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Abstract: The aim of this paper is to test the relationship between knowledge, 
knowledge management (KM) and customer relationship management (CRM). 
The impact of KM on CRM is the core of this paper. KM systems are 
considered one of the critical management information systems that are utilised 
in a wide range of business sectors. KM provides an overall image on how to 
use customer knowledge (CK) and to develop a close relationship with them. It 
also plays a significant role in developing CRM. This paper attempted to 
investigate the effect of customer satisfaction, CK and trust towards customer 
retention (CR) in the fast food industry in Jordan. The study also aimed at 
exploring the factors influencing the level of CR within the fast food industry 
in Jordan. The study utilised a survey that probed the perceptions of customers 
towards the previously mentioned factors. Results indicated that CK and trust 
are important factors in predicting customers’ satisfaction. The results clearly 
show that customer satisfaction plays an important role in CR. 
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1 Introduction 

Knowledge management (KM) is considered one of the best directions taken by 
organisations for enhancing their performance over other rivals. Companies that have a 
real knowledge and the ability to gain it fast will become pioneers in their related market. 
There are two types of knowledge; tacit knowledge, which is considered a vital 
knowledge, because it depends on the experience of the individuals that is gained by 
work. It is deemed to be difficult to transfer from others. The second type is explicit 
knowledge, which is apparent to individuals who need it. Also, it can be transferred, 
documented and gained quickly; this kind of knowledge can direct us to learn in a better 
way. 

Knowledge management is how organisations capture, develop and use knowledge. 
In this paper, we discussed the impact of KM on customer relationship management 
(CRM) to gain a competitive advantage, and to improve the performance, outcomes and 
culture for organisations. Nowadays, organisations use CRM through KM, because they 
are looking for future sustainability. Industries are depending on KM and technology to 
introduce multi-response channels to customers and build a good relationship with them. 
The application of electronic channels to improve CRM is supporting firms’ initiatives 
towards a better customer service (Khasawneh and Abu-Shanab, 2012). 

Many organisations use KM applications to differentiate themselves from other 
competitors, where CRM is becoming more important in their daily transactions. Now, 
knowledge warehouses arise after the rapid development of technologies used by 
organisations, where such warehouses provide organisations with a leading edge by 
enhancing all levels of KM, and by recovering and exchanging the knowledge throughout 
the organisations. The global competition forced many companies to integrate KM with 
CRM because both will lead to a substantial increase in their competitive advantage. 
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Such integration will predict customers’ needs in future, gain more knowledge, and 
identify valuable customers and retain them for the future. 

Research related to electronic CRM indicated a focus on service side and customer 
view of such services (Abu-Shanab and Anagreh, 2015). The authors could not identify 
any work related to utilising KM in the domain of CRM among the 123 articles sampled. 
Based on that, this study utilised an empirical method to test a framework that depicts the 
relationships between customer retention (CR), customer satisfaction (CS), customer trust 
(CT) and customer knowledge (CK). 

Section 2 reviews the literature. Section 3 explores the related studies. Section 4 
describes the research method followed by Section 5, which depicts the data analysis and 
discussion. Finally, Section 6 describes the conclusion and future work. 

2 Background 

This section will cover and review previous research on various topics related to KM and 
its impact on CRM and CR. 

2.1 Knowledge 

McInerney (2002) differentiated between two types of knowledge: explicit knowledge 
and tacit knowledge. Explicit knowledge means knowledge that has been documented, 
explained and recorded. Tacit knowledge is knowledge stored in the minds of its owners 
or the one that has not been made explicit and represented or codified. Explicit 
knowledge can be expressed in numbers and words as well as in systematic and formal 
languages (Ahmad, 2011). So it can be easily managed and shared in the form of 
manuals, specifications and scientific formula. 

In their study of perspective-tacit knowledge and knowledge conversion, Nonaka and 
Von Krogh (2009) differentiated between the types of knowledge (tacit and explicit), 
where they indicated that explicit knowledge is uttered and captured in writings and 
drawings, but tacit knowledge is impossible to communicate to others through 
expressions and articulations, and sometimes needs an act of creativity. Explicit 
knowledge is knowledge that has been recorded or codified and easily shared with others. 
On the other hand, tacit knowledge is difficult to share with others in a meaningful way 
because it is intensely personal (Dessne, 2012). 

