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Abstract: The increasingly high competition in the pay-TV
industry in Indonesia requires hard efforts to increase customer
loyalty to the products or services provided. Several things can
affect customer loyalty, ranging from differences in packages
offered, package prices, image quality, attractive impressions,
installation promos, and so on. This competition demands that
companies can quickly adapt to changes that occur so that
companies will be able to compete with their competitors. The
purpose of this study is to analyze the effect of E-CRM and
artificial intelligence on digital marketing and their impact on
sales performance. This researchs uses a causal-quantitative
approach. The sample in this study is XYZ product customers
who are in Jakarta with a total of 150 customers. This research
method uses Structural Equation Model (SEM) with SmartPLS.
The results show that E-CRM and Artificial intelligence affect
Digital marketing. E-CRM (Electronic Customer Relationship
Management) is a business and technology concept that is
supported by information systems to integrate all business
processes that interact with customers. By increasing. E-CRM
and Digital marketing affect sales performance. However, the
Avrtificial intelligence variable shows no significant effect on sales
performance. The use of Artificial intelligence has not been able
to create an increase in sales performance.

Keywords: E-CRM, Artificial Intelligence, Sales Performance,
Digital Marketing

I. INTRODUCTION

Pay—TV business (satellite and cable television) is growing
rapidly. In 2009, the number of pay-TV subscribers in
Indonesia was only 920 thousand subscribers. This number
continues to grow and is expected to grow by 7% in 2014 to
2.5 million subscribers. (Hanadian Nurhayati-Wolff (2019)
This growth rate will grow significantly to 9% in 2020 with a
total number of pay-TV subscribers reaching 3.8 million. The
population in Indonesia is very potential with a population of
245 million people, gross domestic product (GDP) per capita
of 4,300 US dollars (Rp 34.4 million), and TV ownership
reaching 35 million. From its growth, the Indonesian market is
dynamic and has good prospects. In 2006, the growth of pay-
TV in Indonesia was the highest in the Asia Pacific, which
was around 30%-40%. This figure is much higher than Japan
at 10%, Singapore at 13%, and Thailand at 7%
(www.kompas.com, 2020).

The increasingly high competition in the pay-TV
industry in Indonesia requires hard efforts to increase
customer loyalty to the products or services provided.

In terms of increasing sales effectiveness, sales
managers must understand how sales technology can help
salespeople carry out their tasks more easily (Rodriguez &
Honeycutt 2011). In the sales process, another challenge that
salespeople often face is coordination and collaboration with
relevant departments within the company. Salespeople need
efficient collaboration with internal stakeholders including
senior managers, customer support, product design,
purchasing, shipping, and billing (Rodriguez & Honeycutt
2011).

One of the factors that affect sales performance is
digital marketing. Digital Marketing is a marketing strategy
that is generally used to promote goods and services to
customers by utilizing various distribution channels. Through
social media, buyers can get information whenever and
wherever they need it. With a large number of social media
users and the increasing number of days, it opens up
opportunities for companies to develop their market in the grip
of smartphones.

PT XYZ is a Pay TV company based on Prepaid. PT
XYZ is prepared as a Pay TV with a strong media background
and will change the paradigm of Indonesian consumers.
Currently, many subscription TVs in Indonesia rely on low
prices and various channels. Each of these products has
different technology and has its own target market.

Table 1. Kontan.co.id Satellite TV Report

No. TV Satelit Persentase
1 MNC 51%
2 Transvision 20%
3 K-vision 18.5%
4 Topas Tv 6%
5 Matrix Garuda 4%

Source: databoks.katadata.co.id, 2020

www.rsisinternational.org

Page 559


https://www.statista.com/aboutus/our-research-commitment

Based on top brand index data, it can be seen that the
position of brand X is the third satellite tv. This shows that the
level of competition in satellite tv operating in Indonesia is
51% still controlled by MNCs. To improve the brand in the
eyes of consumers, XYZ must apply a competitive strategy to
seize its market share, one of which is the use of social media
as a means of interaction with XYZ customers.

