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Résumé
Cette étude examine l’impact des stratégies de gestion électronique de la relation client (e-CRM) sur l’attitude et l’intention d’utilisation de ce système dans le secteur des télécommunications en Tunisie. Le modèle de recherche proposé s’appuie sur la théorie de la diffusion de l’innovation et le modèle d’acceptation de la technologie (TAM), tout en intégrant deux variables clés du marketing relationnel : la confiance et le risque perçu. Les données ont été recueillies auprès de 200 cadres travaillant chez Ooredoo Tunisie, Tunisie Telecom et Orange Tunisie, puis analysées à l’aide de la méthode des équations structurelles. Les résultats révèlent que l’utilité perçue influence davantage l’adoption de l’e-CRM que la facilité d’utilisation perçue. Ils montrent également que l’utilité perçue, la compatibilité et la confiance exercent un effet positif sur l’attitude et l’intention d’utilisation du système, tandis que le risque perçu les affecte négativement.
Mots-clés : gestion électronique de la relation client (e-CRM), attitude, intention d’utilisation, utilité perçue, confiance, risque perçu, secteur des télécommunications.
Abstract
This study investigates the impact of electronic customer’s relationship management strategies on the attitude and intention toward the use of this system by developing an integrated model in telecommunication sector in Tunisian context.
The proposed research model was constructed on the basis of the innovation diffusion theory and the technology acceptance model by adding two variables relating to our relationship marketing context in telecommunication sector: perceived risk and trust.
Data was collected survey from 200 managers related to telecommunication sectors (Ooredoo, Telecom and Orange) who have a computerized consumer’s database and analysing using structural equation modelling.
The results indicate that the perceived ease has less impact than perceived utility in the context of using e-CRM.
Besides, the perceived utility, the compatibility and the trust have a positive influence on attitudes and intention toward the use of e-CRM system.
However, the perceived risk impact negatively the attitude and the intention to use this system.
Keywords: Electronic customer’s relationship management, attitude, intention toward the use of e-CRM, telecommunication sector.
Introduction
Competition is the main factor that push-forward the purpose of developing sustainable relationships with customers. So, it becomes imperative for a company to know how to anticipate customer needs as well as to develop personalized offers. Many companies have been made aware of this issue and have focused on building lasting relationships with their customers, based on the benefits they can bring to the company throughout the duration of the relationship. As a result, information has become both a strategic element in developing business and ensuring competitive advantages. (Cadiat, de Moerloose, 2002) through customer relationship management, a new marketing functioncreated in the company, it has emerged with the increased need to attract and retain customers. It puts the customer first: knowing, finding and building loyalty (Gaudin, 2010). The main factor behind top management's failure to earn loyalty is the high level of uncertainty in the market. (Aramburu & Pescador, 2019). In previous studies, studies underline manager’s failure to gain a high level of customer loyalty and maximize the profit but still due to a lack of literature (Cheng et al., 2019). They were unable to identify the factors that drive customer loyalty (Rather & Hollebeek, 2019). Organizations often fail to properly address customers' needs, desires, attitudes, and trends due to a lack of management focus on customer engagement (Herhausen et al., 2019).
Today, electronic customer relationship management is improved through strategies, technologies and applications. Moreover, their crucial role in business strategies aimed at achieving profits and sustainability (Al-Bashayreh et al., 2022).
The company collects more and more data on its customers (consumption habits, frequency of visits,….), which, once grouped together, make it possible to better understand customer expectations and then satisfy them through exclusive information, made-to-measure offers and products. This knowledge leads the company to act proactively, by developing solutions to still latent needs or by making its customers aware of another service or product (Peppard, 2000).
Despite the advantages of information technology and its ability to perform relationship marketing tasks, there is still a dearth of empirical data in the area of relationship marketing (RM) and customer relationship management (CRM).
In the literature, a number of failure rates in the use and adoption of the e-CRM system (Essawi,NE and R. Aziz, 2012), mainly employee resistance to change (Xu, Y., DC Yen, B. Lin, DC Chou, 2002), insufficient CRM training (Liu, H., 2007), lack of management support (Al- Shawi, S., F. Missi, Z. Irani, 2011).
Faced with changes in telecommunication sector (increased competition, crisis of confidence,.) the adoption of an electronic customer relationship management system is an important issue for telecommunication sector. It contributes to the optimization of the management of the customer portfolio, more precisely this system makes it possible to acquire new customers and increase the profitability of existing customers.
Thus, the telecommunication sector has become a dominant sector in the field of innovations. However, in the CRM literatures, very few studies have been carried out on the performance of e-CRM in telecommunication sector in Tunisia context.
The theories used to deal with this issue are the diffusion of innovations theory and the technology acceptance model.
Hence, the issue of this investigate research turns around the following questions
What are the determinants of using e-CRM on the behaviour of marketing managers in telecommunication sector in Tunisia context?
[bookmark: 2._Theoretical_background_and_developmen]Based on the diffusion of innovation theories (Rogers, 2003) and the technology of acceptance model (Davis, 2003) our main objective is to develop an integrated model of the key factors of e-CRM adoption by determining the attitude and intention of marketing managers in telecommunication sector in Tunisia context.
1. Theoretical background and development of hypothesis
The diffusion of innovations theory modelled the adoption rate of an innovation as a function of the perceptions by individuals of five attributes of the innovation that influence the individual adoption process namely relative advantage, compatibility, complexity, testability and observability of the innovation (Rogers, 2003). The adoption rate of an innovation is
positively related to perceived relative advantage, compatibility, testability and observability, and negatively related to the perceived complexity of the innovation.
Although, the innovation diffusion model (Rogers, 2003) has shown significant superiority over other models that have tried to investigate the field of perceptual characteristics of innovation (Meuter, 1999), it has been criticized by its ignorance of the roles that intention plays in the process of use (Ozdemir, Trott, and Hoecht, 2008).
