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ABSTRACT

This research aims to prove the variable we have synthesized from
several marketing theories, namely Ergo-Iconic service value that
can improve marketing performance. This variable is a mediation
of the previous research gap between capability of technology and
marketing performance. This study was conducted in ten tourism
destinations recommended by the Government of Indonesia where
the research object was 3-star hotels. The data collection used was
Structural Equation Model of 165 respondents, obtained through
the questionnaire filled out by hotel managers. The implication
of this research is that Ergo-Iconic service value can support the
improvement of hotel marketing performance. However, it must be
underlined that this study result cannot be generalized to represent
all existing hotels. The results suggest the companu to focus on
providing service referring to the variable of Ergo-Iconic service
value.
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1 INTRODUCTION

This paper invites readers and researchers to see Customer Rela-
tionship Management (CRM) from other side, the development of
technology-based CRM development. There have been opinions
saying that without technology, CRM is generally related to adop-
tion and technology [1]. In fact, [2]. finalizes that by electronic
Customer Relationship Management (e-CRM), the company’s accel-
eration in managing and transferring customer data will be faster.
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Nowadays, unlimited sales and promotions are not limited to
personal sales, but have shifted to web-based marketing or home-
page, no wonder lately if there is a cross-territorial transaction.
Unlike personal sales, sellers can directly meet and recognize their
customers. However, it doesn’t happen in online transactions which
is relatively only the sound and written text that communicates to
make a transaction. Empirical shows that there are still inconsistent
in some previous studies on the variable technological capabilities
with marketing performance.

The observation proves that consumers have rights to have free-
dom in choosing products or services they want. The category of
products and services given will become potential customers or
customers to make decisions about something that will add benefits
to them [3]. Research done by [4]. shows that CRM is able to play
a partial role in influencing the business world. On the other side
study by [5] and [6] show that CRM they applied through social
media as a marketing tool can increase the company’s offer to get
closer to [7] .

This paper results the research objective which is to prove the
proposed hypothesis regarding the mediating variable value of
Ergo-Iconic service as a mediating variable of e-CRM that can
improve hotel marketing performances. This paper is a development
from the previous paper with the addition of variables and several
indicators.

CRM strategy that is built based on 4 factors namely; information,
process, technology, and people [8] Meanwhile, the other side of
CRM stated by [6] shows that so far, the limitation of traditional
CRM have focused on the input and utilization of information
for customer management [1]. However, the important thing is
that CRM component has a goal to increase the company’s profits
supported by improved service in the hope that it will impact on
customer satisfaction. It is not a CRM task to increase transaction
process but CRM can provide input data so that the marketing
division can optimize the business processes and transactions of
potential customers[9] .

2 LITERATUR REVIEW
2.1 E-CRM

The company manager of the marketing division will think of sus-
tainable marketing with the aim that the company continues to
exist in the market. However, in order to achieve that, the company
is not enough just to use false information. The traditional CRM
version [6] is onlu able to create a data base and if it is needed, it will
be managed to obtain information about the meaning behind the
data. It is important to emphasize the misinterpretation of CRM is
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a technology. CRM is not a technology, but CRM can help the com-
pany serves their customers. In addition, CRM is a fusion of strategy
and technology so it is called e-RCM. The existence of technology
does not replace CRM function to organize, manager, and service
faster [2] Electronic Customer Relationship Management is a de-
veloping variable of CRM which is part of the information system
by utilizing electronic floating that can automatically pass through
contact with consumers or customers [10]. The development of this
variable on the previous definition lies in the greeting that can be
done in the beginning, middle or end part of the transaction based
on the company’s expected target for consumers [10].

2.2 Ergo-Iconic Service Value

The variable is the development of a dissertation that discusses
the Comfortable Dimension on Functional Value, Comfortable on
Artistic Value and Comfortable on Fun Value [12]. The value of
this Ergo-Iconic service comes from the words of Ergonomic and
Iconic which are services provided by the company to improve
their marketing by taking into account the values of these func-
tions. Services of each company must have a unique value and
capital that has unique resources [10]. The elements that become
Ergo-iconic from the value of services provided by the company
are understanding customers’ needs, providing optimal services,
providing uniqueness from other companies, providing or elevating
specific elements of the locations where the company operates,
providing exclusive services to all candidates and customers, and
providing prestigious services. It is expected that those elements of
this variable can improve the company’s marketing performance.