The growth in satellite service revenues was mainly
due to the continued positive achievement in the acquisition of
XYZ subscribers. In Q2-2021, K-Vision succeeded in
acquiring a total of 1.1 million new customers and achieved a
total sales of reloading vouchers of Rp94.7 billion. It should
be noted that K-Vision managed to make its best achievement
in June 2021 by winning IDR 55.7 billion from the sale of top-
up vouchers, most of which came from the EURO Cup 2020
event (Ramadan, 2021).

A successful company is a company that can establish
long-term relationships with its customers. A long-term
relationship means loyal customers whose needs and wants are
satisfied. One of the tasks of marketers here is how to keep
their customers loyal to the products or services offered.

The method that can be used to make the relationship
as close as possible between the company and its customers is
CRM (Customer Relationship Management), by using this
method the customer will be able to feel more understood by
the company or business unit. CRM in the computer era has
now been developed and upgraded to become E-CRM
(Electronic Customer Relationship Management) whose CRM
function is not only an application that is used only as a call
center or help desk but is also used as a marketing application
and as a liaison between the company and the company. each
customer and this is also done by PT XYZ to improve the
company's marketing performance.

The problems faced related to the implementation of E-
CRM at PT XYZ are the lack of long-term relationships
between several agents and their customers, the lack of
understanding of the products provided by marketing to
customers so that the desires or expectations of customers for
a product are not achieved and result in a loss of customer
trust in the company.

In addition to the CRM approach, the use of
information technology greatly influences sales performance.
One of the information technologies currently widely used by
companies is the development of Artificial Intelligence.

The contribution of Artificial Intelligence (Al) in
Indonesia, which is a developing country is still relatively low,
this is due to several factors such as the number of worker
skills that do not meet the requirements to operate Acrtificial
Intelligent (Al) and the lack of investment to develop Al
infrastructure.

Al can be applied in almost every field, some of which
are expert systems, human brain simulation, natural language
processing, and others. One example of the implementation of
an Al system is "Chatbot". Chatbot itself is a service that is
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supported by a set of rules and artificial intelligence, which
interacts with users through a chat interface (Pratt Cherryleaf,
2017).

In its development, chatbots have begun to be used by
almost all circles, especially in the business world. XYZ is a
pay-tv service that has used chatbots. The advantage of this
application is that it can provide customer service 24 hours a
day by providing services in the form of interactive questions
and answers to users regarding service information services.
However, there are several problems related to the use of
Artificial intelligence, especially the Chatbot service, one of
which is often disrupted and unresponsive to questions asked
by service users.

Based on the literature review and previous research, the
following hypothesis can be formulated:

1. Effect of e-CRM on Digital Marketing

Digital marketing is a marketing activity including
branding that uses various web-based media such as blogs,
websites, e-mail, AdWords, or social networks. The presence
of digital marketing is caused by the advancement of
information technology development coupled with mobile
technology. Utilizing mobile technology makes everyone who
has an internet network, can get accurate information only on
their hands (Kazali, 2011). In today's business world, the use
of mobile technology is very important, including in
marketing the company's products (Sanjaya, R. & Josua
Tarigan, 2009).

One of the marketing activities that have a positive
impact is the existence of e-CRM. e-CRM is a tool on the
internet that you can use to fulfill CRM goals. Its use can be
done through devices such as computers, laptops, and mobile
phones.

Customer Relationship Management (CRM) is a
company strategy used to pamper customers so they don't turn
to competitors (Gaffar, 2007). The implementation of the E-
CRM program is expected to be able to make customers loyal
to the company so that the relationship that occurs is not only
a relationship between sellers and buyers but rather leads to a
partner relationship. According to Sin et al. (2005) stated that
CRM is a strategy that companies need to optimize profits in
improving their performance.

