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 This study aims to analyze the factors that influence the adoption of E-CRM 
applications in improving sales performance at PT PLN (Persero). This study uses 
an integrative approach between the Technology Acceptance Model (TAM) and 
the Unified Theory of Acceptance and Use of Technology (UTAUT) to identify 
factors that influence salespeople’s intention to use the system. The research 
method used is quantitative, and data analysis was carried out using the Partial 
Least Square Structural Equation Modeling (PLS-SEM) method. The results show 
that all proposed hypotheses are significantly accepted. Variables such as 
system adaptability, information quality, format quality, and ease of navigation 
influence the perception of ease and effectiveness of system use, which in turn 
influence perceived usefulness and behavioral intention. The main findings 
indicate that effort expectancy is the most dominant factor influencing intention 
to use, followed by performance expectancy, perceived enjoyment, and 
perceived usefulness. This study confirms that the success of E-CRM 
implementation depends not only on system quality but also on user 
perceptions of ease, usefulness, and user experience. The research results are 
expected to be the basis for developing strategies to increase E-CRM adoption 
to encourage more optimal sales performance in the PLN environment. 
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I. Introduction   

 
In the current era of globalization, the development of Information and Communication Technology 

(ICT) has been very rapid in various fields. This is evident in the number of companies that are beginning to 

require the implementation of Information Technology (IT) for business continuity and to improve their 

performance capabilities (Sutjipto, T. M. C., 2020). PT PLN (Persero) is a State-Owned Enterprise engaged in the 

electricity sector. One of its primary tasks is to provide electricity resources for the needs of all Indonesians. 

PLN has made numerous breakthrough innovations in its service to customers, one of which is the adoption 

of information technology called PLN E-CRM (Customer Relationship Management), where sales performance 

in meeting customer needs is recorded in this information technology system (Ariani, P. Y., 2023). This PLN 
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CRM innovation aims to facilitate the fulfillment of customer information needs by providing access to digital 

interaction between customers and PLN anywhere and anytime (Mboeik et al., 2020). 

The presence of PLN E-CRM (Customer Relationship Management) has become an integrated tool for 

developing business and marketing for PLN. This application can serve as a bridge to support and motivate 

employee performance (Ariani, P. Y., 2023). The process of acceptance and adaptation in the implementation 

of an information technology system is influenced by many factors. One model frequently used to analyze 

factors related to technology acceptance is the Technology Acceptance Model (TAM). The TAM concept was 

initially introduced by Davis (1989), adopting the Theory of Reasoned Action (TRA) and the Theory of Planned 

Behavior (TPB). These two theories aim to obtain an overview of the level of acceptance of information 

technology by users and are specifically designed to model adoption for information system users. According 

to Cendika et al. (2023), the variables that determine the acceptance of information technology using the TAM 

model are user perceptions of perceived usefulness and perceived ease of use, both of which can influence 

user behavioral intentions. 

Based on the discussion above, this study analyzes strategies for improving sales performance 

through the adoption of the PLN E-CRM (Electronic Customer Relationship Management) application at the 

Retail and Commerce Directorate of PT PLN (Persero). The model used in this study is the Technology 

Acceptance Model, which is employed to analyze interrelated factors influencing PLN salespeople in using the 

E-CRM application in accordance with the research problems. This study is expected to contribute to 

understanding the acceptance of the PLN E-CRM application among PLN salespeople in conducting sales 

activities and customer acquisition. Thus, this study analyzes the factors influencing PLN salespeople’s 

intention to use the E-CRM application using the TAM model and examines the relationships among variables 

in the adoption of E-CRM technology. 

 

II. Literature Review and Hypothesis Development 
 

2.1. Definition 

 

CRM is a systematic approach to utilizing information and communication to build sustainable and 

mutually beneficial relationships with customers. CRM is a comprehensive company strategy to optimize the 

customer lifecycle. The customer is king, but a company’s service to customers cannot be treated equally, 

especially for customers who provide maximum profit for the company (Kateman, 2010). This aligns with the 

80/20 rule, which states that of 100% of a company’s customers, only about 20% have the potential to 

generate maximum profits. The Technology Acceptance Model (TAM) is a model used to analyze the 

acceptance factors of a system. The technology system acceptance model is frequently used in the 

information technology field. TAM is based on redo behavior theory, a theory proposed by Martin Fishbein 

and Azked. Hypothetical Action Model Theory (TRA) is a theory of action whose premise is that reactions and 

perceptions of something determine individual behavior. Reactions to the use of information technology (IT) 

influence the attitudes and behaviors of those who receive it. Usability, ease of use, and user perceptions can 

influence information technology. Therefore, a person’s assessment of the usability and ease of use of 

information technology influences their attitudes and behaviors regarding technology acceptance. 