2.3 Innovation Capability

The company’s reaction in adjusting to the business environment
and adopting information that is considered to affect the company’s
performance needs to be immediately decided by managers to take
concrete steps. According to [13], before innovating, the company
should inventory the capital which in turn collected and integrated
with knowledge to arrange the right innovation in facing com-
petitors. It means that it is not that easy to innovate because the
complexity that must be answered to integrate each other. Fur-
thermore, knowledge and facts on each market are not similar,
thus, perception and knowledge equality about real facts on the
ground [14]. As a result, innovation capability of the company can
be implemented if the company has the ability to innovate itself by
mobilizing employees and their knowledge in the spirit of winning
market competition [15].
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The company cannot be separated form information both internal
and external to be re-explored to determine a sustainable strategy.
Almost all companies aim to improve performance because the
difference in planning success index can be measured. According to
[16]. performances is the information on the success of increasing
the company’s competitive position. To achieve those performances,
the company should have similar database and understanding. Be-
sides, the company should create and provide products with the
prices that are relatively accepted by the market. Thus, the mar-
keting performance targets are sourced from Sales Growth, Cost

Marketing Performance
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Reduction, increase in revenue and addition, as well as increase in
the quality of customer service (1).

3 HYPOTHESIS DEVELOPMENT

3.1 Capability of Technology and E-CRM

CRM is a system that bridges goals and interests of the company
[17]. One of the six principles of E-CRM that can be utilized to
improve performances is utilizing technological sophistication to
provide the best services to consumers. The presence of technol-
ogy is truly helpful for CRM to be managed by the company. In
this case, the technology can adjust to the format of services that
customers want [2]. The development of technology and the inter-
net speed become the asset for the company to be integrated for
supporting the company’s performances. E-CRM can function to
keep and maintain business environment for relatively long period
with customers. It is not impossible for the relationship established
in E-CRM to create new business and services opportunity for the
company in gaining the profit [18]. Therefore, a combination of
technology capabilities and e-CRM is the capital for the long-term
prediction of specialized companies in hospitality industry develop-
ing business services. Thus, the hypothesis proposed in this study
is Hypothesis (H-1), the more capability of technology, the higher
e-CRM will be.

3.2 Capability of Technology and Ergo-Iconic
Service Value

The promotion of its service fund products is interesting to be
followed by a pattern and style of delivery that is brief but easy to
understand and obtain. It is time for consumers to be trully given
the freedom to choose and decide on a purchase. On the other side,
it is supported by unstoppable technology [19]. The advancement
of the internet and technology does not become the basis for the
company to leave the traditional tastes of consumers, as well as the
value of certain regional or country icons, consumer intelligence
surfing in cyberspace will increase the level of interest in finding
and gaining specialty and product uniqueness [20]. The uniqueness
of the product becomes the target of purchase with the intention
that the product they buy is a valuable product so that it will look
different from other people’s products. [21] state that the more
unique the product value, the higher the customer needs for the
unique value. The value of this Ergo-Iconic sevice is a unique service
value offering based on the character of the local culture of country.
Based on this review, this study proposes a hypothesis (H-2), the
more technological capability increases, the higher the value of
Ergo-Iconic services.

3.3 E-CRM and Ergo-Iconic Service Value

The company’s operating system based on the generally accepted
certification, for example when the company tries to get the recogni-
tion of the other parties about the service systems or other products,
to be able to get recognition or certification by certain agencies
[22]. E-CRM may help the provision of data because it is generally
a company database to be executed by the company in providing
services. Even though operational standard for all marketing area
is used, the company can provide an iconic touch as its specialty.
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Figure 1: Development of research model

[22] say that the addition of iconic-based services is more to the
addition of a unique value that characterize the company. Being
innovative in elaborating e-CRM and Ergo-Iconic services is re-
quired. The company’s inability to do so will have a direct impact
on the service as the specialty. Therefore, this research proposes the
hypothesis (H-3) which is, the more e-CRM increases, the higher
the value of Ergo-Iconic services.