The results of research conducted by Mohammad
Waliul Hasanata, Ashikul Hoqueb, and Abu Bakar A. Hamid
(2019), concluded that e-CRM is related to Digital Marketing.

Based on the theory and references above, the
hypotheses of this research are as follows:

H1: The E-CRM affects Digital Marketing
2. The Effect of Artificial Intelligence on Digital Marketing

Artificial Intelligence can be interpreted as a simulation
of human intelligence modeled in machines and programming.
Currently, Artificial Intelligence has been widely applied in
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various sectors of human life. Currently, the camera feature is
one of the things that makes smartphone manufacturers
compete. Cameras on smartphones today can perform facial
recognition, and determine the best composition and angle
position, to automatically optimize so that we can get the best
photos.

Besides being found in everyday life, Al can also be
used in the business world. Many companies are currently
investing more in Al technology to be able to give them more
sales to optimize the performance of the company. First,
Artificial Intelligence can help a business to personalize the
shopping experience of its customers. When customers get an
advertisement that suits their current needs, the potential for
buying the product will be greater. In addition, personalized
advertising can also increase brand awareness and engagement
from customers, which ultimately leads to increased sales.

The results of research conducted by Patrick van Esch,
J. Stewart Black, (2021), and Tiago Ribeiro and José Luis
Reis, (2020) prove that Artificial Intelligence affects Digital
Marketing.

Based on the theory and references above, the
hypotheses of this research are as follows:

H2: The Atrtificial Intelligence affects Digital Marketing

3. Effect of e-Customer relationship management on Sales
performance

Utilization of CRM has an impact on sales performance
in different areas. Sales performance measures are based on
different areas related to the work function of the sales force
namely customer relationship performance and sales process
effectiveness (Rodriguez & Honeycutt, 2011). Customer
relationship performance is the extent to which salespeople
can build relationships with customers, "build an
understanding of the unique issues of concern to customers
and then can provide recommendations to address those
problems" (Hunter & Perreault 2006). CRM technology makes
it possible for salespeople to process information about
customers such as storing, retrieving, and analyzing customer
data so that they can make specific and customized
recommendations as a long-term business solution (Jones et al.
2005).

The effectiveness of the sales process is determined by
how effective salespeople are in carrying out their duties, the
use of CRM technology helps salespeople to work more
effectively, for example, with this technology, salespeople can
easily analyze lost or won opportunities, it is also reported that
there is an opportunity. an increase in the closing rate
(Stoddard et al. 2011), and Nikashemi et al. (2013) mention
that this technology can also increase customer retention. By
taking advantage of CRM capabilities, salespeople can further
increase their knowledge, improve sales skills, improve
presentation skills (Ahearne et al. 2007), which in turn will
make all sales activities more effective.
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The results of research conducted by Feby Ferdinan
syah (2015) and Hani H. Al-Dmour, Raed Salah Algharabat,
Rawan Khawaja Rand H. Al-Dmour (2020) prove that e-CRM
has an effect on sales performance.

Based on the theory and references above, the
hypotheses of this research are as follows:

H3: The e-CRM affects Sales performance
4. The Effect of Artificial Intelligence on Sales Performance

The world of marketing continues to evolve along with
technology. Currently, artificial intelligence is known to carry
out digital marketing strategies. One of the factors that support
digital marketing is the use of artificial intelligence.

Artificial Intelligence technology is indeed made to
facilitate human life. One of the sectors that is facilitated by
this technology is the business world. Artificial Intelligence
can help a business to personalize the shopping experience of
its customers. When customers get an advertisement that suits
their current needs, the potential for buying the product will be
greater.

Artificial intelligence can help in finding new
marketing channels that may not be used by a company's
competitors. Systems using artificial intelligence can test
platforms and optimize targeted marketing. Artificial
intelligence is able to analyze, organize and optimize
marketing efforts with paid advertising. That way, companies
can know whether marketing through the new channel is the
right decision or not before actually doing it.