Explicit knowledge is defined by Smith (2001) as information or technical data that 
exist in concrete or physical form of book, manual, patent, copyright or mathematical 
expression. It is the process of systematically and carefully codifying, storing into 
databases, and sharing through printing, formal education, electronic methods, and other 
formal means to use or/and reuse it for solving similar problems. The knowledge that we 
can codify or represent in books, reports, talks or other communication means is explicit 
knowledge (Dingsøyr, 2002). Also, King (2009) indicated that knowledge in the form of 
sentences, words, documents, computer programs, organised data and any other form is 
classified as explicit knowledge. 
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2.2 Knowledge management 

According to Lee (2009), KM is a set of practices ranging from capturing, collecting, 
transferring and applying of how and what people know of an organisation. These 
practices are directly tied to organisational objectives such as competitive advantage, 
improving performance, innovation and development process. Simply, KM process 
consists of two major activities: storage and retrieval of knowledge (Franco and Mariano, 
2007). 

McInerney (2002) also defined KM as an effort within the organisation to increase 
useful knowledge through different ways such as offering various opportunities to learn, 
encouraging communication as well as promote and encourage sharing of appropriate 
knowledge. KM is about intertwining and facilitating the process of knowing and 
learning in an organisation. Knowing and learning are two mutually dependent processes 
that are occurring in an organisation and are built on formal and informal structure 
(Dessne, 2012). 

Knowledge management considers knowledge as a success factor; when it becomes 
available to a company, it can achieve their results faster with a high quality and cheaper 
than competitors. Researchers considered KM as an essential tool for developing or 
enhancing organisational performance and efficiency as well as for increasing their 
competitive edge (Mohseni and Seyeddanesh, 2014). 

Knowledge management is applying the primary management functions: planning, 
organising, motivating and controlling employees or systems, processes and people in the 
organisation. King (2009) indicated that KM processes include the creation, acquisition, 
storage, refinement, sharing, transfer and utilisation of knowledge. It is about 
encouraging employees to share ideas, information and knowledge for producing 
products and services with a higher value (Hasanzadeh and Mahaleh, 2014). 

In their study of the impact of KM on organisational performance, Rasula, Vuksic 
and Stemberger (2012) defined KM as a process that consists of accumulating, creating, 
organising knowledge and utilising it. It helps to enhance and develop organisational 
performance as well as to achieve organisational objectives. KM consists of management 
of people and information (Wen, 2005). The strong relationship between knowledge 
sharing and the status of organisational learning is emphasised by previous research 
(Abu-Shanab, Haddad and Knight, 2014). The authors emphasised the role of 
organisational learning and gaining a competitive advantage in the market. 

2.3 Customer relationship management 

The concept of CRM is a composite or combination of technologies, processes and 
people to understand customers of the company (Chen and Popovich, 2003). In other 
words, it is an approach used to focus on the relationship between the customer and the 
company to retain the customer and extend such relationship. CRM is defined by Fletcher 
and Alan (2001) as a business strategy aimed to improve the profitability of the enterprise 
by focusing on the needs of the customers and creating a heedful relationship with them. 

CRM is a process designed to understand the customers of the company, and to 
respond quickly to their needs (Harb and Abu-Shanab, 2009). The technologies utilised 
for CRM allow companies to collect a large amount of data about customers and manage 
it effectively. Such data will support implementing business strategies based on the 
collected and distributed data (information) (Rigby, 2015). CRM is a solution of 



   

 

   

   
 

   

   

 

   

   142 F. Mahawrah et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

technology that extend sales force automation tools and separate databases to bridge 
marketing and sales functions for improving targeted efforts (Peppers and Rogers, 1999). 

CRM is defined as the integration of relationship marketing and information 
technology (Mishra and Mishra, 2009). This combination is providing the organisation 
with an infrastructure that facilitates building a relationship in the long run with 
customers at an enterprise wide level. Customer management system is viewed by 
Mendoza et al. (2007) as a strategy used by organisations to maintain relationships with 
their customers for a long period of time (long-term relationship). CRM is also defined as 
a holistic process of attracting, identifying, retaining customers and differentiating their 
needs (Ferrel and Hartline, 2005). Finally, it is defined as a process of storing a large 
amount of data about customers and analysing it (Law et al., 2003). Such data will 
provide insights on the behaviour of customers. 