The Technology Acceptance Model (TAM), developed from psychology, explains computer user 

behavior, which relates to user beliefs, attitudes, desires, and behavior. The purpose of this model is to 

illustrate the influence of user behavior on technology use. The attitudes established in this model for each 

user behavior are ease of use and usefulness (Wibowo, A., & Luhur, U. B., 2017). The Technology Acceptance 

Model (TAM) contains several variables that actually serve as acceptance variables, namely the intensity of use 

behavior and system use (Endang, F., 2015). The Unified Theory of Acceptance and Use of Technology (UTAUT) 

is a theoretical model developed by Venkatesh et al. (2003) to explain individual intentions to use technology 

and their actual user behavior. This model integrates eight previous theories related to technology adoption, 

including the Theory of Reasoned Action (TRA), the Technology Acceptance Model (TAM), the Motivational 
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Model (MM), and the Theory of Planned Behavior (TPB). UTAUT aims to simplify and strengthen understanding 

of the key factors influencing user technology acceptance by identifying the most significant core constructs 

from these previous theories. UTAUT has been shown to explain up to 70% of the variance in technology 

adoption intentions, significantly higher than previous models (Boomer et al., 2022). 

 

2.2. Literature Review 

 

The topics used in this research refer to previous studies. Journals serving as sources for this research 

on similar topics were reviewed and analyzed. Based on the results of a systematic literature review, previous 

research related to sales force automation (SFA) indicates that the primary focus of studies is on aspects of 

technology acceptance, factors for successful implementation, and its impact on sales performance and 

service quality. Several studies, such as Buttle et al. (2016), Srinivasan et al. (2014), Lee and Park (2008), and 

Mahlamäki et al. (2020), consistently use the Technology Acceptance Model (TAM) framework to explain user 

behavior towards SFA systems. The results of these studies indicate that perceived ease of use, usefulness, and 

system adaptability are key determinants in increasing the level of technology adoption by salespeople. 

Therefore, the success of SFA implementation depends heavily on the extent to which the system delivers 

functional value directly perceived by users. 

Other literature also emphasizes that the success or failure of SFA implementation is influenced not 

only by technological aspects but also by organizational factors and individual behavior. Barker et al. (2009) 

identified that SFA failures are often caused by incompatibility with salespeople’s work routines, differing 

expectations between management and users, and low organizational commitment. These findings are 

supported by Faulds et al. (2015), who noted user resistance due to the perception that SFA is used as an 

excessive management control tool. Furthermore, Ranjan and Puri (2018) highlighted the importance of an 

organization’s ability to manage customer knowledge as a key factor in the success of CRM and SFA 

implementation. This indicates that integration between technological, human, and organizational aspects is 

a key prerequisite for achieving effective system implementation. 

Several empirical studies have shown that SFA implementation has a positive impact on 

organizational performance. Domfeh et al. (2018) found that SFA adoption significantly improved service 

quality and sales reporting, particularly in the micro and small business sector. Giovannetti et al. (2022) also 

demonstrated that customer-driven transformation drives increased technology use, integration of marketing 

and sales functions, and changes in sales organizational processes. This study confirms that SFA not only plays 

a role as an operational tool but also as a strategic instrument in increasing the efficiency, effectiveness, and 

competitiveness of an organization, provided that its implementation is supported by adequate 

organizational readiness and user acceptance. 

 

2.3. Conceptual Framework and Hypothesis Development 

 

This study aims to identify several factors that can influence strategies for improving sales 

performance through the use of Customer Relationship Management (CRM) applications. The approach used 

in this study refers to the Technology Acceptance Model (TAM) framework. In the proposed conceptual model, 

the researcher examines several key variables, such as system adaptability, information quality, format quality, 

ease of navigation, perceived effectiveness, perceived usefulness, perceived ease of use, and perceived 

enjoyment. Overall, this research is expected to enrich the understanding of CRM implementation in the 

context of improving sales performance within the Retail and Commerce Directorate of PT PLN (Persero). 