The results of research conducted by Wael Basri (2020)
Xueming Luo, Marco Shaojun Qin, Zheng Fang (2020) prove
that Artificial Intelligence has an effect on sales levels.

Based on the theory and references above, the
hypotheses of this research are as follows:

H4: The Artificial Intelligence affects Sales performance
5. The Effect of Digital Marketing on Sales Performance

The development of information technology is growing
rapidly. Various small to large business activities take
advantage of this development to run their business. The
number of competitors is a consideration for entrepreneurs to
enter in a very tight competition. Appropriate marketing and
media strategies are used to be able to reach the target market
so that sales volume always increases and profits.

Digital Marketing is one of the marketing media that is
currently in great demand by the public to support various
activities carried out. They are gradually starting to leave the
conventional/traditional marketing model for modern
marketing, namely digital marketing. With digital marketing,
communication and transactions can be done any time / real
time and can be global or global.

The results of research conducted by Silviana, MS
(2020), Rofik Satria, Hasmawaty A.R. (2021) and Risa Ratna
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Gumilang (2019) prove that digital marketing has an effect on
sales levels.

Based on the theory and references above, the
hypotheses of this research are as follows:

H5: The Digital Marketing affects Sales performance

The theoretical framework that describes the influence of
funding and investment decisions on competitiveness is as
follows (Figure 1):

Fig.1:-Research Model
Il. RESEARCH METHODS

This study uses a quantitative approach. The population
in this research as many as 637,570 customers. The sample in
this study were 150 customers of PT XYZ. The data analysis
used in this study is descriptive statistical analysis and
quantitative analysis using the Structural Equation Modeling
(SEM) method from the SmartPLS statistical package.

I1l. RESULTS AND DISCUSSION
3.1. Descriptive Statistical Analysis Results

In this chapter, researchers will describe the results of
research from E-CRM and artificial intelligence on sales
performance through digital marketing. The main data source
used in this study was a questionnaire distributed to 150
respondents. This study consisted of 2 independent variables,
namely E-CRM consisting of 11 statement items, artificial
intelligence consisting of 17 statement items, the intervening
variable, namely digital marketing, consisting of 10 statement
items and the dependent variable, namely sales performance,
consisting of 18 statement items.

Furthermore, the data that has been collected is then
coded and processed using descriptive analysis to determine
respondents' responses to each variable studied, then followed
by Structural Equation Modeling (SEM) analysis using Partial
Least Square (PLS) to analyze the effect of E-CRM and
artificial intelligence on sales. performance through digital
marketing

The results of the descriptive analysis describe
respondents' responses to the CRM variable. Based on the
processing results, it can be seen that the average for the E-
CRM variable is 3.48. This shows that the implementation of
E-CRM at PT XYZ has been going well
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Based on the processing results, it can be seen that the
average for the Artificial Intelligence variable is 3.56 or
strongly agrees. This means that the Artificial Intelligence
used by PT XYZ is good

Based on the processing results, it can be seen that the
average for the Digital Marketing variable is 3.51 or agree.
This means that PT XYZ's Digital Marketing is good.

Based on the processing results, it can be seen that the
average value for the Sales Performance variable is 3.21 or
quite good. Thus it can be concluded that the Sales
Performance of PT XYZ is quite good category.

3.2. Results of Statistical Calculations Using Path Analysis

In this study, model testing was carried out by showing
the R2 value in the endogenous latent construct. The
hypothesis in this study will be tested using the path
coefficient values and p-values which are presented as
follows.

