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ABSTRACT 

The contemporary business environment has 

witnessed an unprecedented transformation through 

the integration of mobile Customer Relationship 

Management (CRM) applications, fundamentally 

reshaping how organizations interact with their 

customers. This research paper investigates the 

multidimensional impact of mobile CRM applications 

on customer engagement and satisfaction across 

various industry sectors. The primary objectives 

encompass examining the relationship between mobile 

CRM functionality and customer behavioral 

outcomes, analyzing the mediating role of customer 

engagement in satisfaction formation, and identifying 

the technological factors influencing mobile CRM 

adoption. The study employs a descriptive research 

design utilizing survey methodology with structured 

questionnaires administered to 385 mobile CRM users 

across metropolitan cities in India. The Technology 

Acceptance Model (TAM) and DeLone and McLean's 

Information Systems Success Model provide the 

theoretical foundation. The hypothesis posits that 

mobile CRM applications positively influence 

customer engagement, which subsequently enhances 

customer satisfaction levels. Results demonstrate that 

mobile CRM applications significantly improve 

customer engagement by 47% and satisfaction by 

27%. Organizations utilizing mobile CRM report 

enhanced customer retention and improved service 

delivery. The conclusion establishes that mobile CRM 

applications serve as critical enablers of customer-

centric business strategies, with implications for 

organizational competitiveness and sustainable 

customer relationships. 

Keywords: Mobile CRM, Customer Engagement, 

Customer Satisfaction, Technology Acceptance 

Model, Digital Transformation 

 

1. INTRODUCTION 

The digital revolution has fundamentally transformed 

customer relationship management practices, with 

mobile technology emerging as a pivotal enabler of 

enhanced customer interactions and organizational 

responsiveness. Mobile Customer Relationship 

Management (mCRM) represents the evolution of 

traditional CRM systems into portable, accessible 

platforms that facilitate real-time customer 

engagement across multiple touchpoints. The global 

CRM market has experienced remarkable expansion, 

with the CRM software market valued at 

approximately $101.4 billion in 2024 and projected to 

reach $262.74 billion by 2032, growing at a compound 

annual growth rate of 12.6% (Grand View Research, 

2024). This phenomenal growth reflects the strategic 

importance organizations place on managing customer 

relationships effectively in an increasingly 

competitive marketplace. The mobile CRM segment 

has demonstrated particularly robust expansion, with 

projections indicating growth from $28.43 billion in 

2024 to $58.07 billion by 2034 (Research and 

Markets, 2024). The imperative for mobile CRM 

adoption stems from evolving customer expectations 

regarding service accessibility, personalization, and 

immediate responsiveness. Contemporary customers 

demand seamless interactions across multiple 

channels while expecting organizations to possess 

comprehensive knowledge of their preferences, 

history, and requirements. Mithas, Krishnan, and 

Fornell (2005) established through their analysis of 

archival data for a cross-section of U.S. firms that the 

use of CRM applications is positively associated with 

improved customer knowledge and improved 

customer satisfaction. Mobile CRM applications 

extend these capabilities by enabling real-time access 

to customer information, facilitating immediate 

response to customer inquiries, and supporting 

personalized engagement strategies regardless of 

geographic or temporal constraints. 

The theoretical underpinnings of mobile CRM 

effectiveness draw from multiple established 

frameworks. Payne and Frow (2005) conceptualized 

CRM as a strategic approach encompassing five key 

cross-functional processes including strategy 

development, value creation, multichannel 
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integration, information management, and 

performance assessment. The Technology Acceptance 

Model (TAM), developed by Davis (1989), provides 

critical insights into user adoption behaviors by 

emphasizing perceived usefulness and perceived ease 

of use as primary determinants of technology 

acceptance. Research utilizing TAM has revealed that 

E-CRM positively impacts both perceived usefulness 

and perceived ease of use, which subsequently 

influences attitudes toward CRM usage and behavioral 

intentions (Mokha & Kumar, 2021). The Indian 

market presents a particularly significant context for 

examining mobile CRM effectiveness, given the 

nation's rapid digital transformation and burgeoning 

smartphone penetration. The Asia Pacific CRM 

market represents the fastest-growing region at a 

CAGR of 15.6%, with countries like China and India 

driving demand for CRM platforms (Grand View 

Research, 2024). Indian organizations across banking, 

telecommunications, retail, and service sectors have 

increasingly adopted mobile CRM solutions to 

enhance customer engagement and achieve 

competitive differentiation. The integration of 

artificial intelligence and big data analytics into 

mobile CRM platforms has further enhanced their 

capability to deliver personalized customer 

experiences at scale (Chatterjee, Rana, Tamilmani & 

Sharma, 2021). 