2.4 The impact of KM on CRM 

Van Zyl (2003) investigated the intersection between KM and CRM in increasing the 
competitiveness of organisations. Previous research indicated that companies using KM 
are dramatically improving their revenue and their ability to understand their customers. 
It is clearly seen that utilising knowledge for the process of providing services for 
customers will improve service provision and thus retain their lifetime loyalty. Several 
companies have developed a CRM strategy and implemented it to know more about 
customers and to develop a relationship with them to increase CS and loyalty. In short, 
satisfied and loyal customers enable companies to increase their existing market share 
and retain customers, and ultimately resulting in improving the strategic position in the 
marketplace. 

In a study aimed at studying the influence of KM on CRM success, Hassani et al. 
(2013) indicated that knowledge is becoming the key source of adding more value to 
business units and the whole organisation. CRM is a bridge to build a connection 
between users and firms, as well as it is contributing in getting more market share and CR 
throughout the word of mouth (as a way of advertisement). The findings have confirmed 
that KM influences CRM in a positive way (concerning customer loyalty, trust and CS). 

Talet (2012) noticed the importance of KM process in CRM process and how 
organisations are attracting new customers. The practices of successful organisations in 
dealing with current customers are evidenced by retaining their existing ones. They are 
collecting knowledge about them through CK, expanding the relationship with them by 
growing knowledge and describing how organisations exchange knowledge in the future 
with their customers. The researcher concluded that integrating KM and CRM helps 
organisations in enhancing the quality of products, providing better services, responding 
faster to customers and reducing their costs. 

Nawaser et al. (2014) gave an overview of several different contributions in previous 
studies associated with the process of CRM and KM by integrating both approaches 
together. They concluded that this integration can reduce the risk of failure, and help 
organisations overcome complex problems more quickly. Also, this integration helps 
organisations in using knowledge about customers (CK) and sharing useful knowledge 
with different organisational departments. 
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3 Related studies 

The relationship between KM and CRM is not fully investigated. Abu-Shanab and 
Shihadeh (2014) proposed a framework that sets the stage for researchers to better 
understand how to utilise KM practices based on the well-known CRM framework 
(select, acquire, retain and extend). On the other hand, research on such relationship is 
attracting more scholars. Gebert et al. (2002) studied the feasibility of integrating CRM, 
and KM approach in one model called customer knowledge management (CKM). They 
asserted that KM is a critical factor for the success of CRM. They also mentioned that 
KM is focusing on the intended knowledge to the enterprise (CK) and should revolve 
around CRM. They proposed a framework for managing the needed knowledge for this 
relationship with a high quality and efficient cost. Also, they concluded that using an 
integrated model of KM and customer relationship approaches can enhance and reduce 
the risk of failure. CKM promises the company with a positive impact on the revenue 
streams and the cost structure in return for allocating resources to all organisational 
levels. 

An exploratory study, conducted by Garrido-Moreno, Padilla-Meléndez and Del 
Águila-Obra (2010), aimed at building a successful integration model of CRM, taking 
into account KM, technology, organisational factors and customer orientation as 
complementary factors. They indicated that many studies analysed the critical role played 
by KM as a crucial element in the success of CRM. They stated that the companies are 
becoming truly effective CK manipulators when they are collecting and analysing 
massive amounts of data about customers using information technologies. 

Khalilabad et al. (2006) considered CRM as one of the powerful approaches oriented 
towards helping organisations to transform to an environment of customer-centric 
business. Also, they indicated that organisations can improve their relationships with 
valuable customers using KM. Thus, organisations can obtain competitive advantages 
and create loyal customers. Using KM and the knowledge originated from CRM, 
organisations are creating and generating creative ideas and are providing their customers 
with a new and improved service. Customer management as an integral part of the 
relationship between CRM and KM may help organisations to tailor their services and 
products and even the whole relationship with their customers into an increased 
profitability and CS. 

Previous research focused on the influence of KM of CRM by including the 
following factors; staff knowledge (SK), market knowledge (MK) and CK (Radfar and 
Rezaei-Malek, 2012). KM has proven to be a significant determinant of CRM success. 
The authors concluded that KM can lead to improvements in CRM and achieve better 
customers’ satisfaction. They also confirmed that the key dimensions of KM (SK, CK 
and MK) can improve CRM. 

Another study concluded that KM capabilities, customer flow, CRM technologies, 
organisational variables and CRM’s experience have a positive relationship with CRM 
success (Hasanzadeh and Mahaleh, 2014). The authors concluded that KM is the primary 
factor in determining the successful implementation of CRM. 