3.4 E-CRM and Hotel Marketing Performance

Metamorphosis marketing to the digital world directs consumers
to easily look outside, with cooperation in thinking, the internet,
screen and finger/voice, dozens, hundreds or even thousand prod-
ucts choices can be displayed in a short time. It means that business
competition is increasingly high regarding the quality of products
and services provided. The company’s failure to manage data and
use it stored in e-CRM effects is only so that consumers will turn
to competitors [17]. The shift of traditional transactions towards
electronic makes the direction or target of performance very broad.
So far, the target market can be predicted from market share, while
the presence of the internet and market target technology is difficult
to measure because the function of screen and keyboards can help
transactions can be directly processed [18]. Market segmentation
may still be done by the company to predict purchasing tastes or
develop new products. Segment reference to improve performance
seen from CRM databases such as time of consumption type, time
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of last consumption, amount of consumption, frequency of con-
sumption, and consumption cycle [18]. Consumers patterns for
hotel stays can be well predicted when e-CRM data is processed
properly such as room type, hotel class, hotel services, and addi-
tional facilities [24];[25]. Therefore, this research proposes the next
hypothesis (H4), the more e-CRM increases, the higher the Hotel
Marketing Performance.

3.5 Ergo-Iconic Service Value and Hotel
Marketing Performance

Consumers perceptions sourced from others’ experiences will affect
the value of potential consumers and consumers. Experiences or
acceptance of the value felt by consumers if it occurs unexpectedly
will have a negative impact on performances, but if the effect is
positive, it will have an impact on raising the company’s perfor-
mance. It means that the value offered and received by consumers
is very marketable which is in this study is the hospitality industry
[26];[27]. The company will offer a variety of services, especially
specialty products, to embrace the desires of potential customers
and consumers to be loyal. Therefore, consumers’ interests may
vary and it cannot be formed by the company [28];[29]. Hotel
marketing performance in this research refers to indications, or-
der networks, room bookings, room sales, customer retention, and
positive impressions. [30] states that the company must provide
maximum values to their customers by observing the condition
that consumers spend small amount of money to use the maximum
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Table 1: Value of acceptance of research models

Criteria of Goodness of Fit Index Cut of Value Analysis Result Note

DF 195 165 Fit
Chi-Square 195.97 188.326 Fit
Probability >0.05 0.104 Fit

RMSEA <0.08 0.025 Fit

GFI >0.90 0.926 Fit

AGFI >0.90 0.905 Fit
CMIN/DF <2.00 1.141 Fit

TLI >0.95 0.987 Fit

CFI >0.95 0.988 Fit

Table 2: Value of acceptance of research models
Estimate  S.E. CR. P Label

e CRM < Technological Capability .245 .081 3.006 .003 Par_15
Value of Ergo iconic Services Technological Capability .235 .075 3.150 .002 Par_16
Value of Ergo iconic Services e CRM .285 .073 3.899 i Par_18
Hotel Marketing Performance < Value of Ergo iconic Services 408 .108 3.786 . Par_17
Hotel Marketing Performance < e CRM .368 .097 3.799 i Par_19

apology with an optimal value. Therefore, the hypothesis proposed
(H-5) is the higher value of Ergo-Iconic service, the higher the Hotel
Marketing Performance will be.

4 RESEARCH METHOD

This research was done in Indonesia where the research object
was hotels in Jakarta, West Java and Special Region of Yogyakarta.
The requirement sets for the sample was 3-star hotels. In addition,
the supporting requirement for the research data that become the
sample does not have branches in the same area, for example, hotel
A stands the area C, however, with different types of hotels with
the same name which is a company also stands in area C or the
same area. This is done to see competitive hotel services with
different companies. there were 299 managers as the respondent.
This research used questionnaire as the media for the managers to
provide the description of their hotel industry activities.