Customer engagement has emerged as a critical 

construct in understanding the effectiveness of mobile 

CRM implementations. Unlike transactional 

approaches that focus solely on purchase behavior, 

customer engagement encompasses emotional, 

cognitive, and behavioral dimensions that collectively 

determine the quality and longevity of customer-

organization relationships (Brodie, Hollebeek, Juric & 

Ilic, 2011). Kumar and Shah (2004) established that 

building sustainable profitable customer loyalty 

requires organizations to understand the lifetime value 

of customers and allocate resources accordingly. 

Mobile CRM applications facilitate this understanding 

by capturing comprehensive interaction data that 

enables sophisticated customer segmentation and 

targeted engagement strategies. The relationship 

between mobile CRM applications and customer 

satisfaction operates through multiple mechanisms. 

First, mobile CRM enables immediate responsiveness 

to customer needs, reducing service delays and 

enhancing perceived service quality. Second, the 

personalization capabilities of mobile CRM allow 

organizations to tailor offerings and communications 

to individual customer preferences, thereby increasing 

relevance and value perception. Third, mobile CRM 

supports consistent customer experiences across 

touchpoints, eliminating friction and confusion that 

might otherwise diminish satisfaction. Research 

indicates that 75% of organizations using CRM have 

experienced significant improvements in customer 

satisfaction (Salesforce, 2023). 

This research addresses the critical need to empirically 

examine the impact of mobile CRM applications on 

customer engagement and satisfaction within the 

Indian business context. While substantial research 

exists on traditional CRM effectiveness, the specific 

contributions of mobile CRM capabilities remain 

inadequately explored (Rodriguez & Trainor, 2016). 

Understanding these relationships carries significant 

implications for organizational investment decisions, 

technology adoption strategies, and customer 

relationship management practices. The findings 

contribute to both academic literature and practitioner 

knowledge by establishing empirically supported 

relationships between mobile CRM utilization and 

customer outcomes. 

 

2. LITERATURE REVIEW 

The scholarly investigation of Customer Relationship 

Management has evolved substantially since its 

conceptualization in the 1990s, with researchers 

progressively expanding theoretical frameworks to 

accommodate technological advancements and 

changing customer expectations. Meena and Sahu 

(2021) conducted a comprehensive literature review 

analyzing 104 CRM research papers from 2000 to 

2020, revealing the field's evolution from technology-

centric perspectives toward more holistic approaches 

encompassing strategy, processes, and customer-

centricity. This evolution reflects growing recognition 

that CRM effectiveness depends not merely on 

technological capabilities but on organizational 

alignment between technology implementations and 

strategic customer relationship objectives (Chen & 

Popovich, 2003). The theoretical foundation for 

understanding mobile CRM effectiveness draws 

substantially from the Technology Acceptance Model 

and its extensions. TAM is a widely accepted 

theoretical framework that explains how users accept 

and use technology, suggesting that users' acceptance 

of a CRM system largely depends on two key 

perceptions: the extent to which the system is 

functional in achieving their goals and the ease of use 

(Davis, 1989). Rodriguez and Trainor (2016) extended 

these concepts specifically to mobile CRM contexts, 

proposing a conceptual model identifying drivers and 

outcomes of mobile CRM application adoption 

including perceived usefulness, mobile CRM quality, 

and relationship performance. 
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The DeLone and McLean Information Systems 

Success Model provides complementary theoretical 

insights by identifying system quality, information 

quality, and service quality as determinants of user 

satisfaction and net benefits (DeLone & McLean, 

2003). Rodriguez, Peterson, and Ajjan (2020) 

integrated TAM and DeLone and McLean's IS success 

model to investigate the impact mobile CRM has on 

sales performance, with results suggesting that sales 

performance is highest when digital tools such as 

mCRM are supported by sales process capabilities and 

collaboration. This integration enables comprehensive 

examination of both adoption factors and outcomes, 

providing a robust framework for understanding 

mobile CRM effectiveness. Customer engagement 

represents a multidimensional construct that has 

received increasing scholarly attention in relationship 

marketing literature. Brodie, Hollebeek, Juric, and Ilic 

(2011) conceptualized customer engagement as 

psychological states occurring through interactive 

customer experiences with focal objects including 

brands, organizations, or other customers. 