3.1 Integrating KM with CRM 

Allameh, Shahin and Tabanifar (2012) conducted a study that aimed to merge the 
concepts of CRM and KM into a model of CKM. The results of their study indicated that 
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the CHM model can reduce the risk of failure in the implementation process and promote 
the benefits of employing both KM and CRM. Also, the findings showed that CRM and 
KM are both directly and indirectly related to CKM through an intermediary role of 
interaction management and channel management. They concluded that by enhancing 
these mediators tools’ capabilities, organisations will increase the level of achievement of 
knowledge customer management's goals, and the organisation will be more successful in 
manufacturing, designing and marketing activities according to the demands and needs of 
customers. 

KM is an important factor that supports firms in their decision-making process 
(Khasawneh and Abu-Shanab, 2013). Bilail, Woods and Elshaiekh (2014) studied the 
importance of implementing and integrating KM with CRM into CKM in different 
banking sectors. They indicated that organisations today use KM and CRM in problem-
solving processes. The results of the study indicated that CRM and KM are essential for 
operations’ improvements, and the effective and consistent decision-making. It is also 
concluded that CKM can improve the bank’s performance. Also, the researchers 
concluded that there are other benefits of integrating and implementing KM and CRM in 
the banking sector and they are the following: creating customer profiles, enhancing the 
transfer of knowledge to customers, which results in higher loyalty and satisfaction of 
customers, and thus higher revenues and increasing CR. 

The benefit of integrating CRM and KM into CKM supports the role that KM plays 
in the success of CRM. Salomann et al. (2006) proposed an organisational framework for 
knowledge-based CRM that enables practitioners to achieve superior performance on the 
initiative of CRM. 

3.2 Customer retention 

Gerpott, Rams and Schindler (2001) defined CR as the continuity of the business 
connection between the customer and the enterprise; it is also about exceeding their 
expectations so that customers became loyal to their brands more than giving them what 
they expect. CR extended its origins from the theory of planned behaviour, where 
consumers may have briefer brands, services and products or activities. In general, CR 
conceptualised as dimension of a CK, CS, CT and customer loyalty constructs. Buttle 
(2004) defined CR in the means of how many customers are doing business with a firm 
who were active at the beginning of the year as a percentage of the customers at the end 
of a financial year. Clark (1997) asserted that CR is one of the most powerful weapons 
that companies will use in their fight to gain a strategic advantage. 

Customer retention means that customer’s objective is to stay with the service 
provider for their future transactions (Ranaweera and Prabhu, 2003). Nwankwo and 
Ajemunigbohun (2013) conducted a study on CR and CRM. The purpose of the study was 
to evaluate the relationship that exists between CRM and CR. The results indicated that 
CRM has a significant influence on CR, and a significant positive correlation exists 
between the two variables (CR and CRM). Also, they concluded that the organisation 
should go beyond attracting new customers and should also focus on retaining the 
existing ones. 
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3.3 Customer knowledge 

Customer knowledge is increasingly recognised within marketing as a significant 
resource that can be managed to support research and development (Gebert et al., 2002). 
Bueren et al. (2005) emphasised that, CRM business process needs the processing of CK 
to follow the goals of relationship market. Usually, it also contains direct customer 
contact and the exchange of information or services between the customer and 
organisation. Therefore, CK refers to understanding the customer behaviour and customer 
need. CK processing is the integrated relationship management with a customer that aims 
at retaining the customers in the business process. There are two main steps in the CRM 
process: The first one is changing the focus on transactions towards relationships with 
customers, merchants and their development. The other step is focusing on CR instead of 
retail. 

Marketing efforts are directed towards identifying, building and maintaining a 
communication network with private customers and strengthening it with more valuable 
ones. Also, relationship management aims at understanding and influencing customers at 
the first steps of transactions to collect information about customers’ behaviour. Although 
research indicated that 80% of the measures in CRM have failed, but still CRM is 
probably one of the most common views of management in the past decade (Rollins and 
Halinen, 2005). 

The effect of KM process on customer acquisition, retention and expansion is to 
improve CS (Talet, 2012). This paper tries to explore the role of KM process in CRM to 
realise how an organisation deals with its customers. It is important to understand how 
firms attract new customer by gathering knowledge, retaining present customers through 
CK, expanding the relationship with customer by the growth in CK and characterising 
how organisations exchange knowledge with customers in the future. 

