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ABSTRACT: The aim of this study is to scrutinize the impact of customer relationship management (CRM) on 

marketing performance through innovation capability. Guided by a quantitative descriptive and predictive 

methodology, a questionnaire-based survey was carried out to collect data on research constructs using a randomly 

chosen sample consisting of 213 clients of financial small and medium enterprises in Jordan. Data analysis was 

conducted using a total of 194 questionnaires. The results approved the hypotheses that CRM dimensions exert 

significant direct effects on marketing performance and significant indirect results on the same endogenous construct 

through innovation capability. Therefore, managers of financial enterprises would have required a considerable effort 

in order to ensure that the concepts of relationship marketing theory and resource-based views are effectively and 

efficiently applied to induce marketing performance in terms of customer satisfaction, retention and loyalty. 

KEYWORDS: customer relationship marketing, innovation capability, marketing performance.  

I. INTRODUCTION 

Marketing performance is an ultimate goal for companies striving to enhance their overall performance. Improving 

this line of performance requires that companies should keep customers at their center of attention in order to ensure 

that they are value-linked, engaged, involved, satisfied, retained and loyal customers. In fact, companies can achieve 

this goal by exploiting their resources on the basis of relationship marketing theory and resource-based view. 

Relationship marketing (RM) had been operationalized by Morgan and Hunt (1994) as a concept consisting of four 

forms, i.e., internal, supplier, lateral and buyer partnerships. The authors indicated that customer relationship 

management is just one factor of those accounting for relationship marketing. It represents a considerable shift from 

product-based marketing to customer-oriented marketing (Rao and Gupta, 2019) based on the principles of RM 

(Rahimi and Kozak, 2017). 

Scholars as well as practitioners value relationships with customers due to several reasons. Examples of eventual 

lucrative goals of such relationships include yielding a superior value for the sake of the customer and the company 

(Dewnarain et al., 2019)and instilling customer satisfaction, retention and loyalty (Nwankwo and Ajemunigbohun, 

2013, Mokhtaruddin et al., 2018, Palmatier and Steinhoff, 2019, Sayil et al., 2019). 

Meanwhile, researchers highlight the importance of resource-based view (RBV) as a construct upon which companies 

can build their organizational success. According to this view, companies’ abilities to effectively manage their unique 

resources in an excellent manner will result in advantageous outcomes (Dewnarain et al., 2019).Uniqueness of 

companies’ resources are needful factors of companies’ competitive advantage(Bridoux, 2004). 

According to Kozlenkova et al. (2014), RBV has gained great attention as a frame work that can be used to explain 

performance. Using a sample consisting of 700 small and medium enterprises (SMEs) in Malaysia, Bakar and Ahmad 

(2010) adopted RBV to identify drivers of product innovation performance and found that enterprises’ intangible 

resources were the most important driver of innovation performance.      

Consequently, CRM, as a mix of four dimensions, which are customer orientation, technology, knowledge 

management and firm competencies (Padmavathy et al., 2012, cited in Dewnarain et al., 2019), is linked to innovation 

capability. Further, some authors indicate that CRM is positively related to performance through innovation (Battor 

and Battor, 2010,Ghafari et al., 2011,Baksi and Parida, 2013, Toma et al., 2014, Taherparvar et al., 2014, Shriedeh 

and Ghani, 2016). Another bundle of research confirmed the positive effect of CRM on performance outcomes such 

as satisfaction through different mediating constructs like customer empowerment (Aldaihani and Ali, 2018b), or 

marketing capability (Chang et al., 2010). 

Uniqueness of this study can be expressed in terms of its exploitation of relationship marketing theory and resource-

based view to understand the effect of CRM on marketing performance through administrative innovation capability. 
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It is simply structured as follows: the next section contains literature review and hypotheses development. Section 

three illustrates research methodology, and in Section four results are exhibited and discussed. Finally, section five 

demonstrates research conclusion, implications and future research dimensions.    

II. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

In the light of relationship marketing theory, CRM had been conceptualized as a process that aimed at attracting, 

retaining and cooperating with customers (Dewnarain et al., 2019). It was also defined as a vital strategy employed by 

companies to assimilate customer behavior in order to build a well-protected relationship with customers (Kasemsap, 

2018).  