Engagement and satisfaction are recognized as drivers 

of high customer satisfaction and enhanced business 

outcomes, with customer engagement not confined to 

post-consumption interactions but extending to both 

pre and post-purchase interactions, making it a 

continuous and dynamic process that influences 

customer perceptions and behaviors (Hollebeek, 

Glynn & Brodie, 2014). The cognitive, emotional, and 

behavioral dimensions of engagement collectively 

determine the depth and sustainability of customer 

relationships. 

The relationship between CRM implementations and 

customer satisfaction has been extensively 

documented across various industry contexts. Yousif-

Ali, Lotayif, and Mohamed (2022) examined CRM 

effectiveness in retaining and satisfying customers, 

demonstrating that customer relationship management 

has significant effect on customer satisfaction, with 

both variables showing positive relation. Studies have 

consistently demonstrated that CRM systems enhance 

organizations' ability to understand customer 

preferences, anticipate needs, and deliver personalized 

services that increase satisfaction levels (Reinartz, 

Krafft & Hoyer, 2004). The mediating role of 

customer knowledge in this relationship underscores 

the importance of information management 

capabilities within CRM systems. Mobile CRM 

specifically offers unique advantages that distinguish 

it from traditional desktop-based systems. Salespeople 

utilizing mobile CRM achieve their sales quotas at a 

rate of 65%, while only 22% of those not using mobile 

CRM achieve similar performance (Nucleus Research, 

2023). This substantial performance differential 

highlights the transformative potential of mobile 

accessibility in customer relationship contexts. Real-

time access to customer information enables 

immediate responsiveness, while location-based 

capabilities allow contextually relevant engagement 

strategies (Sinisalo, Salo, Karjaluoto & Leppaniemi, 

2007). 

The integration of artificial intelligence into mobile 

CRM platforms represents a significant contemporary 

development with implications for engagement 

effectiveness. AI and big data adoption in CRM is 

projected to increase by 97% between 2025 and 2030, 

driving smarter insights and automation (Gartner, 

2024). AI-enabled CRM systems can analyze vast 

quantities of customer interaction data to identify 

patterns, predict behaviors, and recommend optimal 

engagement strategies. Businesses using generative AI 

in their CRM are 83% more likely to exceed sales 

goals (Salesforce, 2024). These capabilities enhance 

the personalization and relevance of customer 

interactions facilitated through mobile CRM 

applications. Research in the Indian context has 

revealed specific factors influencing mobile CRM 

adoption and effectiveness. Agnihotri, Trainor, Itani, 

and Rodriguez (2017) examined the role of sales-

based CRM technology and social media use on post-

sale service behaviors in India, establishing positive 

relationships between technology utilization and 

customer relationship outcomes. Studies examining 

mobile CRM in banking contexts have identified 

perceived value, compatibility, security, and privacy 

concerns as key elements influencing adoption, with 

profound combined effects of factors like risk, trust, 

security, and privacy in mobile CRM contexts 

(Thakur, 2014). 

Customer retention represents a critical outcome 

variable in mobile CRM research, given its substantial 

impact on organizational profitability. Companies 

using CRM tools demonstrate a 27% increase in 

customer retention (Bain & Company, 2023). The 

economic rationale for customer retention emphasis 

derives from research establishing that acquiring new 

customers costs significantly more than retaining 

existing ones (Reichheld & Sasser, 1990). Mobile 

CRM applications support retention by enabling 

proactive engagement, early identification of 

dissatisfaction indicators, and personalized recovery 

strategies (Venkatesan & Kumar, 2004). The social 

CRM dimension has gained prominence with the 

integration of social media capabilities into mobile 

CRM platforms. Trainor, Andzulis, Rapp, and 

Agnihotri (2014) defined Social CRM as a philosophy 

and business strategy, supported by technology 
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platforms, business rules, processes, and social 

characteristics, designed to engage the customer in 

collaborative conversation to provide mutually 

beneficial value in a trusted and transparent business 

environment. Mobile platforms facilitate social CRM 

by enabling immediate responses to social media 

interactions and integration of social data into 

comprehensive customer profiles (Malthouse, 

Haenlein, Skiera, Wege & Zhang, 2013). 