5 RESULT AND DISCUSSION

The hypotheses proposed in this research aim to probe that the

independent variable can play a role in influencing the role of other

variables. The model adopted in this study is as follows(Figure 1):
From the figure 1, it can be explained that

Hypothesis (H-1), If Capability of Technology has increased
by 0,24, then e-CRM will be higher by 0,24

Hypothesis (H-2), If Capability of Technology has increased
by 0,25, then Ergo-Iconic value service will be higher by 0,25

Hypothesis (H-3), If e-CRM has increased by 0,31, then Ergo-
Iconic value service will be higher by 0,31

Hypothesis (H-3), If e-CRM has increased by 0,30, then Hotel
Marketing Service will be higher by 0,30
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Hypothesis (H-4), If Ergo-Iconic value service has increased
by 0,30, then Hotel Marketing Service will be higher by 0,30.

Based on the result of data processing, the Table 1 shows that the
model developed in this study has met the suitability requirements
for the model stated in FIT

The table above explains that the criteria of Goodness of fit
index in this research is for the requirement of the model stated to
meet the standards of fit before further analysis. The researchers
make the decision that this research is feasible to proceed with
the analysis. Next, the table 2 will show the contribution of each
variable.

The statistical test on the table above shows that the estimated
point is 0,235 to 0,408, the standard error value is 0,073 to 0,108
and the critical ratio value is 3,006 to 3,799 with the probability
of 0,000 to 0,000 and the alpha level ( @ )0,05. Therefore, it can
be concluded that all the hypotheses proposed in this study are
acceptable. The table above describes that e-CRM contributes to
the best improvement of Hotel Marketing Performance because
the standard error is close to 0 to Hotel Marketing Performance
directly.

Ergo-Iconic service that we propose in this study as the mediator
variable is proven to be able to provide a positive contribution and
drive to improve hotel performance. This means that these variables
can be considered by the company to implement the variables, so
that the company can provide additional encouragement to increase
performance.

6 CONCLUSION

Mediators in this research get an increased supply of several vari-
ables such as capability of technology and e-CRM. This study con-
cludes that the mediators in this study had a significant influence
on changes in hotel marketing performance. It means that those
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who are interested in hotel performance can take advantage of this
research. Empirically, it proves that the three antecedent variables
of hotel marketing performance from the model developed, proves
that the influence provides an encouragement of improvement in
the independent variable.

REFERENCES

(1]

[11]

[12

[13]

[14]

[15

Greenberg, P. 2001. CRM at the speed of light: Capturing and keeping customers
in Internet real time. Elsevier.

Fairhurst, P. 2001. e-CRM. Journal of Database Marketing, 8, 137-142.

Fatimah, F., Rosadi, D., Hakim, R. B. F., and Alcantud, J. C. R. 2017. A social choice
approach to graded soft sets. IEEE International Conference on Fuzzy Systems.
Nam, D,, Lee, J., and Lee, H. 2019. Business analytics use in CRM: A nomological
net from IT competence to CRM performance. International Journal of Information
Management,45(96), 233-245. https://doi.org/10.1016/j.ijinfomgt.2018.01.005
Kamboj, S., Yadav, M., and Rahman, Z. 2018. Impact of social media and customer-
centric technology on performance outcomes: The mediating role of social CRM
capabilities. International Journal of Electronic Marketing and Retailing, 9(2), 109
125. https://doi.org/10.1504/IJEMR.2018.090888

Wang, Z., and Kim, H. G. 2017. Can Social Media Marketing Improve Customer
Relationship Capabilities and Firm Performance? Dynamic Capability Perspective.
Journal of Interactive Marketing,39, 15-26. https://doi.org/10.1016/j.intmar.2017.
02.004

Andriyansah, and Sufian, S. 2017. Technology And Consumer Relationship
Management: A Study Of Indonesian Travel Agencies. International Journal
Of Business Research. International Journal of Business Research, 17(2), 25-36.
https://doi.org/http://dx.doi.org/10.18374/IJBR-17-2.2

Kincaid, J. W. 2003. Customer relationship management: getting it right!