To strengthen the analysis of technology acceptance, this study also integrates elements of the 

Unified Theory of Acceptance and Use of Technology (UTAUT), focusing on two key constructs: performance 

expectancy and effort expectancy. Performance expectancy reflects an individual’s belief that using CRM can 

support the achievement of better work results, while effort expectancy relates to the perceived ease of use 

of the system. These two dimensions synergistically complement the TAM model and are believed to provide 
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a more comprehensive understanding of behavioral intentions in adopting CRM technology as an integral 

part of a sales effectiveness improvement strategy. A schematic of the proposed conceptual framework for 

this study is presented in Figure 1. 

  

 
Figure 1. Conceptual Framework for TAM and UTAUT Method Research 

 

Based on Figure 1, the hypotheses in this study can be identified as follows: 

 

H1: System Adaptability has a positive and significant effect on Perceived Effectiveness. 

H2: Information Quality has a positive and significant effect on Perceived Effectiveness. 

H3: Format Quality has a positive and significant effect on Perceived Ease of Use. 

H4: Ease of Navigation has a positive and significant effect on Perceived Ease of Use. 

H5: Perceived Ease of Use has a positive and significant effect on Perceived Effectiveness. 

H6: Perceived Effectiveness has a positive and significant effect on Perceived Usefulness. 

H7: Perceived Effectiveness has a positive and significant effect on Perceived Enjoyment. 

H8: Perceived Ease of Use has a positive and significant effect on Perceived Usefulness. 

H9: Perceived Enjoyment has a positive and significant effect on Perceived Usefulness. 

H10: Performance Expectancy has a positive and significant effect on Behavioral Intention. 

H11: Perceived Usefulness has a positive and significant effect on Behavioral Intention. 

H12: Perceived Enjoyment has a positive and significant effect on Behavioral Intention. 

H13: Effort Expectancy has a positive and significant effect on Behavioral Intention.  

 

III. Research Method 
 

To determine the factors contributing to a sales performance improvement strategy through the 

adoption of a Customer Relationship Management (CRM) application at PT PLN (Persero), this study utilized 

conceptual models from previous studies and empirically tested findings. This study utilized primary and 

secondary data sources. Primary data was obtained by researchers from distributing questionnaires 

containing systematic questions and pre-filled responses from respondents based on field facts. The 

questionnaires were tailored to the target respondents based on the data and information available to the 

researchers. Secondary data, on the other hand, was obtained from journals, articles, theses, scientific papers, 

and various other relevant literature. 



2026. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

 

GOLDEN RATIO OF MARKETING AND APPLIED PSYCHOLOGY OF BUSINESS  

VOLUME 6, ISSUE. 2 (2026)  

Website: https://goldenratio.id/index.php/grmapb/index 

 

 

Page | 613  

 

ISSN [Online]: 2776-6349 

The questionnaire used multiple-choice questions and a rating scale. The scale used was an ordinal 

rating scale. An ordinal scale is a scale that describes ranking (Sumarwan, 2017). The research variables were 

measured using a Likert scale. The Likert scale ranges from 1 to 5. The weights assigned were: 1 = strongly 

disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree. Answers written based on a Likert scale 

were used for data processing using Structural Equation Modeling (SEM). SEM (Structural Equation Modeling) 

is a statistical analysis tool capable of directly analyzing the relationship between latent variables and indicator 

variables (Puspitawati, 2013). This model was chosen because it can explain the causal influence of a variable 

in the model both directly and indirectly, link the latent variable with the indicator variable, and explain the 

extent of the correlation between the indicator variable and the latent variable. 

 

IV. Result and Discussion 
 

4.1. Analysis Result 

  

This research was conducted by distributing questionnaires to PT PLN (Persero) sales representatives 

in the Retail and Commerce Directorate who have actively used the E-CRM application for at least three 

months. A total of 325 questionnaires were collected. After data cleaning to eliminate outliers and 

respondents who did not meet the criteria, 300 valid data were obtained for further analysis. Data processing 

was carried out using SmartPLS 4.0 software with the Partial Least Square Structural Equation Modeling (PLS-

SEM) method. The analysis included an evaluation of the measurement model (outer model) to test the 

validity and reliability of the instrument, as well as an evaluation of the structural model (inner model) to test 

the research hypotheses. 