3.4 Customer satisfaction 

The importance of CS provides marketers and business owners a scale that they can use 
to improve their companies and rethink of their management. Satisfaction can be 
obtained based on service receiver’s expectations. The service of a firm would be 
satisfactory if it was according to expectations of customers. The amount of low or high 
satisfaction depends on the level of supply that meets the expectation level or fall below 
the level of expectation. Satisfaction is a customer attitude or behaviour towards the 
difference between what customers receive and what they expect to receive, regarding the 
fulfilment of some willingness, need or goal (Hansemark and Albinsson, 2004). 

Customer satisfaction is the necessary base for the company to retain the existing 
customers. Customers who are not satisfied with the services received would not be 
expected to have long-term relationships with the enterprise. Weak services can also lead 
to dissatisfaction. Weak services or unacceptable level of service, which are not to the 
level of customers’ needs, may be one of the causes of dissatisfaction of the customers 
(Rust and Zahorik, 1993). The difference in the quality and value of products and 
services provided to customers creates variation in CS, and that create a difference in 
customer loyalty (Auh and Johnson, 2005). For developing CS, reliability in the given 
services and commitment to service relationships is a must if a company attempts to 
increase customers future expectations. 
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3.5 Customer trust 

Customer trust is a crucial factor in the field of marketing products and services. Trust 
becomes an important determinant when we have to make a choice among different 
products of the same category. It is an essential asset to a person, product, organisation, 
institution and skill; the buyer will go for honourable asset mentioned above (Kantsperger 
and Kunz, 2010). 

Trust is the confidence and belief which customer attach with some organisation or 
product. Trust is a relation that connects the customer to the company. Trust involves the 
relationships between the employees of an organisation. The multi-cultural organisation 
creates productive relationships, which generates for the organisations a long-term 
benefit (Leonidou, Talias and Leonidou, 2008). 

4 Research method 

This research adopted a quantitative approach using a questionnaire for collecting data. 
The objective of quantitative research is closely related to the concept of positivism, as 
the research requires the hypotheses to be tested statistically. Therefore, the quantitative 
data can be obtained by a questionnaire technique. As such, the different components of 
the questionnaire should be examined to observe how respondents perceived various 
issues related to the current research problem. 

In this work, we assumed the research hypotheses and the path model shown in 
Figure 1. Our assumption depends on the literature reported, which assumes that CK and 
trust will influence their satisfaction, and thus will be retained as regular customers. The 
research hypotheses assumed in this study are the following: 

H1: Customer satisfaction will have a positive significant influence on CR. 

H2: Customer knowledge will have a positive significant influence on CS. 

H3: Customer trust will have a positive significant influence on CS. 

Figure 1 The proposed research model 

 
The instrument used in research included items distilled from the literature, where the 
backward translation was used to translate the instrument into Arabic (Brislin, 1976). 
Using an Arabic will avoid language bias as all subjects were Jordanians-speaking Arabic 
language (Abu-Shanab and Md Nor, 2013). The items used in this instrument are shown 
in Table 1. The instrument included five items for measuring CT, five items for 
measuring CK, eight items for measuring CS and four items for measuring CR. 
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Table 1 Items’ descriptions, means and standard deviations 

Item # Item description N Mean 
Standard 
deviation 

CK1 It is important to know the identity of employees 
in fast food restaurants 

244 3.439 1.267 

CK2 I think that it is important to know whether there 
were unknown material sources incorporated in 
the preparation of fast food 

243 4.337 1.107 

CK3 It is important to know the policies followed by 
the restaurant in dealing with staff 

243 3.712 1.175 

CK4 It is important to know the preparation and 
processing methods of meals 

244 4.184 1.082 

CK5 It is important to know if fast food restaurants 
support foreign bodies 

244 3.820 1.224 

CS1 I am satisfied with the quality of food I received 244 4.209 0.935 
CS2 I am satisfied with the quality of service I 

received 
244 4.213 0.962 

CS3 I feel like I got exactly what I paid for 244 3.775 1.134 
CS4 This dining experience was exactly what I 

expected 
244 4.193 0.934 

CS5 I am satisfied with the frontline employees 
performance of this restaurant 

244 4.258 0.944 

CS6 I am satisfied with the professional competence of 
the staff. 

244 4.180 0.870 

CS7 I am comfortable regarding the relationship with 
restaurant staff. 