Qi, L., and Zhang, S. 2012. The Development of Customer Relationship Manage-
ment System Based on Rough Set. Communications in Computer and Information
Science,315, 328-333. https://doi.org/10.1007/978-3-642-34240-0_43

Harrigan, P., Ramsey, E., and Ibbotson, P. 2012. Entrepreneurial marketing in
SMEs: The key capabilities of e-CRM. Journal of Research in Marketing and
Entrepreneurship,14(1), 40-64. https://doi.org/10.1108/14715201211246760
Andriyansah. 2019. Transformasi Pemasaran di Era Masyarakat 4.0. In Orasi
Ilmiah. Universitas Terbuka. http://andri.staff.ut.ac.id/wp-content/uploads/sites/
64/2019/12/Materi-Orasi-Ilmiah_Andriyansah_2019-1.pdf

Andriyansah. 2018. Positional Advantages of Ergo Product Value-Iconic To Im-
prove Marketing Performances. http://eprints.undip.ac.id/63422/

Lin, H. F. 2007. Knowledge sharing and firm innovation capability: An empirical
study. In International Journal of Manpower (Vol. 28, Issues 3-4). https://doi.org/
10.1108/01437720710755272

Gloet, M., and Samson, D. 2016. Knowledge management and systematic inno-
vation capability. International Journal of Knowledge Management, 12(2), 54-72.
https://doi.org/10.4018/IJKM.2016040104

Sahoo, S. 2019. Quality management, innovation capability and firm performance:
Empirical insights from Indian manufacturing SMEs. TOM Journal,31(6), 1003—
1027. https://doi.org/10.1108/TQM-04-2019-0092

26

[16]

(17

(18]

[19

[20

[21

[22

[23]

[27]

(28]

[29]

@
=

ICEEG 2020, June 17-19, 2020, Arenthon, France

Arda, O. A., Bayraktar, E., and Tatoglu, E. 2018. How do integrated quality and
environmental management practices affect firm performance? Mediating roles
of quality performance and environmental proactivity. Business Strategy and the
Environment,28(1), 64-78. https://doi.org/10.1002/bse.2190

Bijadeh, M., Rostami, H., and Bank, K. 2015. Investigating the Effect of Knowl-
edge Management and Customer Satisfaction on Sustainability of Customer
Relationshi p Management ( CRM ). 3(01), 3-6.

Luck, D., and Lancaster, G. 2003. E-CRM: customer relationship marketing in the
hotel industry. Managerial Auditing Journal 18(3), 213-231.

Cepeda, J., and Arias-Pérez, J. 2019. Information technology capabilities and
organizational agility: The mediating effects of open innovation capabilities.
Multinational Business Review, 27(2), 198-216. https://doi.org/10.1108/MBR-11-
2017-0088

Ward, M. R,, and Lee, M. ]. 2000. Internet shopping, consumer search and product
branding. Journal of Product & Brand Management, 9(1), 6-20. https://doi.org/10.
1108/10610420010316302

Zaggl, M. A., Hagenmaier, M. A., and Raasch, C. 2019. The choice between
uniqueness and conformity in mass customization. R and D Management, 49(2),
204-221. https://doi.org/10.1111/radm.12327

Font, X. 2002. Environmental certification in tourism and hospitality: Progress,
process and prospects. Tourism Management, 23(3), 197-205. https://doi.org/10.
1016/S0261-5177(01)00084-X

Mikhalkina, T., and Cabantous, L. 2015. Business model innovation: How iconic
business models emerge. Advances in Strategic Management, 33, 59-95. https:
//doi.org/10.1108/S0742-332220150000033024

Zhu, G. 2019. Precision Retail Marketing Strategy Based on Digital Marketing

Model. Science Journal of Business and Management,7(1), 33. https://doi.org/10.
11648/1.5jbm.20190701.15

Fatimah, F., and Alcantud, J. C. R. 2018. International Conference on Intelligent
Systems (IS). Expanded Dual Hesitant Fuzzy Sets, 102-108.