Researchers in their works on CRM use several dimensions. Examples of these dimensions include complain 

resolution, customer knowledge, customer empowerment and customer orientation (Bhat and Darzi, 2016), employee 

behavior, customer service quality, interaction management, and relationship development (Long et al., 2013).The 

most common dimensions are information sharing, customer involvement, long-term relationship or partnership, joint 

problem-solving and technology-based CRM (Lin et al., 2010, Al-Hawary and Aldaihani, 2016).  

Inevitably, four dimensions of CRM were used in the current study, i.e., information sharing, customer involvement, 

long-term relationship and social CRM.Information sharing was selected as one component of knowledge 

management practices, in the light of its positive effect on both innovation and performance (Nawab et al., 2015). 

Customer insolvent was selected on the basis of its positive influence on company innovativeness (Zhang and Xiao, 

2019), long-term relationships with customers can be justified via the fact that companies have to track customers’ 

past activities in order to be able to meet their future needs (Das and Mishra, 2019).  

Social CRM can be understood using three main pillars, which are social media, customer engagement and brand 

loyalty (Dewnarain et al., 2019). For Kim and Wang (2019), social CRM constitutes companies’ capability in 

transforming social media marketing resources into profitable relationships with customers.Aldaihani and Ali (2018a) 

defined social CRM as a combination of social media applications like Facebook as well as CRM strategy. 

Regarding innovation capability, it was defined as companies' abilities to create innovation through continuous 

learning, knowledge transformation, creativity and resources exploitation (Iddris, 2016). On top of that, researchers 

cited a number of dimensions such as administrative, marketing, technological and aesthetical innovation (Al-Hawary 

and Aldaihani, 2016), knowledge management, organizational learning, organizational culture, leadership, idea 

management, and innovation strategy (Iddris, 2016).  

In terms of CRM effects on both innovation capability and performance outcomes, mixed results were reported. In 

their empirical study on CRM and innovation capability as measured by product, process, administrative, marketing, 

and service innovation, Lin et al. (2010) found that technology-based CRM had a significant effect on all dimensions 

of innovation capability, which in turn positively affect customer satisfaction (Wikhamn, 2019). 

Peculiarly, knowledge management strategies, e.g., information sharing, have a direct effect on innovation and 

organizational performance (Al-Hakim and Hassan, 2013, Nawab et al., 2015).Aldaihani and Ali (2018b) revealed 

that social CRM had a positive effect on customer satisfaction. Nevertheless, Becker  et al. (2009) indicated that the 

implementation of CRM by companies has no significant effect on their performance. Nwankwo and Ajemunigbohun 

(2013) investigated CRM and customer retention in Nigeria’s insurance industry and pointed out a significant effect 

of CRM on customer retention. Using a sample of customers of a financial servivecompany, Verhoef (2003)identified 

that CRM efforts such as loyalty programs had a significant effect on customer retention. 

It was surmised, based on the above literature, that CRM dimensions have significant direct influences on customer 

satisfaction, retention and loyalty, i.e., marketing performance. On that account, the following hypotheses were 

introduced:  

H1: Information sharing exerts a statistically significant direct effect on marketing performance. 

H2: Customer involvement exerts a statistically significant direct effect on marketing performance. 

H3: Long-term relationship exerts a statistically significant direct effect on marketing performance. 

H4: Social CRM exerts a statistically significant direct effect on marketing performance  

Generally stated, relationship marketing orientation and online relationship marketing are some ways that enrich 

customer loyalty (Boateng, 2019) and customer retention (Mokhtaruddin et al., 2018). No studies were found on the 

mediating role of innovation capability on the effect of CRM on marketing performance. However, some researchers 

identified that CRM is positively related to innovation capability and marketing performance as evaluated by 

customer satisfaction, customer retention and customer loyalty. Innovation capability, as well, is positively associated 

to customer outcomes.   

For Al-Hawary and Aldaihani (2016), all dimensions of CRM, i.e., information sharing, customer involvement, long-

term relationship, joint problem-solving, and technology-based CRM had significant effects on innovation capability. 
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More recently, Cheng and Shiu (2019) found that customer involvement, social CRM, customer information 

processing and social media networks had significant effects on innovation in companies. Technology-based 

innovation capability is positively related to other types of innovation such as administrative and marketing 

innovation as well as to company performance (Atalay et al., 2013).  