 

a. SEM-PLS Model Results 

The results of the analysis using the Structural Equation Modeling–Partial Least Squares (SEM-PLS) 

approach show that the model developed is able to explain comprehensively the relationships among 

constructs within the framework of E-CRM system adoption. The results of the analysis are presented in Figure 

2. 

 
Figure 2. SEM-PLS Model Results 
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In general, exogenous variables such as System Availability (SA), Information Quality (IQ), Facilitating 

Conditions (FQ), and Enjoyment (EN) contribute to the formation of user perceptions, particularly the 

constructs of Perceived Effectiveness (PEff) and Perceived Ease of Use (PEOU). This indicates that system 

quality, information quality, and organizational support play a significant role in shaping users’ initial 

perceptions of the system. Furthermore, the constructs of PEff and PEOU were shown to be key mediators 

influencing Perceived Usefulness (PU) and subsequently affecting Behavioral Intention (BI). The path 

coefficient values indicate that the relationships from PU and PE (Performance Expectancy) to BI have 

relatively stronger effects than the other variables. Therefore, it can be concluded that perceived usefulness 

and performance expectancy are dominant factors driving users’ intentions to use the system. Perceived 

Enjoyment (PENJ) also contributes, although its influence is relatively smaller. 

The R-square values for endogenous constructs, namely BI (0.087), PU (0.021), PEff (0.037), PEOU 

(0.034), and PENJ (0.006), indicate that the model’s ability to explain construct variability remains low to 

moderate. This indicates that, although the model has captured the main relationships among the variables, 

other factors outside the model may also influence users’ intentions to use the system. Therefore, further 

model development by including additional variables or adopting a more specific contextual approach is 

highly recommended to increase the model’s explanatory power. 

 

b. Summary of Hypothesis Testing Results 

All 13 hypotheses proposed in this study were accepted based on the results of the PLS-SEM analysis 

using SmartPLS 4. A summary of the hypothesis testing results is presented in Table 1. 

 

Table 1. Summary of Results of Testing All Hypotheses 

H Path Hypothesis Statement β Result 

H1 SA → PEff System Adaptability → Perceived Effectiveness 0.444 Accept 

H2 IQ → PEff Information Quality → Perceived Effectiveness 0.438 Accept 

H3 FQ → PEOU Format Quality → Perceived Ease of Use 0.497 Accept 

H4 EN → PEOU Ease of Navigation → Perceived Ease of Use 0.605 Accept 

H5 PEOU → PEff Perceived Ease of Use → Perceived Effectiveness 0.408 Accept 

H6 PEff → PU Perceived Effectiveness → Perceived Usefulness 0.446 Accept 

H7 PEff → PENJ Perceived Effectiveness → Perceived Enjoyment 0.796 Accept 

H8 PEOU → PU Perceived Ease of Use → Perceived Usefulness 0.316 Accept 

H9 PENJ → PU Perceived Enjoyment → Perceived Usefulness 0.216 Accept 

H10 PE → BI Performance Expectancy → Behavioral Intention 0.323 Accept 

H11 PU → BI Perceived Usefulness → Behavioral Intention 0.255 Accept 

H12 PENJ → BI Perceived Enjoyment → Behavioral Intention 0.321 Accept 

H13 EE → BI Effort Expectancy → Behavioral Intention 0.416 Accept 

 

Based on Table 1, all 13 hypotheses proposed in this study were accepted. The factor with the 

strongest direct influence on Behavioral Intention (BI) was Effort Expectancy, with a coefficient of β = 0.416. It 

was followed by Performance Expectancy with β = 0.323, Perceived Enjoyment with β = 0.321, and Perceived 

Usefulness with β = 0.255. Meanwhile, the strongest relationship in the overall model was the influence of 

Perceived Effectiveness on Perceived Enjoyment, with a coefficient of β = 0.796. This finding confirms the 

central role of perceived effectiveness as a bridge toward creating a pleasant user experience. 