Hussein, A. S., Hapsari, R. D. V., and Yulianti, I. 2018. Experience quality and
hotel boutique customer loyalty: Mediating role of hotel image and perceived
value. Journal of Quality Assurance in Hospitality and Tourism,19(4), 442—459.
https://doi.org/10.1080/1528008X.2018.1429981

Wu, Y. L., and Li, E. Y. 2018. Marketing mix, customer value, and customer
loyalty in social commerce: A stimulus-organism-response perspective. Internet
Research, 28(1), 74-104. https://doi.org/10.1108/IntR-08-2016-0250

Ozuem, W, Patel, A., Howell, K. E., and Lancaster, G. 2017. An exploration of
consumers’ response to online service recovery initiatives. International Journal
of Market Research, 59(1), 97-116. https://doi.org/10.2501/]JMR-2016-048

Lee, H., Jang, Y., Kim, Y., Choi, H. M., andHam, S. 2019. Consumers’ prestige-
seeking behavior in premium food markets: Application of the theory of the
leisure class. International Journal of Hospitality Management, 77(July), 260-269.
https://doi.org/10.1016/].ijhm.2018.07.005

Itani, O. S., Kassar, A. N., and Loureiro, S. M. C. 2019. Value get, value give:
The relationships among perceived value, relationship quality, customer engage-
ment, and value consciousness. International Journal of Hospitality Management,
80(March 2018), 78-90. https://doi.org/10.1016/].ijhm.2019.01.014


https://doi.org/10.1016/j.ijinfomgt.2018.01.005
https://doi.org/10.1504/IJEMR.2018.090888
https://doi.org/10.1016/j.intmar.2017.02.004
https://doi.org/10.1016/j.intmar.2017.02.004
https://doi.org/http://dx.doi.org/10.18374/IJBR-17-2.2
https://doi.org/10.1007/978-3-642-34240-0_43
https://doi.org/10.1108/14715201211246760
http://andri.staff.ut.ac.id/wp-content/uploads/sites/64/2019/12/Materi-Orasi-Ilmiah_Andriyansah_2019-1.pdf
http://andri.staff.ut.ac.id/wp-content/uploads/sites/64/2019/12/Materi-Orasi-Ilmiah_Andriyansah_2019-1.pdf
http://eprints.undip.ac.id/63422/
https://doi.org/10.1108/01437720710755272
https://doi.org/10.1108/01437720710755272
https://doi.org/10.4018/IJKM.2016040104
https://doi.org/10.1108/TQM-04-2019-0092
https://doi.org/10.1002/bse.2190
https://doi.org/10.1108/MBR-11-2017-0088
https://doi.org/10.1108/MBR-11-2017-0088
https://doi.org/10.1108/10610420010316302
https://doi.org/10.1108/10610420010316302
https://doi.org/10.1111/radm.12327
https://doi.org/10.1016/S0261-5177(01)00084-X
https://doi.org/10.1016/S0261-5177(01)00084-X
https://doi.org/10.1108/S0742-332220150000033024
https://doi.org/10.1108/S0742-332220150000033024
https://doi.org/10.11648/j.sjbm.20190701.15
https://doi.org/10.11648/j.sjbm.20190701.15
https://doi.org/10.1080/1528008X.2018.1429981
https://doi.org/10.1108/IntR-08-2016-0250
https://doi.org/10.2501/IJMR-2016-048
https://doi.org/10.1016/j.ijhm.2018.07.005
https://doi.org/10.1016/j.ijhm.2019.01.014

	Abstract
	1 INTRODUCTION
	2 LITERATUR REVIEW
	2.1 E-CRM
	2.2 Ergo-Iconic Service Value
	2.3 Innovation Capability
	2.4 Marketing Performance

	3 HYPOTHESIS DEVELOPMENT
	3.1 Capability of Technology and E-CRM
	3.2 Capability of Technology and Ergo-Iconic Service Value
	3.3 E-CRM and Ergo-Iconic Service Value
	3.4 E-CRM and Hotel Marketing Performance
	3.5 Ergo-Iconic Service Value and Hotel Marketing Performance

	4 RESEARCH METHOD
	5 RESULT AND DISCUSSION
	6 CONCLUSION
	References