Compatibility is defined as the degree to which an innovation is perceived as “Compatible” with the values, experiences and needs of potential “adopters” (Rogers, 1962, 2003). An innovation can be considered to be compatible or incompatible with socio-cultural values and beliefs, the ideas that actors have previously adopted and / or the needs of customers in terms of innovation (Rogers ,1962, 2003).
[bookmark: H1a:_Perceived_compatibility_has_a_posit]H1a: Perceived compatibility has a positive influence on attitude toward the use of e-CRM system.
H2a: Perceived compatibility has a positive influence on the intention toward the use of e-CRM system.
Despite the predominant role of diffusion theory in explaining the determinants of adoption and technologies, many authors point out that it suffers from limitations, mainly its ignorance of the role intention plays in the adoption process (Ozdemir, Trott, & Hoecht, 2008).
To better explain the adoption of e-CRM system the technology of acceptance model TAM model (Davis, 1989) is used to explain and predict the link to the use or to the future use behaviour that a user may have following one (or more) interaction (s) with technology (Deng, Doll, Hendrickson and Scazzero,2005). The TAM made a good adaptation of the sequence: perceptions, attitude, behaviour to explain the adoption of information technologies.
In order to overcome the limit of the theory of diffusion of innovations, we propose an integration of the two theories the theory of diffusion of innovations and the technology of acceptance model by adding two other variables namely: the perceived risk and the trust which are two variables appropriate to our context.
The technology of acceptance model (Davis,1989) suggest that acceptance is primarily determined by two types of perceptions: the perceived utility of the system and its perceived ease of use.
Perceived utility (PU) refers to the degree to which a person believes that using a system will improve performance (Davis, 198).
Perceived ease of use (PEU), refer to the degree to which a person believes that using the system will require little or no effort (Davis, 1989).
PU and PEU have a significant impact on the user's attitude towards using the system. Davis finds a very strong relationship between perceived utility and intention to use (Davis, 1989). In this model, behavioural intention is considered astrong determinant of effective use.
[bookmark: H1b:_Perceived_usefulness_has_a_positive]H1b: Perceived usefulness has a positive influence on attitude towards t h e u s e o f e - CRM system.
H2b: Perceived ease of use has a positive influence on attitude towards t h e u s e o f e - CRM system.
[bookmark: H1c:_Perceived_utility_has_a_positive_in]H1c: Perceived utility has a positive influence on the intention to use a e-CRM system.
H2c: Perceived ease of use has a positive influence on the intention to use a e - CRM system.
This research is based on TAM and IDT theories by adding in our conceptual model a certain number of constructs which have been frequently cited in the literature on consumer behavior but are not integrated into the theories.
Perceived risk is defined in the literature as the perceived uncertainty in a purchasing situation that affects people's trust in their decisions (Im et al. 2008).
The perceived risk is negatively related to their attitude towards the use of systems (Polasik et al. Wisniewski, 2009). For example, Chen (2008) found that risk negatively affected consumers' intention to adopt m-payment.
[bookmark: H1d:_The_perceived_risk_has_a_negative_i]H1d: The perceived risk has a negative influence on the attitude towards the use of e- CRM system.
H2d: The perceived risk has a negative influence on the intention to use e-CRM.
According to Mayer et al. (1995) Rousseau et al. (1998), trust is a psychological state that leads to the willingness of customers to transact on the Internet, expecting the company to meet its obligations, regardless of the ability of the customer. client to monitor or control his actions, trust is a set of specific beliefs that mainly relate to integrity (honesty and keeping the promise), benevolence (motivation to act in the interests of consumers), the competence (the supplier's ability to do what the consumer needs) and predictability (the consistency behavior) of a particular m-supplier (Lin and Wang, 2006).
Trust can be affected by uncertainty about the use of technology, lack of personal contact and face-to-face interactions, and lack of enthusiasm between parties (Chen, Chen & Yeh, 2004). In order to build relationships of trust, companies should strive to embrace a culture of confidentiality, security and ethics and to engender positive values in the relationship. The Internet should be used as a tool to gain customer loyalty which forms relationship capital for the company. Confidence is an effective method of overcoming fears associated with perception of risk and uncertainty (Gefen, 2000).
Trust has a favorable effect on the purchasing intentions of consumers (Jarvenpaa et al., 1999). It is an important antecedent for the decision of individuals whether or not to adopt a system. For example, Kim et al. (2009) confirm these results which observed that trust has a significant impact on the intention to adopt m-banking. Hence the following hypothesis.
[bookmark: H1e:_Trust_has_a_positive_influence_on_t]H1e: Trust has a positive influence on the attitude towards the use of e-CRM system.
[bookmark: H2e:_Trust_has_a_positive_influence_on_t]H2e: Trust has a positive influence on the intention to use e- CRM system.
[bookmark: Intentions_are_often_instructions_that_t]Intentions are often instructions that the individual gives to himself to behave in a certain way. They represent the desire, the wish, the determination or the will to emit a behavior (Limayem and Rowe, 2003), it is the set of instructions that individuals give themselves to act in a certain way (Triandis, 1980).
A number of studies and theories in consumer behavior assume and confirm that intentions predict a consumer's behavior (Cheng et al., 2011; Riffai et al. 2012; Martins et al., 2013). Fishbein and Ajzen (1975) suggest that intentions are the best prognosis for an individual's behavior, as they allow each individual, independently, to incorporate all the factors relevant that can influence actual behavior.
Previous research indicates that the user shows a greater willingness to use the new system, when they feel that it can be supported by the organizational or technological structure (Chiu & Wang, 2008; Venkatesh and Davis, 2000; Venkatesh et al. 2003).
Several studies have emphasized the role of attitude and intention in adoption of behavior (Luarn& Lin, 2005).
[bookmark: H3:_The_attitude_towards_adopting_a_CRM_]H3: The attitude towards adopting a CRM system has a direct positive influence on the intention to adopt this system.
The conceptual model which summarize all the hypothesis made is as follows:
Figure N°1: The conceptual model of researchCompatibility
Attitude towards the use of e-
CRM system
Perceived utility
Ease of use
Perceived risk
Intention to use e-CRM
Trust