244 4.135 0.867 

CS8 I get satisfied when my basic needs become 
fulfilled 

244 4.500 0.700 

CT1 My trust improves when my expectations are met 244 4.484 0.772 
CT2 I believe that keeping promises increases my trust 244 4.484 0.809 
CT3 Publishing nutritional information about products 

increases my trust 
244 4.615 0.748 

CT4 Interest shown by the staff in the restaurant 
increases my trust 

244 4.492 0.844 

CT5 The reputation of this restaurant affects my trust. 243 4.424 0.917 
CR1 I want to return to this restaurant again 244 4.377 0.794 
CR2 I will continue eating in this restaurant 244 3.963 0.962 
CR3 I will invite my friends to eat at this restaurant 244 4.127 0.928 
CR4 I want to maintain long-term relationship with this 

restaurant 
244 4.180 1.010 

Bold numbers are the highest and lowest 
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In this study, we used a 5-point Likert scale, with 1 indicating total disagreement and 5 
indicating a total agreement. Such scale means that a mean between 1 and 2.33 is 
considered a low perception; between 2.33 and 3.66 indicates a moderate perception; and 
between 3.66 and 5 indicates a high perception. 

The population targeted by this study is the customers of fast food restaurants, where 
one of the authors worked as a branch manager in a northern city in Jordan. The sample 
included customers visiting the restaurant from November 25, 2015 to December 10, 
2015. During the sampling process, one of the authors asked customers to fill the survey, 
where 248 surveys were collected. Such sampling strengthens the validity of results and 
avoids the biases of researchers. 

5 Data analysis and discussion 

After inspecting the 248 collected surveys, four surveys were discarded because they 
were mostly empty. The final sample size was 244 surveys, they were keyed into SPSS 
for the purpose of analysing the data for descriptive purposes. Also, this study utilised 
SmartPLS (Ringle, Wende and Becker, 2005) tool to conduct the confirmatory factor 
analysis and structural equation modelling estimation. 

In the environment of fast food industry in Jordan, it is necessary to all competitors to 
retain their customers. In this study, we discussed those factors which have a direct 
relationship with CR, these factors included CT, CS and CK. 

The result of this paper indicates that the CS has a positive relationship with CR 
because only those customers who receive product and services which currently satisfy 
from the company. Trust also play important role to increase CR, which has a positive 
relationship with CR. 

Finally, the CK has a positive relationship with CR; in previous literature review, it is 
announced that ‘KM as crucial element in the success of CRM’ so the CK playing a vital 
role to increase CR and gaining the competitive advantages. 

5.1 Descriptive analysis 

The first step included a description of the sample used. The final sample included 244 
surveys representing 146 males (59.8%) and 98 females (40.2%). Also, the sample 
included 151 responses with an age less than 25 years (61.9%); 63 responses with an age 
between 26 and 35 (25.8%); 27 responses with an age between 36 and 45 (11.1%); and 
finally, only 3 responses with an age more than 45 (1.2%). 

The education distribution of the sample included 47 responses with high school or 
less (19.3%), 33 responses with a diploma degree (13.5%), 149 responses with a bachelor 
degree (61.1%) and finally 14 responses with a master and Ph.D. degree (5.7%). One 
survey did include a response related to education. Finally, when asked about their 
residence, 35 responses lived in a village (14.3%), and 209 responses indicated that  
they lived in the city (85.7%). Such sample might not totally fit with the  
Jordanian community, but still depicts the population of this study (fast food restaurants 
customers). 
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We can see that the highest mean estimated was for the items CT3 (Publishing 
nutritional information about products increases my trust, mean = 4.615), CS8 (I get 
satisfied when my basic needs become fulfilled, mean = 4.500) and CT4 (Interest shown 
by the staff in the restaurant increases my trust, mean = 4.492). The lowest items were as 
follows: CK1 (It is important to know the identity of employees in fast food restaurants, 
mean = 3.439), CK3 (It is important to know the policies followed by the restaurant in 
dealing with staff, mean = 3,712) and CS3 (I feel like I got exactly what I paid for, mean 
= 3,775). All item means were high according to our adopted scale except for the first one 
(CK1). Finally, the largest standard deviation reported was for the first item (CK1 = 
1.267), which indicates a dispute on the item by respondents. The highest consensus by 
respondents was on CS8 (I get satisfied when my basic needs become fulfilled,  
SD = 0.700). 

The overall estimation of the four constructs used in the study is shown in Table 2, 
where all items were highly perceived by respondents. It is important to realise the 
importance of the four constructs selected by this study for Jordanian customers. The 
results shown in Table 2 indicate that the highest construct estimated was CT (mean = 
4.499), and the lowest estimated construct was CK. 

