 .000

The standard error value contained in the equation for substructure | can be calculated
using the following formula:

e, =+ (1 —R?)
/(1 —0.589)

0.641

Referring to the variable regression coefficient values contained in the standardized
coefficient Beta column in table 4.12, the following equation can be obtained:

Y =0.275X + 0.558M + 0.641

Based on the regression equation above, it can be seen that electronic customer
relationship management and customer engagement have positive regression coefficient
values, so this shows that there is a directly proportional effect on customer loyalty. The
regression equation shows that the electronic customer relationship management and
customer engagement variables will have a positive influence on customers

Coefficient of Determination (R?) Substructure |

Table 7. Substructure | model summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 7672 589 .580 1.43950

Based on the table above it can be seen that R Square has a value of 0.589. The data
results show that the coefficient of determination for the effect of electronic customer
relationship management and customer engagement on customer loyalty is 58.9%.
Meanwhile, 41.1% of customer loyalty is influenced by other variables outside of this study.
F-test (Simultaneous Effect) of Substructure |

Table 8. Substructure | anova

Sum of Mean
Model Squares  df Square F Sig.
1 Regression 287.592 2 143796 69.395 .000°
Residual 200.998 97 2.072
Total 488.590 99
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Based on Table 8, the significance value of the effect of electronic customer
relationship management and customer engagement on customer loyalty is 0.000, less than
0.05 and the Fcount Value is 69,395 greater than the Frabie value of 3.09, then Ho is rejected
and Ha is accepted. Therefore, it can be stated that there is a significant influence of
electronic customer relationship management and customer engagement on customer
loyalty.

T-test (Partial Effect) of Substructure |
Partial hypothesis testing or t-test is carried out to determine whether there is an
influence or not between the independent variables on the dependent variable. Based on table

6, it is known that the significant value and tcount Value of the electronic customer relationship

management and customer engagement variables on customer loyalty. The following is a

comparison of the significant value and the teount Value with the tiabie value:

1. Electronic customer relationship management has a significance value of 0.002, less than
0.05, and has a tcount Value of 3,194 greater than a twnle Value of 1,985. Therefore, it can be
stated that there is a significant influence of Electronic customer relationship management
on customer loyalty.

2. Customer engagement has a significance value of 0.000, less than 0.05, and has a tcount Of
6,472 greater than a twnie Of 1,985. Therefore, it can be stated that there is a significant
influence of customer engagement on customer loyalty.

Path Analysis Substructure 11

Table 9. Substructure Il Coefficients
Unstandardized Standardized

Coefficients Coefficients
Std.
Model B Error Beta t Sig.
(Constant) 1.837  2.062 .891 375
e-CRM 1.056 123 .655 8.589 .000

The standard error value contained in the equation for substructure Il can be
calculated using the following formula:

e; =+ (1—R?)
=./(1-0.429)

= 0.756

Referring to the variable regression coefficient values contained in the standardized
coefficient Beta column in table 9, the following equation can be obtained:

M = 0.655X + 0.756

Based on the regression equation above, it can be seen that electronic customer
relationship management has a positive regression coefficient value, so this shows that there
is a directly proportional effect on customer engagement. The regression equation shows
that the electronic customer relationship management variable will have a positive influence
on customer engagement.
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Coefficient of Determination (R?) Substructure |1

Table 10. Substructure Il Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .655% 429 424 2.75926

Based on table 10 above, it can be seen that R Square has a value of 0.429. The data
results show that the coefficient of determination for the effect of electronic customer
relationship management on customer engagement is 42.9%. Meanwhile, 57.1% of customer
engagement is influenced by other variables outside of this study.

t-test (Partial Effect) of Substructure Il

Based on table 9, it is known that the significant value and teount Value of the electronic
customer relationship management variable on customer engagement. Electronic customer
relationship management has a significance value of 0.000, less than 0.05, and has a tcount Of
8,589 greater than a twnie 0f 1,984, then Ho is rejected and Ha is accepted. Therefore, it can be
stated that there is a significant influence of Electronic customer relationship management on
customer loyalty.