2. Research Methodology
This research was conducted in Tunisian context.
[bookmark: 3.1_Sample_and_data_collection]2.1 Sample and data collection
To achieve the main purpose, this study employed the quantitative research approach with a face to face survey to gather data from 200 Tunisian manager from telecommunication sector (Ooreedoo, Orange and Telecom) who are well distributed in terms of profession and experience.
The respondents' profile is outlined as follows:
-60.4% of respondents are members of the management team, 20.6% are marketing managers and 10% are sales managers.
-90.1% of respondents use the e-CRM system and 9.9% have no experience with the e-CRM system.
The choice of context and sector was guided by the significant role the telecommunications industry plays in Tunisia’s economic development and digital transformation.
The choice of context and sector was guided by the significant role the telecommunications industry plays in Tunisia’s economic development and digital transformation.
2.3 [bookmark: 3.2_Measurement_of_variables]Measurement of variables
All items are measured on a 7-point differential semantic scale.
The measurement scales used have been adapted from previous research. The measurement scales were selected based on their strong theoretical foundations and proven reliability and validity in prior research. Each scale has been widely used and empirically tested in the context of technology adoption and information systems, making them suitable for this study. Furthermore,
The vocabulary of these scales has been adapted to the context of using the e-CRM system. The perceived utility and perceived ease of use were measured through 4 items (Taylor & Todd, 1995; Davis 1989).
Perceived compatibility was measured through three items (Gounaris and Kouritos, 2008). The perceived risk was measured using three items developed by Im et al. (2008) and Ozdemir and Trott (2009).
The trust was measured through 3 items according to McKnight et al. (2002) and Palvia (2009).
The attitude was measured by three items and the intention to adopt the e-CRM system was measured by two items (Curran, Meuter and Surprenant ,2003).
These scales were adapted to the specific context of e-CRM system usage to ensure contextual relevance and clarity for the respondents. The use of established scales also enhances the comparability of findings with previous studies and contributes to the overall robustness of the research methodology.
2.4 [bookmark: 3.3_Method_of_data_analysis]Method of data analysis
[bookmark: 4.Data_analysis_and_Search_results]We used the Structural Equation Modeling SEM which it is a comprehensive statistical approach to testing hypothesis about relations among observed and latent variables (Hoyle, 1995) using SPSS 20 and AMOS20 software.
3. Data analysis and Search results
[bookmark: 4.1_Descriptive_Analysis_of_Variables]3.1 Descriptive Analysis of Variables
The research framework consists of three exogenous (the compatibility, the perceived utility, the ease of use, the perceived risk and the trust) and two endogenous variables (the attitude toward the use of e-CRM and the intention to use e-CRM) (Table 1). Each construct shows Cronbach alpha readings of acceptable values of above 0.60 (Nunnally, 1970).
Tableau N°1: The psychometric quality of scales
	