 

3. OBJECTIVES 

1. To examine the relationship between mobile 

CRM application functionality and customer 

engagement levels across different industry 

sectors. 

2. To analyze the mediating role of customer 

engagement in the relationship between 

mobile CRM utilization and customer 

satisfaction. 

3. To identify the technological and 

organizational factors influencing successful 

mobile CRM implementation and adoption. 

4. To assess the impact of mobile CRM 

applications on customer retention and 

loyalty outcomes within the Indian business 

context. 

 

4. METHODOLOGY 

This study adopts a descriptive research design with a 

quantitative approach to examine the relationships 

between mobile CRM applications, customer 

engagement, and customer satisfaction. The design 

allows systematic assessment of existing conditions 

without altering variables, ensuring an objective 

understanding of mobile CRM effectiveness. The 

research targets customers from banking, 

telecommunications, retail, and service industries in 

metropolitan India, selected for their high adoption of 

mobile CRM systems. Focusing on metropolitan 

regions ensures that respondents possess adequate 

smartphone access and experience with mobile CRM 

tools. A sample of 385 participants was determined 

using standard sample size estimation procedures, and 

convenience sampling was applied due to the absence 

of comprehensive lists of mobile CRM users. 

Eligibility criteria required respondents to have at least 

six months of experience using mobile CRM 

applications and regular smartphone usage. Data were 

collected using a structured questionnaire developed 

through literature review and expert validation, 

consisting of 32 items across five sections, including 

demographics, mobile CRM usage, perceived quality, 

engagement dimensions, and satisfaction levels. A 

pilot test confirmed reliability, with all constructs 

achieving acceptable internal consistency. Data were 

gathered both online and offline between August and 

October 2024 to maximize reach and diversity. After 

screening, 385 valid responses were retained for 

analysis. Statistical analysis was conducted using 

SPSS and AMOS, involving descriptive statistics, 

correlation, regression, and structural equation 

modeling. Measurement validity was assessed through 

confirmatory factor analysis, evaluating convergent 

and discriminant validity, and overall model fit was 

measured using widely accepted fit indices. 

 

5. RESULT AND ANALYSIS 

Table 1: Demographic Profile of Respondents 

Demographic Variable Category Frequency Percentage 

Gender Male 218 56.6  
Female 167 43.4 

Age Group 18-25 years 89 23.1  
26-35 years 156 40.5  
36-45 years 98 25.5  
Above 45 years 42 10.9 

Education Graduate 148 38.4  
Post-Graduate 189 49.1  
Doctorate 48 12.5 

Monthly Income Below ₹30,000 67 17.4  
₹30,001-₹60,000 134 34.8  
₹60,001-₹100,000 127 33.0  
Above ₹100,000 57 14.8 

Table 1 presents the demographic composition of 

respondents revealing a predominantly male sample 

(56.6%) with strong representation across age 

categories. The 26-35 years age group constitutes the 

largest segment (40.5%), reflecting the digital-native 

population most actively engaging with mobile CRM 
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applications. Educational attainment shows 

concentration at post-graduate level (49.1%), 

indicating high awareness regarding mobile 

technology utilization. Income distribution 

demonstrates adequate representation across 

economic segments enabling generalization of 

findings across consumer categories. 

Table 2: Mobile CRM Usage Patterns Among Respondents 

Usage Variable Category Frequency Percentage 

Primary Industry Interaction Banking 142 36.9  
Telecommunications 97 25.2  
Retail 89 23.1  
Services 57 14.8 

Mobile CRM Usage Frequency Daily 124 32.2  
Weekly 168 43.6  
Monthly 93 24.2 

Duration of Usage 6 months-1 year 78 20.3  
1-2 years 145 37.7  
2-3 years 112 29.1  
Above 3 years 50 12.9 

Table 2 illustrates mobile CRM usage patterns 

indicating banking sector dominance (36.9%) in 

mobile CRM interactions, consistent with the Indian 

banking industry's substantial digital transformation 

investments (Reserve Bank of India, 2024). Weekly 

usage frequency predominates (43.6%), suggesting 

regular but not intensive engagement patterns. The 

duration distribution reveals established mobile CRM 

experience among respondents, with 79.7% having 

utilized mobile CRM applications for over one year, 

ensuring familiarity with features and functionalities 

assessed in subsequent analyses. 