On the other hand, other studies found that the competitive competencies of companies such as quality and innovation 

had no significant impact on companies’ financial performance (Ho et al., 2016).It was inferred that CRM dimensions 

are positively linked to marketing performance as gauged by customer outcomes .That being the case, the following 

hypotheses were suggested:   

H5: Information sharing exerts a statistically significant indirect effect on marketing performance through 

innovation capability.  

H6: Customer involvement exerts a statistically significant indirect effect on marketing performance through 

innovation capability. 

H7: Long-term relationship exerts a statistically significant indirect effect on marketing performance through 

innovation capability. 

H8: Social CRM exerts a statistically significant indirect effect on marketing performance through innovation 

capability.   

III. Research methods 

3.1 Research sample and data collection 

A total of two hundred and thirteen clients of financial enterprises in Jordan were identified using simple 

random sampling technique. Ergo, 213 questionnaires were administered to research participants and 194 

questionnaires were handed back, with a coverage ratio of 91%. Using this technique to select clients is popular 

among researchers (Akram, 2009, Tariq et al., 2013). In order to understand the effect of CRM efforts on 

customer retention and customer share development in financial industry, Verhoef (2003)relied on customers’ 

perspectives.  

3.2 Research instrument 

CRM dimensions were measured using 20 items related to information sharing, customer involvement, long-

term relationship, and social CRM adopted from prior research (Verhoef, 2003, Battor and Battor, 2010, Lin et al., 

2010, Al-Hawary and Aldaihani, 2016, Bhat and Darzi, 2016, Aldaihani and Ali, 2018a, Kim and Wang, 2019, Rao 

and Gupta, 2019,Dewnarain et al., 2019). While CRM assumes a long-term relationship with customer, customer 

satisfaction should be measured on the basis of customers’ overall satisfaction (Spiteri and Dion, 2004). 

Respecting marketing performance measures, Grønholdt and Martensen (2006)indicated that this construct can be 

an assess using either mental customer outcomes or market outcomes. The first group contains variables such as 

customer satisfaction, customer brand awareness, customer perceived quality, customer retention and customer 

loyalty, while the second group includes outcomes such as sales, number of customer, number of new 

customers, sales from new customers, price elasticity and price premium.For the current study, marketing 

performance was estimated based on three mental customer outcomes, which are customer satisfaction, 

customer retention and customer loyalty using 10 items (Afifi and Amini,, 2019). On the other hand, innovation 

capability as measured by administrative innovation was estimated based on previous studies by 5 items 

(Ghafari et al., 2011, Toma et al., 2014, Al-Hawary and Aldaihani, 2016, Rajapathirana and Hui, 218).  

3.3 Research conceptual model 

Figure 1 presents the conceptual model of this study, in which four predictors were arrayed in the presence of 

one mediator to unveil eight direct and indirect effects of CRM dimensions on marketing performance through 

innovation capability. According to Preacher and Hayes (2014), the mediator is a variable that accounts for the 

effect of the independent variable on the dependent variable. A model that consists of one mediator is called a 

simple mediation model. As the figure spots, four direct effects were assumed between CRM dimensions, i.e., 

information sharing, customer involvement, long-term relationship and social CRM, and marketing 

performance (H1, H2, H3 and H4). In addition, four indirect effects of CRM dimensions on marketing 

performance through innovation capability were postulated (H5, H6, H7 and H8). Solid lines signify direct 

effects while dotted lines signal indirect effects.  
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Figure 1. Research conceptual model 

3.4 Validity and reliability 

Convergent validity to assess data validity and Cronbach’s alpha as a measure of reliability as well as composite 

reliability (CR) were used by numerous researchers. The standardized value of factor loadings (SFL) should be 

greater than 0.05 and values of the average variance extracted (AVE) should be greater than 0.50 as a threshold 

of sufficient validity. The composite reliability and alpha should be higher than 0.70 as reliability cut-off (Al-

Hawary, 2013, Al-Hawary and Aldaihani, 2016,Al-Hawary and Al-Smeran, 2016, Aldaihani and Ali, 2018a, 

Alolayyan et al., 2018, Hoekstra et al., 2019, Huang et al., 2019). The results shown in Table 1 point out that 

validity and reliability criteria were met.  