Concepts
	
Original items
	
Total mean
	
Standard deviation
	
Items after CFA
	
Cronbach alpha CFA

	Compatibility
	3
	6.08
	0.605
	3
	0.82

	Perceived utility
	4
	6.04
	0.75
	4
	0.78

	Perceived ease of use
	4
	5.32
	0.68
	2
	0.72

	Perceived risk
	3
	5.67
	0.68
	1
	0.75

	Trust
	4
	6.23
	0.85
	1
	0.78

	Attitude
	3
	5.38
	0.79
	3
	0.79

	Intention
	2
	7.36
	0.87
	2
	0.86


3.2 [bookmark: 4.2_Construct_reliability]Construct reliability
Tableau N°2 : Construct reliability indicators (n = 200)
	Concepts
	Items
	Rho de Joreskog

	Compatibility
	· The use of e- CRM is compatible with all aspects of the telecommunication sector.
· The use of e-CRM is fully compatible with the practices of the telecommunication sector.
· I think the use of e-CRM goes well with the desires of the telecommunication sector.
	0.73

	Perceived utility
	The use of e-CRM improves the experience of managers.
· The use of e-CRM improves the productivity of the sector.
· The use of e-CRM improves the efficiency of the telecommunication sector.
· The use of e-CRM is useful for the telecommunication sector
	0.9

	Perceived ease of use
	-Learning to use e-CRM is easy.
· My interaction with the e-CRM would be clear and understandable.
· It would be easy for me to become proficient in the use of e-CRM
· I find that the use of the CRM is easy to use.
	0.63

	Trust
	-The telecommunication sector is trustworthy.
- The telecommunication sector keeps its promises and its commitments.
-I am confident in this sector because it takes my interests into account.
	0.79

	Perceived risk
	The use of e-CRM is not secure.
Risk of privacy: My personal information will be disclosed during of use of e-CRM system.
Risk Physics: In comparing with others technologies, the use of e-CRM system is uncertain.
	