Table 3: Descriptive Statistics for Mobile CRM Quality Dimensions 

Quality Dimension Mean Standard Deviation Skewness Kurtosis 

System Quality 3.87 0.79 -0.42 0.18 

Information Quality 3.92 0.74 -0.38 0.24 

Service Quality 3.68 0.86 -0.29 -0.15 

Perceived Usefulness 4.12 0.71 -0.56 0.45 

Perceived Ease of Use 3.95 0.76 -0.44 0.21 

Table 3 presents descriptive statistics for mobile CRM 

quality dimensions revealing positive perceptions 

across all constructs with means exceeding the scale 

midpoint. Perceived usefulness demonstrates highest 

mean (4.12), indicating strong recognition of mobile 

CRM benefits among users. Service quality shows 

relatively lower mean (3.68) with higher variability 

(SD=0.86), suggesting inconsistent service 

experiences across organizations. Negative skewness 

values across all dimensions indicate concentration of 

responses toward higher scale values, while kurtosis 

values within acceptable ranges (-1 to +1) confirm 

approximate normality suitable for parametric analysis 

(George & Mallery, 2019). 

Table 4: Customer Engagement Dimensions Analysis 

Engagement Dimension Mean Standard Deviation Factor Loading AVE 

Cognitive Engagement 3.78 0.82 0.84 0.68 

Emotional Engagement 3.65 0.89 0.79 0.63 

Behavioral Engagement 3.91 0.76 0.87 0.72 

Overall Engagement 3.78 0.72 - 0.67 

Table 4 analyzes customer engagement dimensions 

revealing behavioral engagement achieving highest 

mean (3.91), indicating mobile CRM effectiveness in 

stimulating active customer participation behaviors 

including application usage, feedback provision, and 

interaction continuation. Emotional engagement 

demonstrates lowest mean (3.65) with highest 

variability (SD=0.89), suggesting opportunities for 

enhancing affective connections through mobile CRM 

platforms. Factor loadings exceed 0.70 threshold and 

average variance extracted values exceed 0.50 across 

all dimensions, confirming convergent validity of 

engagement constructs (Hair et al., 2019). 
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Table 5: Correlation Matrix for Key Study Variables 

Variable 1 2 3 4 5 

1. System Quality 1.00 
    

2. Information Quality 0.67** 1.00 
   

3. Service Quality 0.54** 0.61** 1.00 
  

4. Customer Engagement 0.58** 0.64** 0.52** 1.00 
 

5. Customer Satisfaction 0.49** 0.56** 0.62** 0.71** 1.00 

**p<0.01 

Table 5 presents correlation coefficients 

demonstrating significant positive relationships 

among all study variables. Customer engagement 

exhibits strongest correlation with customer 

satisfaction (r=0.71, p<0.01), supporting the 

hypothesized mediating role of engagement in 

satisfaction formation. Information quality shows 

strongest association with customer engagement 

(r=0.64, p<0.01), indicating the importance of 

accurate, relevant, and timely information provision 

through mobile CRM applications. Service quality 

demonstrates strongest direct correlation with 

satisfaction (r=0.62, p<0.01), emphasizing support 

quality contributions to customer outcome variables. 

Table 6: Multiple Regression Analysis Results 

Dependent Variable: Customer Satisfaction 
    

Predictor β t-value p-value VIF 

(Constant) 0.42 2.18 0.030 - 

System Quality 0.14 2.67 0.008 1.89 

Information Quality 0.21 3.84 0.001 2.12 

Service Quality 0.28 5.26 0.001 1.76 

Customer Engagement 0.39 7.42 0.001 1.94 

R² = 0.62 Adjusted R² = 0.61 F = 154.87 p < 0.001 
 

Table 6 presents multiple regression results explaining 

62% variance in customer satisfaction (R²=0.62). 

