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Abstract:  

The aim of this study was to examine the impact of electronic customer relationship 
management on achieving a competitive advantage at Mobilis by studying a sample of the 
institution's customers in the state of M’sila. To achieve the study’s objective, a questionnaire was 
distributed to a convenience sample of 440 customers of Mobilis in the state of M’sila, and 400 
valid questionnaires were retrieved for statistical analysis. In order to analyze the data, the 
Statistical Package for the Social Sciences (SPSS) was used.  

The study results showed that the dimensions of electronic customer relationship 
management (website, service quality, and relationship quality) have a statistically significant 
impact on achieving a competitive advantage at Mobilis in the state of M’sila. 
Keywords: electronic customer relationship management, relationship quality, competitive 
advantage, cost, flexibility. 
JEL Classification: M31 ;M39. 
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Reliability Statistics 
Cronbach's 

Alpha N of Items 

.905 38 

 
 

Frequency Table 
 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  188 47.0 47.0 47.0 

 212 53.0 53.0 100.0 

Total 400 100.0 100.0  
 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1825  237 59.3 59.3 59.3 

2635  113 28.2 28.2 87.5 

36 45  35 8.8 8.8 96.3 

45  15 3.8 3.8 100.0 

Total 400 100.0 100.0  
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  4 1.0 1.0 1.0 

 111 27.8 27.8 28.7 

 236 59.0 59.0 87.8 

 49 12.3 12.3 100.0 

Total 400 100.0 100.0  
 

Regression 
Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 X1b . Enter 
 

a. Dependent Variable: Y 

b. All requested variables entered. 

 

 
Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .461a .212 .210 .60601 
 

a. Predictors: (Constant), X1 

 
ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 39.384 1 39.384 107.242 .000b 

Residual 146.163 398 .367   
Total 185.547 399    

a. Dependent Variable: Y 

b. Predictors: (Constant), X1 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.706 .154  11.075 .000 

X1 .473 .046 .461 10.356 .000 
 

a. Dependent Variable: Y 
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Regression 
 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 X2b . Enter 
 

a. Dependent Variable: Y 

b. All requested variables entered. 

 

 
Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .543a .295 .294 .57318 
 

a. Predictors: (Constant), X2 

 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 54.788 1 54.788 166.763 .000b 

Residual 130.759 398 .329   
Total 185.547 399    

 
a. Dependent Variable: Y 

b. Predictors: (Constant), X2 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.976 .104  18.958 .000 

X2 .416 .032 .543 12.914 .000 
 

a. Dependent Variable: Y 
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Regression 
 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 X3b . Enter 
 

a. Dependent Variable: Y 

b. All requested variables entered. 

 
Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .647a .419 .418 .52035 
 

a. Predictors: (Constant), X3 

 
ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 77.783 1 77.783 287.273 .000b 

Residual 107.764 398 .271   
Total 185.547 399    

 
a. Dependent Variable: Y 

b. Predictors: (Constant), X3 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.329 .117  11.319 .000 

X3 .592 .035 .647 16.949 .000 
 

a. Dependent Variable: Y 
 
 

Regression 
Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 X3, X1, X2b . Enter 
 

a. Dependent Variable: Y 

b. All requested variables entered. 
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Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .682a .466 .461 .50043 
 

a. Predictors: (Constant), X3, X1, X2 

ANOVAa 
Model Sum of Squares Df Mean Square F Sig. 

1 Regression 86.375 3 28.792 114.967 .000b 

Residual 99.172 396 .250   
Total 185.547 399    

 
a. Dependent Variable: Y 

b. Predictors: (Constant), X3, X1, X2 

 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .944 .139  6.778 .000 

X1 .158 .044 .154 3.569 .000 

X2 .138 .037 .180 3.676 .000 

X3 .419 .045 .458 9.250 .000 
 

a. Dependent Variable: Y 

 

  