Sobel Test

The indirect effect of the independent variable on the dependent variable through the
mediating variable can be calculated by multiplying the results of the path of the independent
variable (X) on the mediating variable (M) and the path of the mediating variable (M) on the
dependent variable (Y). Referring to the data in table 6 and table 9, the model can be
described as follows:

Customer

E t
a=1.056 nsagemen b=0341
Sig =0.000 Sig = 0.000
Sa=0.123 Sb=0.053

E-CRM Customer Loyalty

a’=0271

Sig = 0.002

Sa’=0.085

Picture 3. Sobel test

Based on the data in Figure 3, the Sobel test is carried out for the indirect effect of
electronic customer relationship management on customer loyalty through customer
engagement by determining the standard error value for the indirect effect as follows:

Sap = \/b2Sa? + a?Sb? + Sa?Sh?
=+/0.3412 x 0.1232 + 1.0562 x 0.0532 + 0.1232 x 0.0532
= 0.008

A significant test of the indirect effect is carried out partially by using the following
calculation formula:
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| Q
ey

7z =

%)

ab
1.056x0.341

0.008

=45.012

The results of the Sobel test calculation above show that the z value of 45,012 is greater
than 1.96, thus proving that customer engagement can mediate electronic customer
relationship management for customer loyalty. Based on the results of these calculations, then
Ho is rejected and Ha is accepted, so it can be stated that there is a significant effect of
electronic customer relationship management on customer loyalty.

Discussion

Based on the findings in this study, there is a significant influence of electronic
customer relationship management on customer loyalty. The results of this study indicate
that the relationship between the company and its customers is an important factor that
needs to be considered in every implementation of the company's activities. Kotler & Keller
(2016) stated that by improving relationships with customers in the long term, it is more
likely that customers will continue to survive. In addition, when companies can serve
customer needs better, this situation will increase customer loyalty which will ultimately
affect company profitability (Ramsey et al., 2008).

The effect of electronic customer relationship management on the implementation of a
business is an important part, where with a good customer relationship management
program, customers can be increasingly connected with the company. In its development,
this can have a good influence on the development of the company.

Electronic customer relationship management also has a significant effect on customer
engagement, this situation shows that the better the implementation of electronic customer
relationship management, the higher the engagement by Gojek online transportation service
customers. Implementation of customer relationship management programs can create value
for customers, when the program creates value for customers, companies can be able to
obtain value from their customers (Kotler & Keller, 2016).

There is a significant influence of customer engagement on customer loyalty, which
can be closely related to psychological processes. This is because customer engagement
with sentimental and calculative factors can lead to customer satisfaction furthermore, it can
lead to customer loyalty (Arora & Sharma, 2018; Bowen & Shoemaker, 1998).

Customer engagement can mediate the effect of electronic customer relationship
management on customer loyalty. Vivek et al. (2012) in their research stated that customers
who are involved with a product or service can have an emotional attitude toward the
company that provides it, at the same time it will encourage them to be more loyal when
compared to those who are not involved. Not only that, customer engagement changes
customer relationships from short-term ones to long-term relationships, even close ones
(Sawhney et al., 2005).

CONCLUSION

The results of hypothesis testing in this study indicate that the four hypotheses
proposed are acceptable. The results of hypothesis testing indicate that there is a direct
significant effect of electronic customer relationship management on customer loyalty,
electronic customer relationship management on customer engagement, customer
engagement on customer loyalty, and indirectly there is a significant effect of electronic
customer relationship management on customer loyalty through customer engagement.
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Electronic customer relationship management is an important factor in increasing
customer loyalty in a company, especially Gojek online transportation services. Customer
engagement can mediate the effect of electronic customer relationship management on
customer loyalty. Customers who are involved with a product or service can have an
emotional attitude towards the company, at the same time encouraging these customers to
be more loyal than those who are not involved. Not only that, customer engagement
changes customer relationships from short-term ones to long-term relationships, even close
relationships. Companies that have a loyal customer base can have a competitive advantage
over their competitors.

Based on the findings in this study, it can be seen that the electronic customer
relationship management variable in online gojek transportation services has a lower
influence value when compared to customer engagement. Therefore, attention to the
implementation of programs related to electronic customer relationship management needs
to be increased. Implementation of a good customer relationship management program can
facilitate customers to be more connected with the company. In its development, this can
have a good influence on the competitive advantage possessed by the company.
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