0.98

	Attitude
	Use of the e-CRM is:
· Bad /Good
· Unpleasant /Pleasant For the use of CRM, I am: Unfavorable / Favorable
	0.78

	Intention
	for me, use the e-CRM would be:
· Unlikely /Likely
· Impossible /Possible
	0..7


The reliability of the scales is satisfied (ρ of Jöreskog and α of Cronbach> 0.7).
3.3 Convergent validity
Average variance extracted (AVE) represents the mean VE values of two constructs. According to Fornell & Larcker (1981), average variance extracted (AVE) should be more than 0.5.
Tableau N°3. Construct validity indicators (n = 200)
	
	AVE

	Compatibility
	0.75

	Perceived utility
	0.86

	Perceived ease of use
	0.71

	Perceived risk
	0.75

	Trust
	0.84

		Attitude
	0.72

	Intention
	0.76


The results also show that the convergent validity is satisfied.
3.4 Discriminant validity of Constructs
Discriminant validity refers to the observation that constructs, which should not be related, are indeed distinct from one another. In other words, they are not expected to show any correlation (Campbell & Fiske, 1959).
According to Fornell & Larcker (1981), average variance extracted (AVE) should be more than the correlation squared of the two constructs to support discriminant validity.
Tableau N°4: Discriminating validity indicators of buildings (n = 200)
	
	Compatibility
	Perceived
	Perceived ease of use
	Perceived risk
	Trust
	Attitude
	Intention

	
	
	utility
	
	
	
	
	

	Compatibility
	0.866
	
	
	
	
	
	

	Perceived utility
	0.212
	0.927
	
	
	
	
	

	Perceived ease of use
	0.02
	0.116
	0.842
	
	
	
	

	Perceived risk
	0.207
	0.50
	0.139
	0.866
	
	
	

	Trust
	0.68
	0.31
	0.4
	0.42
	0.916
	
	

	Attitude
	0.28
	0.42
	0.67
	0.32
	0.35
	0.848
	

	Intention
	0.36
	0.38
	0.24
	0.36
	0.65
	0.5
	0.871



Each AVE value is found to be more than correlation square; thus, discriminant validity is supported.
3.5 [bookmark: 4.5_Hypothesis_testing]Hypothesis testing
To determine if the hypothesis is supported, we must proceed with analysing the regression relationships.
To judge a relationship like significant, it should be checked that the CR is greater than 1.96 with a significant p (p must be less than 5%).
Tableau N°5: Verification of the assumptions about the regression relationships
	Relations
	C.R.
	P
	Hypothesis