Table 2 The means and standard deviations of constructs 

Construct N Min Max Mean 
Standard 
deviation 

Customer knowledge 244 1 5 3.898 0.770 
Customer trust 244 1.6 5 4.499 0.590 
Customer satisfaction 244 1.5 5 4.183 0.613 
Customer retention 244 1.75 5 4.162 0.731 

5.2 Confirmatory factor analysis 

This research is exploratory in nature, where we assumed that the four constructs are 
measured by the assumed items. Exploratory factor analysis provides a better 
understanding of the interrelationships between the variables, and ensures that the items 
used are appropriate for proposed constructs and model (Tabachnick and Fidell, 2001; 
Hair et al., 2006). The technique used for CFA is factor analysis, where orthogonal 
rotation is used (Varimax method) to guard for any commonality of constructs and 
assume their independence. The results of the rotated matrix are shown in Table 3. 

Table 3 The final pattern matrix (rotated matrix) 

Item 
Customer 
knowledge 

Customer 
retention 

Customer 
satisfaction Customer trust 

CK1 0.692    
CK2 0.685    
CK3 0.521    
CK4 0.729    
CK5 0.555    
CR1  0.793   
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Table 3 The final pattern matrix (rotated matrix) (continued) 

Item 
Customer 
knowledge 

Customer 
retention 

Customer 
satisfaction Customer trust 

CR2  0.777   
CR3  0.781   
CR4  0.789   
CS1   0.686  
CS2   0.750  
CS3   0.560  
CS4   0.712  
CS5   0.654  
CS6   0.679  
CS7   0.642  
CS8   0.632  
CT1    0.646 
CT2    0.823 
CT3    0.757 
CT4    0.681 
CT5    0.688 

Inspecting the final pattern matrix shows that we have a clean matrix that loaded all items 
on their expected (intended) factors. The loading is all above 0.5 (recommended by  
Hair et al., 2006), with no cross loading above 0.3. Such result supports our selection of 
items and the reliability of the measures assumed and avoids all expected commonality. 
When inspecting the values of alpha in Table 4, we see that all values exceeded 0.6 
(acceptable) and the value of CS exceeded 0.8 (recommended). Such result does not 
require any modifications as we can check the item contribution as an endogenous factor 
in the following section. 

Table 4 The internal consistency measure (Cronbach’s alpha) 

Construct N 
Number of 

items 
Cronbach’s 

alpha 
Composite 
reliability* 

Customer knowledge 242 5 0.670 0.775 
Customer trust 243 5 0.770 0.844 
Customer satisfaction 244 8 0.821 0.864 
Customer retention 244 4 0.797 0.865 

*Composite reliability reflects support for the measures used 

Finally, we can check our assumed relationships in isolation of the assumed model by 
estimating the correlation matrix. The estimated Pearson’s correlations matrix is shown in 
Table 5, where all bivariate relationships are significant except the relationship between  
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CR and CK. All correlations were significant at the 0.01 level, except C-retention and  
C-knowledge one. The strongest relationship is between C-retention and C-satisfaction  
(β = 0.501). The highest correlation estimated is between CR and satisfaction. This result 
indicates that the long sustained relationship between customers and the restaurant is 
supported through customers’ satisfaction that leads to their retention. 

Table 5 The Pearson’s correlations matrix 

Constructs 
Customer 
knowledge 

Customer 
trust 

Customer 
satisfaction 

Customer 
retention 

Customer knowledge 1    

Customer trust 0.231** 1   

Customer satisfaction 0.261** 0.402** 1  

Customer retention 0.061 0.284** 0.501** 1 

**Correlations are significant at the 0.01 level 

5.3 Structural equation estimation 

The final step in this analysis is to test the hypotheses assumed. To test the model shown 
in Figure 1, path analysis is suitable, where direct and indirect effects are calculated. 
Structural equation models incorporate multiple independent and dependent variables as 
well as hypothetical latent constructs in an estimated set of equations. The purpose is to 
accommodate the direct and indirect influence of variable. The tool used for such 
estimation is SmartPLS (Ringle, Wende and Becker, 2005), a free tool for academic use. 