Sales performance

Artificial intelliggnte

Fig. 2: -Structural Model
Table 2. Path Coefficient Value

Influence between variables Path Critical
Coefficient T ratios
E-CRM -> Digital Marketing 0.197 2.738
Artificial intelligence - Digital Marketing 0.627 8.304
E-CRM -> Sales performance 0.496 7.306
Artificial intelligence - Sales performance 0.049 0.539
Digital Marketing - Sales performance 0.462 5.364

Source: Data processed using PLS software

Based on statistical parameters, it shows that tcount of
2.738 is greater than ttable of 1.96 at a significance level of
5%. This means that E-CRM has a significant effect on Digital
Marketing. Thus Ha is accepted and Ho is rejected.

Based on statistical parameters, it shows that tcount of
8.304 is greater than ttable of 1.96 at a significance level of
5%. This means that Artificial intelligence has a significant
effect on Digital Marketing. Thus Ha is accepted and Ho is
rejected.
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Based on statistical parameters, it shows that tcount of
7,306 is greater than ttable of 1.96 at a significance level of
5%. This means that E-CRM has a significant effect on sales
performance. Thus Ha is accepted and Ho is rejected.

Based on statistical parameters, it shows that the tcount
of 0.539 is smaller than the ttable of 1.96 at the 5%
significance level. This means that Artificial intelligence has
no effect on Sales performance. Thus Ha is rejected and Ho is
accepted.

Based on statistical parameters, it shows that tcount of
5.364 is greater than ttable of 1.96 at a significance level of
5%. This means that Digital Marketing has a significant
influence on Sales performance. Thus Ha is accepted and Ho
is rejected

Table 3. Coefficient of Determination Value (R? Test)

Laten Variable R?

E-CRM and artificial intelligence - Marketing digital 0.477

E-CRM, artificial intelligence and Marketing digital >
Sales performance

0.643

Source: Data processed using PLS software

In the table above, it can be seen that the R Square
value for the competitive advantage variable obtained is 0.477
or 47.7%. These results show that E-CRM and artificial
intelligence together have an influence of 47.7% on Digital
marketing, while the remaining (1-R Square) 52.3% is a large
contribution of influence given by other factors not examined.

Then the value of R Square for the Sales performance
variable obtained is 0.643 or 64.3%. These results show that e-
CRM, artificial intelligence and Digital Marketing Sales
performance together have an effect of 64.3% on sales
performance, while (1-R Square) 35.7% is the remaining large
contribution of influence given by factors others not
investigated.

3.3. Discussion of Hypothesis Test Results
1. Effect of E-CRM on Digital Marketing

Based on statistical parameters, it shows that tcount of
2.738 is greater than ttable of 1.96 at a significance level of
5%. This means that e-CRM has a significant effect on Digital
marketing. Thus Ha is accepted and Ho is rejected.

One of the marketing activities that have a positive
impact is the existence of e-CRM. e-CRM is a tool on the
internet that you can use to fulfill CRM goals. Its use can be
done through devices such as computers, laptops, and mobile
phones. Customer Relationship Management (CRM) is a
company strategy used to pamper customers so they don't turn
to competitors (Gaffar, 2007). The implementation of the
Customer Relationship Management (CRM) program is
expected to be able to make customers loyal to the company
so that the relationship that occurs is not only a relationship
between sellers and buyers, but rather leads to a partner
relationship. According to Sin et al. (2005) stated that CRM is
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a strategy that companies need to optimize profits in
improving their performance.

The results of this study are in accordance with
research conducted by Mohammad Waliul Hasanata, Ashikul
Hoqueb, Abu Bakar A. Hamid (2019) and V. Selvam, A.
Kumari (2020) showing that e-CRM has a positive and
significant effect on digital marketing.

2. The Effect of Artificial Intelligence on Digital Marketing

Based on statistical parameters, it shows that tcount of
8.304 is greater than ttable of 1.96 at a significance level of
5%. This means that Artificial Intelligence has a significant
effect on Digital Marketing. Thus Ha is accepted and Ho is
rejected.