 

c. Managerial Implications 

Effort Expectancy is the strongest direct predictor of Behavioral Intention, with a coefficient of β = 

0.416. Therefore, PLN needs to prioritize improvements in the usability of its E-CRM application. Possible 

efforts include simplifying transaction flows, adding autocomplete and smart-suggestion features, and 

developing interactive video-based tutorials within the application. Ease of Navigation was proven to be the 
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strongest predictor of Perceived Ease of Use, with a coefficient of β = 0.605. Therefore, PLN needs to conduct 

a comprehensive evaluation of its E-CRM navigation design by involving direct feedback from salespeople. A 

more intuitive and responsive interface redesign will significantly improve overall ease of use. 

The very strong relationship between Perceived Effectiveness and Perceived Enjoyment, with a 

coefficient of β = 0.796, indicates that when salespeople successfully use E-CRM to complete their tasks 

effectively, they are more likely to enjoy using it. PLN therefore needs to ensure that frequently used E-CRM 

features, such as lead input, application status tracking, and performance reports, function optimally and 

provide measurable results for users Information Quality and System Adaptability both significantly influence 

Perceived Effectiveness, with coefficients of β = 0.438 and β = 0.444, respectively. PLN needs to ensure that 

customer data available in E-CRM is always up-to-date, accurate, and complete. A regular data-updating 

program and integration with other PLN back-office systems will improve the quality of information available 

to salespeople. Performance Expectancy significantly influences Behavioral Intention, with a coefficient of β = 

0.323. This implies the importance of clearly communicating to salespeople the concrete benefits of using E-

CRM in achieving their sales targets. Coaching programs, sharing success stories, and reward systems based 

on E-CRM usage can be effective strategies for strengthening salespeople’s belief in the benefits of the system.  

 

V. Conclusion 
 

This study aims to analyze the factors that influence the adoption of E-CRM applications by PT PLN 

(Persero) sales personnel in the Retail and Commerce Directorate using a combined approach of the 

Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT). 

Based on data collected from 300 valid respondents and processed using the Partial Least Square Structural 

Equation Modeling (PLS-SEM) method with SmartPLS 4 software, all measurement instruments used in this 

study met the validity and reliability requirements. All 45 indicators measuring 11 constructs had outer 

loading values ranging from 0.875 to 0.927, far exceeding the minimum threshold of 0.70. The Composite 

Reliability (CR) values for all constructs ranged from 0.9375 to 0.9562 (>0.70), while the Average Variance 

Extracted (AVE) values ranged from 0.7821 to 0.8482 (>0.50). These results demonstrate that the measurement 

model has excellent levels of convergent validity, discriminant validity, and reliability. 

Overall, this study demonstrates that the adoption of the E-CRM application by PT PLN (Persero) sales 

personnel is influenced by a series of interrelated factors within the integrated TAM–UTAUT model. The main 

influence chain identified in the model begins with system quality variables—System Adaptability, 

Information Quality, Format Quality, and Ease of Navigation—which affect Perceived Ease of Use and 

Perceived Effectiveness. These perceptions subsequently influence Perceived Enjoyment and Perceived 

Usefulness, which ultimately affect Behavioral Intention to use the system. Behavioral Intention is also directly 

reinforced by Performance Expectancy and Effort Expectancy from the UTAUT framework. 

The most prominent findings are: (1) Ease of Navigation is the strongest predictor of Perceived Ease 

of Use (β = 0.605); (2) Perceived Effectiveness is the strongest predictor of Perceived Enjoyment (β = 0.796), 

representing the strongest relationship in the overall model; and (3) Effort Expectancy is the strongest direct 

predictor of Behavioral Intention (β = 0.416). These three findings provide clear directions for developing 

strategies to increase E-CRM adoption at PT PLN (Persero). This study addresses both research questions. First, 

the factors influencing PLN sales personnel to use E-CRM include System Adaptability, Information Quality, 

Format Quality, Ease of Navigation, Performance Expectancy, and Effort Expectancy as antecedent factors; 

Perceived Ease of Use, Perceived Effectiveness, Perceived Enjoyment, and Perceived Usefulness as mediating 

variables; and Behavioral Intention as the outcome variable. Second, the relationships among these variables 

have been mapped in a validated structural model, with all 13 tested paths showing positive and significant 

effects. 
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