This study utilised partial least square technique that is the core of estimating a 
structural equation modelling (PLS-SEM). The technique does not assume normality as it 
relies on non-parametric bootstrap procedure to test the model. The procedure estimates 
many smaller subsamples drawn from the total sample and tested to reach the best model. 
The SmartPLS easily calculates the item loadings and the correlations (path coefficients 
for the whole model). The sample size necessary for the test should be at least 10 times 
the largest of formative indicators used to measure a construct (more than 10 times the 
largest number of items used for a construct > 8 × 10 (>80 surveys are needed)). The 
sample size used in this study is 244, which is more than what is required for the test. The 
tool calculates a (t) value for each test to show the significance of estimates/results for 
both path coefficients and factor loadings. 

The estimated model is shown in Figure 2. The model indicated a significant 
prediction of CR with a coefficient of determination R2 value equal to 0.279, which 
means a prediction of the variance of CR equal to 27.9%. On the other hand, the direct 
influence of the two independent variables on CS is also significant with an R2 value 
equal to 0.250. Such result supports our assumption of the overall model. The values in 
the ellipses represent the R2 for each set of indicators, and the values on the major arrows 
represent the betas. On the other hand, the values on the arrows pointing from the ellipses 
are the loading of each item on the corresponding construct. 

 
 
 



   

 

   

   
 

   

   

 

   

   152 F. Mahawrah et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

Figure 2 The structural model estimated with factor loadings and R2 

 
The final test is to see the individual hypotheses result. All hypotheses are significant and 
are shown in Table 6. The significance of the model is estimated using a bootstrapping 
estimation. A bootstrapping technique is used to calculate the t values of the model, 
where values of t equal to 1.96 indicate a significant level with a p value less than 0.05. 
Similarly, the value of 2.58 indicates a level of p value < 0.01 (Figure 3). 

Figure 3 The t values for significance estimation of the model using bootstrapping technique 
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Table 6 The hypotheses testing results 

Hypothesis 
Path 

coefficient Result 
H1: Customer satisfaction  customer retention 0.5284 Supported 

H2: Customer knowledge  customer satisfaction 0.2208 Supported 

H3: Customer trust  customer satisfaction 0.3961 Supported 

6 Conclusion and future work 

Within the environment of fast food industry in Jordan, it is necessary to all competitors 
to retain their customers. In this study, we discussed those factors that have a direct 
relationship with CR; these factors include CT, CS and CK. 

This research started with an exploratory view of a model assuming that CK and trust 
will influence CS, and all three will eventually influence CR. We utilised a reported set 
of measures included in a survey, where 244 usable surveys were utilised for analysis. 
Results indicated a significant prediction model with an R2 equal to 0.279 when 
predicting CR, and an R2 equal to 0.250 when predicting CS. The results of hypotheses 
testing are shown in Table 6, where all hypotheses are supported. 

The major conclusions of this study are that firms aim at retaining their customers and 
want to see them come back for more purchase and service request (Danish et al., 2015). 
The major factor influencing CR is CS, which supports previous work reported by Qadri 
and Khan (2014). 

Our study implies that KM needs to be integrated with CRM to improve CS. To 
guarantee CS, restaurants need to improve CK of specific issues and improve their trust. 
Our model indicated that CK and trust are important factors in predicting their 
satisfaction. Restaurants need to improve the level of trust for customers. Trust is a 
composite measure that revolves around two major factors: trust in restaurant and trust in 
technology (Abu-Shanab, 2014). The technology part of the food service industry lies 
within the website of the restaurant and how much firms offer to their customers more 
information related to their operations, ingredients and experiences. This is where e-CRM 
issues are important. 

Our results imply that it is important to utilise technology in all directions of firm’s 
operations, and thus needs more research to see how technology integrates into business 
processes. In the fast food industry, and based on its service nature, technology 
contributes differently than in other industries. Also, the research community needs to 
explore other factors within the fast food industry, which will support the business 
environment. The utilisation of information systems or the Internet (business portals) will 
improve how restaurant chains target, attract and acquire new customers. Still, 
technology needs to be utilised more to retain customers. Retaining customers will be 
cheaper than acquiring new ones. 

This study suffered from limitations related to the sample used. Our sample was 
restricted to a specific type of restaurants and its image (fast food chains). Also, it was 
collected in the northern part of Jordan and in one location. Such sampling is limited in 
its generalisability. Future research can target more general customers. Also, it might be 



   

 

   

   
 

   

   

 

   

   154 F. Mahawrah et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

suitable to see how other types of restaurants interact with CRM systems. Researchers 
can also explore other factors that would have an influence on CS and ultimately CR. 
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