Table 1. Results of validity and reliabity tests 

Variables Items SFL AVE CR α 

Information sharing  

IV1 0.79 

0.589 0.877 0.869 

IV2 0.82 

IV3 0.72 

IV4 0.81 

IV5 0.69 

Customer involvement  

IV6 0.87 

0.640 0.898 0.882 

IV7 0.83 

IV8 0.91 

IV9 0.72 

IV10 0.64 

Long-term relationship 

IV11 0.77 

0.620 0.890 0.878 

IV12 0.84 

IV13 0.71 

IV14 0.83 

IV15 0.78 

Social CRM 

IV16 0.88 

0.684 0.915 0.896 

IV17 0.75 

IV18 0.93 

IV19 0.82 

IV20 0.74 

Innovation capability 

MV1 0.84 

0.636 0.897 0.874 

MV2 0.86 

MV3  0.74 

MV4 0.75 

MV5 0.79 
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Marketing performance  

DV1 0.75 

0.590 0.934 0.911 

DV2 0.72 

DV3 0.64 

DV4 0.81 

DV5 0.91 

DV6 0.64 

DV7 0.82 

DV8 0.83 

DV9 0.73 

DV10 0.79 

Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy = 0.812 

Bartlett's Test of Sphericity - Approx. Chi-Square = 637.621, df = 509, Sig. = 0.000     

3.5 Research measurement model 

Indices used to assess goodness-of-fit of the measurement model are Chi-squared-to-degree of freedom ration 

(Chi
2
/df< 5.0), goodness-of-fit index(GFI > 0.90), comparative fit index (CFI > 0.90), and root mean square 

error of approximation(RMSEA < 0.08) were reported by numerous researchers (Cheungand Rensvold, 

2002,Tsang et al., 2004, Mazman and Usluel, 2010, Afthanorhan, 2013, Aldaihani and Ali, 2018, Han et al., 

2019). For our default model, the results showed that this model is a well-fit one (Chi
2
/df = 3.17, GFI = 0.93, 

CFI = 0.91, and RMSEA = 0.047). On the bases of validity, reliability and measurement goodness-of-fit results, 

hypotheses testing can be carried out using path analysis.   

IV. RESEARCH RESULTS AND DISCUSSION 

Figure 2 displays the path diagram that resulted from the path analysis conducted to test research hypotheses. 

According to Bacon (1997), path diagrams are clear ways used to summarize structural equation modeling. The 

diagram shows that CRM dimensions; information sharing, customer involvement, long-term relationship and 

social CRM have significant direct effects on marketing performance These dimensions also have significant 

effects on innovation capability. Total, direct and indirect effects of CRM dimensions on marketing 

performance are recapitulated in Table 2.    

 

Figure 2. Research path model 

The results in Table 2 parade the effects of CRM dimensions on marketing performance either through innovation 

capability or otherwise. It was revealed that H1, H2, H3 and H4 were supported by the current data.  Information 

sharing (ß = 0.17, P < 0.05), customer involvement (ß = 0.44, P < 0.05), long-term relationship (ß = 0.19, P < 0.05) 
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and social CRM (ß = 0.51, P < 0.05) exerted statistically significant direct effects on marketing performance. Further, 

H5, H6, H7 and H8 were also accepted. Information sharing (ß = 0.071, P < 0.05), customer involvement (ß = 0.084, 

P < 0.05), long-term relationship (ß = 0.034, P < 0.05) and social CRM (ß = 0.130, P < 0.05) exerted statistically 

significant indirect effects on marketing performance through innovation capability. All in all, the results showed that 

the effects of CRM dimensions on marketing performance were mediated by innovation capability.   