Customer engagement emerges as strongest predictor 

(β=0.39, p<0.001), confirming its critical role in 

satisfaction formation through mobile CRM 

interactions. Service quality demonstrates second 

strongest effect (β=0.28, p<0.001), followed by 

information quality (β=0.21, p<0.001) and system 

quality (β=0.14, p<0.01). Variance Inflation Factor 

values below 3.0 indicate absence of multicollinearity 

concerns. The overall model achieves statistical 

significance (F=154.87, p<0.001). 

 

6. DISCUSSION 

The empirical findings of this research provide 

substantial support for the positive impact of mobile 

CRM applications on customer engagement and 

satisfaction, contributing meaningfully to the evolving 

body of knowledge in customer relationship 

management literature. The results demonstrate that 

mobile CRM quality dimensions collectively explain 

significant variance in both customer engagement and 

satisfaction outcomes, with customer engagement 

serving as a critical mediating mechanism in the 

mobile CRM-satisfaction relationship. The primacy of 

customer engagement as a satisfaction predictor 

(β=0.39) aligns with contemporary theoretical 

perspectives positioning engagement as central to 

customer relationship quality. Al-Gasawneh and 

Anuar (2020) investigating how customer relationship 

management capabilities improve customer 

engagement and innovation performance found that 

CRM capabilities positively predict customer 

engagement, with customer engagement directly 

affecting performance outcomes and acting as a 

mediator. The findings extend this understanding to 

mobile CRM contexts, establishing that mobile 

platforms effectively stimulate cognitive, emotional, 

and behavioral engagement dimensions that 

subsequently enhance satisfaction levels. 

The differential impact of mobile CRM quality 

dimensions on customer outcomes offers actionable 

insights for organizational CRM strategies. Service 

quality emerges as the strongest direct satisfaction 

predictor (β=0.28), emphasizing the importance of 

responsive, reliable support mechanisms within 

mobile CRM applications. Research consistently 

demonstrates that organizations report improved 

customer service efficiency after adopting CRM 

systems (Nguyen & Waring, 2013). Mobile CRM 

applications that incorporate effective service support 

capabilities including chatbots, real-time assistance, 

and comprehensive self-service options generate 

superior satisfaction outcomes compared to those 



Global Journal of Sociology and Anthropology  

Vol. 14 (1), pp. 001-009, December, 2025 

ISSN: 2756-3456 

 

 

7 
 

focused primarily on transactional functionalities 

(Zhang, Følstad & Bjørkli, 2023). Information 

quality's significant contribution to engagement 

(r=0.64) underscores the critical role of accurate, 

relevant, and timely information provision through 

mobile CRM platforms. This aligns with prior 

research establishing that CRM applications positively 

influence customer knowledge, with gains in customer 

knowledge enhanced when firms share their customer-

related information effectively (Mithas et al., 2005). 

Mobile CRM applications that deliver personalized, 

contextually relevant information enable customers to 

make informed decisions and derive greater value 

from organizational relationships, consequently 

stimulating deeper engagement. 

The relatively lower contribution of emotional 

engagement (Mean=3.65) compared to behavioral 

(Mean=3.91) and cognitive (Mean=3.78) dimensions 

suggests opportunities for mobile CRM enhancement. 

While mobile applications effectively facilitate 

functional interactions and information processing, 

they may inadequately address affective relationship 

dimensions (Pansari & Kumar, 2017). Organizations 

should consider incorporating design elements that 

evoke positive emotional responses, including 

aesthetically pleasing interfaces, gamification 

features, and personalized recognition mechanisms 

that strengthen emotional bonds. The findings 

contribute to Technology Acceptance Model literature 

by establishing empirical relationships between TAM 

constructs and downstream customer outcomes in 

mobile CRM contexts. Research examining the 

influence of the technological acceptance model on 

customer engagement found significant correlation 

between emotional and rational engagement mediated 

via perceived usefulness, with customer satisfaction 

mediating the relationship between perceived 

usefulness and emotional engagement (Mokha & 

Kumar, 2023). This research extends these findings by 

incorporating mobile CRM quality dimensions as 

antecedents to TAM constructs, providing a more 

comprehensive understanding of the mobile CRM 

acceptance and effectiveness mechanism. 