	Attitude<--- compatibility
	1.93
	0.003
	Confirmed

	Attitude<--- perceived utility
	2,504
	0,014
	Confirmed

	Attitude<--- perceived ease of use
	2,624
	0,009
	Confirmed

	Attitude<---trust
	2,061
	0,089
	Confirmed

	Attitude<--- perceived risk
	0.89
	0.374
	Rejected

	Intention<--- compatibility
	3,876
	***
	Confirmed

	Intention<---perceived utility
	2,300
	***
	Confirmed

	Intention<---perceived ease of use
	1,018
	0,86
	Rejected

	Intention<--- trust
	2,905
	0,065
	Confirmed

	Intention<--- perceived risk
	1,21
	0,46
	Rejected

	Attitude<---intention
	2,009
	0,093
	Confirmed


4. [bookmark: 5.Discussion_and_implications]Discussion and implications
The research results show that variables selected help to explain a satisfactory proportion of behavioral intention to use the e-CRM system. In addition, the TAM model basic postulates were confirmed at through the belief-attitude-intention to use e-CRM system. These results confirm those of previous research (Gefen, Karahanna and Straub, 2003; Davis, 1989; Davis, Bagozzi and Warshaw, 1992; Taylor and Todd, 1995; Venkatesh and Davis, 2000).
Moreover, the results show that the ease of use perceived has less impact than perceived utility in the context of using e-CRM in accordance with the results of others research (O’Cass and Fenech, 2003; Suh et Han, 2002). The adoption of e-CRM system is useful for improving performance, productivity and efficiency of telecommunication sector, the perceived ease of use has shown a positive effect on behavioral intention to use e-CRM system. Hence, if manager believe that the e- CRM is easily learned and used, their willingness to use it will be improved. In our study, it was found that the manager and responsible marketing, find that the e-CRM system is a bit difficult to learn and operate.
In addition, the compatibility of the e- CRM with to consumer needs is revealed important in the decision to use e-CRM system. These results support those obtained in other research conducted in the context of online banking (Amin,2009). In order to ensure the compatibility of the Internet banking to customers' wishes, banks must ensure that they design simple, clear applications, allowing to ensure the service by limiting the frustration that can be felt by users. We find that the adoption of the e-CRM system is compatible with needs of staff in telecommunication sector.
Furthermore, Trust is an effective method for overcome fears associated with perception of risk and uncertainty (Gefen, 2000), it is declared as an important determinant of attitude towards adoption of e-CRM, and it is a determining the intent of its use. This result is in agreement with the conclusions (Jarvenpaa et al., 1999) who stated that the trust has a favorable effect on consumer purchasing intentions, is an important antecedent of the decision of individuals whether or not to adopt m-banking (Kim et al. 2009).
Hence, the telecommunication sector must have a level of trust to reduce the level of risk generated by the CRM system.
Besides, the perceived risk has a negative impact on the attitude and intention of adopting CRM system. These results confirm those obtained in other research conducted in the context of internet services (Polasik and Wisniewski, 2009), They proved that the level of perceived risk is negatively related to attitude towards the use of services Internet (Chen, and all 2008) have found that risk has a negative impact on the intention of consumers to adopt m-payment. To reduce the risk, the telecommunication sector must put in place authentication procedures allowing them to ensure the security of transactions.
This sector has yet to look to reduce this perceived risk, by offering services guarantee against harmful consequences service failure. There is evidence that guarantees can act as a risk reduction attribute when the company takes complaints seriously (Liden and Skalen, 2003). The findings of this study confirm the relevance and applicability of the Technology Acceptance Model (TAM) in explaining managers' behavioral intention to adopt e-CRM systems in the telecommunications sector. The core relationships of belief–attitude–intention were supported, with perceived usefulness emerging as a stronger predictor of intention than
perceived ease of use—aligning with prior studies. However, challenges remain, as many managers still perceive e-CRM systems as difficult to learn and operate.
In addition to the TAM variables, perceived compatibility and trust were found to be significant determinants of adoption, reinforcing that aligning e-CRM features with users' needs and building trust in the system are key drivers of positive attitudes and usage intentions. Perceived risk, conversely, showed a negative influence on both attitude and intention, highlighting the importance of reducing uncertainty through clear guarantees, robust security measures, and responsive support systems.
Overall, the adoption of e-CRM systems can significantly enhance performance and efficiency within the telecommunications sector. However, for successful implementation, firms must focus not only on system functionality and utility, but also on ensuring ease of use, perceived relevance, and trust—while actively minimizing perceived risks.
4. Conclusion, limitation and future research direction
Based on the diffusion theory of innovation (Rogers, 2003) and the model of acceptance of technology (Davis, 2003) our main objective is to develop an integrated model of key success factors of adoption e-CRM system by determining the intention behavioral in telecommunication sector in Tunisia to improve the explanatory power of these two theoretical fields, moreover, enriched by work on technology adoption.
The results of our research agree with those of previous research (Amin, 2009; Ozdemir, Trottand Hoecht, 2008; Gounaris and Koritos, 2008; Pikkarainen & al. 2004), which allows us to underline the importance of the variables of the two theories in the formation of attitude towards the adoption of e-CRM system in telecommunication sector.
Our research present considerable theoretical and managerial contributions for Telecommunication sector.
Our theoretical contribution consists in enriching the studies and developing a combined theoretical model to explain, predict the attitude and behaviour of users of electronic customer management and to determine the influence of its factors on marketing managers and on the company-customer relationship in telecommunication sector.
The adoption of the e-CRM system makes it possible to distinguish the most important factors to attract more managers to use the e-CRM system, and to encourage these managers to use these systems more and more. This understanding then becomes an imperative of economic performance, because they are the ones who invest heavily in technologies and allocate substantial budgets to manage and improve relationships with their customers.
Although this study makes valuable contributions, it has several limitations that future research should explore.
First, we only focus on the Tunisian telecommunication sector. Future studies may address more than one sector which can be explored and compared, in order to determine whether there are differences between accepting technology and behavioural intention.
, achieving more representative results.
In addition, this research is based only on two theories the diffusion of innovation theories (Rogers, 2003) and the technology of acceptance model (Davis, 2003).
However, there are other models such as the Information Systems Success Model (ISSM) (Delone, 2003) which have been very little used and validated in the adoption of the information system. We would therefore like to invite future studies to integrate other models in order to better explain the determinants of the adoption of the e-CRM system in telecommunication sector.
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