Table 2. Results of hypotheses testing 

Default Paths  

Direct effects Indirect effects  Total effects 

ß * P ** ß * P ** ß * P ** 

Info.Share  Innov.Cap. 0.23 0.001 - - 0.23 0.001 

Innov.Cap.  Marktng.Perf 0.31 0.002 - - 0.31 0.002 

Info.Share  Marktng.Perf 0.17 0.000 0.071 0.002 0.241 0.003 

Cust.Involv.  Innov.Cap. 0.27 0.003 - - 0.27 0.003 

Innov.Cap.  Marktng.Perf 0.31 0.002 - - 0.31 0.002 

Cust.Involv.  Marktng.Perf 0.44 0.004 0.084 0.003 0.524 0.004 

Lng.Rltion  Innov.Cap. 0.11 0.007 - - 0.11 0.070 

Innov.Cap.  Marktng.Perf 0.31 0.002 - - 0.31 0.002 

Lng.Rltion  Marktng.Perf 0.19 0.001 0.034 0.031 0.224 0.002 

SocialCRM  Innov.Cap. 0.42 0.001 - - 0.42 0.001 

Innov.Cap.  Marktng.Perf 0.31 0.002 - - 0.31 0.002 

SocialCRM  Marktng.Perf 0.51 0.000 0.130 0.000 0.640 0.000 

* Standardized effects. ** Significant at (α)  = 0.05 

Actually, these results are echoed in prior works. Richards and Jones (2008) reviewed the literature to identify the 

core benefits of CRM. The  results of the review indicate that CRM results in a number of benefits such as 

customer elevated satisfaction, improved long-term profitability, increased retention, enhanced loyalty, enriched 

commitment and intensified attraction. CRM in general was found to affect customer satisfaction and customer 

loyalty (Binsar, 2014, Ntale and Ngoma, 2019). Lee et al. (2018) underlined CRM as a key driver of customer 

loyalty.   

In particular, information sharing has  several positive influences like customer loyalty (Erdoğmuş and Cicek, 2012), 

customer satisfaction (Steward, 2008), and customer performance (Carr, 2007).Chiang (2019) added that data-guided 

CRM improves company growth rate. Social CRM leads to enhanced levels of innovation activities in hotels, which 

in turn improve customer performance and then financial performance (Diffley et al., 2018).Heirati et al. (2019) 

asserted the importance of social drivers in customer relationship performance and customer willingness to cooperate 

with companies.According to Sánchez-Gutiérrez et al. (2019), companies' abilities to use knowledge to meet 

customer needs activate customer value and company performance. On the other hand, the results of this study are in 

agreement with some other studies that highlighted the positive effect of CRM dimensions on innovation capability 

(Atalay et al., 2013, Al-Hawary and Aldaihani, 2016, Cheng and Shiu (2019). In relation to the mediating role of 

innovation capability, e.g., administrative innovation, in the effect of CRM dimensions on marketing performance, 

the results of the current study were consistent with previous studies (Battor and Battor, 2010, Baksi and Parida, 2013, 

Ghafari et al., 2011Toma et al., 2014, Taherparvar et al., 2014, Shriedeh and Ghani, 2016). 

V. RESEARCH CONCLUSION, IMPLICATIONS AND FUTURE WORK DIRECTIONS 

The aim of this study was to examine both direct and indirect effects of CRM dimensions on marketing performance. 

The results supported the hypotheses that information sharing, customer involvement, long-term relationship and 
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social CRM have significant direct effects on marketing performance, i.e., in the absence of innovation capability as a 

mediator variable. Likewise, the results pointed out that administrative capability significantly mediated the effect of 

CRM dimensions on marketing performance.  

Correspondingly, three implications were derived from these results. Firstly, managers of financial service enterprises 

are required to increase their investment in customer relationship management activities such as information sharing, 

customer involvement, long-term relations and social CRM in order to maintain strong relationships with their 

customer ;i.e, to meet their needs and wants to enhance marketing performance as measured by customer satisfaction, 

customer retention and customer loyalty. Secondly, CRM activities should be implemented in line with 

innovativeness capability in its administrative part, due to the fact that these activities are well encouraged in the 

presence of innovation. Thirdly, researchers are invited to explore the effects of CRM dimensions on marketing 

performance using other mediators such customer relationship trust. Brown et al. (2019) indicate that trust as well as 

commitment is basic mediators in relationship marketing theory. 

However, the results of this study are limited in terms of constructs, such as innovation capability that studied using 

one aspect, which was administrative innovation capability. Therefore, other innovation capabilities should be 

introduced in future studies. As for study design, this study is limited to its cross-sectional design as well as its sample 

that are drawn from financial service enterprises.   
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