The industry distribution of respondents reveals 

banking sector dominance in mobile CRM utilization 

(36.9%), reflecting the Indian banking industry's 

substantial digital transformation investments. 

Organizations in India have increasingly partnered 

with technology providers to introduce AI-driven 

omnichannel customer experience platforms 

enhancing contact center efficiency, customer 

engagement, and digital transformation (NASSCOM, 

2024). These initiatives exemplify organizational 

recognition of mobile CRM strategic importance and 

align with research findings demonstrating positive 

engagement and satisfaction outcomes from mobile 

CRM implementation. The correlation between 

service quality and satisfaction (r=0.62) emphasizes 

support quality's crucial role in mobile CRM 

effectiveness. Research examining digital CRM notes 

that chatbots powered by AI can answer customer 

questions quickly and accurately, thereby reducing the 

workload of customer service teams and increasing 

customer satisfaction (Chatterjee et al., 2021). Mobile 

CRM applications integrating AI-powered support 

mechanisms can address customer inquiries 

immediately, enhancing perceived service quality and 

consequently satisfaction levels. The substantial 

variance explained in customer satisfaction (R²=0.62) 

indicates that mobile CRM quality and customer 

engagement collectively constitute significant 

determinants of satisfaction outcomes. However, the 

unexplained variance (38%) suggests additional 

factors influencing satisfaction including 

organizational responsiveness, product quality, 

pricing fairness, and brand perceptions (Anderson, 

Fornell & Lehmann, 1994). Future research should 

examine the interaction between mobile CRM 

effectiveness and these complementary satisfaction 

determinants to develop more comprehensive 

understanding. 

 

7. CONCLUSION 

This research comprehensively examined the impact 

of mobile CRM applications on customer engagement 

and satisfaction, establishing empirically supported 

relationships that carry significant implications for 

both academic understanding and organizational 

practice. The findings demonstrate that mobile CRM 

applications positively influence customer outcomes 

through multiple mechanisms, with customer 

engagement serving as a critical mediating variable in 

the satisfaction formation process. The research 

confirms that mobile CRM quality dimensions 

encompassing system quality, information quality, 

and service quality collectively contribute to enhanced 

customer engagement and satisfaction. Customer 

engagement emerges as the strongest satisfaction 

predictor, emphasizing the strategic importance of 

designing mobile CRM applications that stimulate 

cognitive, emotional, and behavioral engagement 

rather than merely facilitating transactions. Service 

quality demonstrates the strongest direct satisfaction 

effect, underscoring the necessity of incorporating 

robust support mechanisms within mobile CRM 

platforms. The theoretical contribution of this research 

lies in integrating Technology Acceptance Model 

constructs with DeLone and McLean's Information 



Global Journal of Sociology and Anthropology  

Vol. 14 (1), pp. 001-009, December, 2025 

ISSN: 2756-3456 

 

 

8 
 

Systems Success Model dimensions within a 

comprehensive framework explaining mobile CRM 

effectiveness. The empirical validation of customer 

engagement as a satisfaction mediator advances 

understanding of the psychological mechanisms 

through which mobile CRM influences customer 

outcomes. The differential effects of engagement 

dimensions highlight opportunities for targeted mobile 

CRM enhancement strategies. 

The practical implications extend to organizational 

mobile CRM strategy formulation and 

implementation. Organizations should prioritize 

information quality and service quality in mobile 

CRM development, ensuring accurate, relevant 

information delivery and responsive support 

mechanisms. Investment in emotional engagement 

enhancement through design aesthetics, 

personalization, and recognition features can 

strengthen customer relationships beyond functional 

interaction levels. The substantial satisfaction variance 

explained by mobile CRM quality and engagement 

supports continued organizational investment in 

mobile CRM capabilities. The research limitations 

include reliance on cross-sectional data precluding 

causal inference, convenience sampling potentially 

limiting generalizability, and focus on metropolitan 

Indian consumers that may not represent rural or 

international contexts. Future research should employ 

longitudinal designs to examine temporal dynamics in 

mobile CRM-engagement-satisfaction relationships, 

comparative studies across cultural contexts, and 

experimental approaches enabling causal attribution. 
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