Artificial Intelligence can be interpreted as a simulation
of human intelligence modeled in machines and programming.
Currently Artificial Intelligence has been widely applied in
various sectors of human life. Currently, the camera feature is
one of the things that makes smartphone manufacturers
compete. Cameras on smartphones today can perform facial
recognition, determine the best composition and angle
position, to automatically optimize so that we can get the best
photos. Besides being found in everyday life, Al can also be
used in the business world. Many companies are currently
investing more in Al technology to be able to give them more
sales to optimize the performance of the company. First,
Artificial Intelligence can help a business to personalize the
shopping experience of its customers. When customers get an
advertisement that suits their current needs, the potential for
buying the product will be greater. In addition, personalized
advertising can also increase brand awareness and engagement
from customers, which ultimately leads to increased sales.

The results of this study are in accordance with
research conducted by Patrick van Esch, J. Stewart Black,
(2021) Tiago Ribeiro and José Luis Reis (2020) and
ArnaudDe Bruyn, VijayViswanathan, Yean ShanBeh, Jirgen
Kai-UweBrock, (2020) and Krystyna Jarek , Grzegorz
Mazurek (2019) who concluded that Artificial Intelligence has
an effect on Digital Marketing.

3. Effect of E-CRM on Sales Performance

Based on statistical parameters, it shows that tcount of
7.306 is greater than ttable of 1.96 at a significance level of
5%. This means that E-CRM has a significant effect on sales
performance. Thus Ha is accepted and Ho is rejected.

Customer relationship performance is the extent to
which salespeople can build relationships with customers,
"build an understanding of the unique issues of concern to
customers and then can provide recommendations to address
those problems" (Hunter & Perreault 2006). CRM technology
makes it possible for salespeople to process information about
customers such as storing, retrieving, and analyzing customer
data so that they can make specific and customized
recommendations as long-term business solutions (Jones et al.
2005).
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The effectiveness of the sales process is determined by
how effective salespeople are in carrying out their duties, the
use of CRM technology helps salespeople to work more
effectively, for example, with this technology, salespeople can
easily analyze lost or won opportunities, it was also reported
that there was an opportunity. an increase in the closing rate
(Stoddard et al. 2006), and Nikashemi et al. (2013) mention
that this technology can also increase customer retention.

The results of this study are in accordance with
research conducted by Hani H. Al-Dmour, Raed Salah
Algharabat, Rawan Khawaja Rand H. Al-Dmour (2020) and
Feby Ferdinan syah (2015) who concluded that E-CRM has an
effect on sales performance.

4. The Effect of Artificial Intelligence on Sales Performance

Based on statistical parameters, it shows that the tcount
of 0.539 is smaller than the t-table of 1.96 at the 5%
significance level. This means that Artificial intelligence has
no effect on Sales performance. Thus Ha is rejected and Ho is
accepted.

Acrtificial Intelligence technology is indeed made to
facilitate human life. One of the sectors that is facilitated by
this technology is the business world. Artificial Intelligence
can help a business to personalize the shopping experience of
its customers. When customers get an advertisement that suits
their current needs, the potential for buying the product will be
greater. In this study, the use of artificial intelligence has not
been able to increase sales at PT XYZ. This is possible
because Artificial Intelligence has not been implemented
optimally.

The results of this study are not in accordance with
research conducted by Xueming Luo, Marco Shaojun Qin,
Zheng Fang (2010) and Wael Basri, (2020) which concluded
that Artificial intelligence affects sales performance.

5. The Effect of Digital Marketing on Sales Performance

Based on statistical parameters, it shows that tcount of
5.364 is greater than ttable of 1.96 at a significance level of
5%. This means that Digital Marketing has a significant effect
on Sales performance. Thus Ha is accepted and Ho is rejected.

The results of the study show that the direct influence
of Digital Marketing on Sales performance means that with
the achievement of Digital Marketing, the increase in Sales
performance will also be better. Appropriate marketing and
media strategies are used to be able to reach the target market
so that sales volume always increases and profits. Digital
Marketing is one of the marketing media that is currently in
great demand by the public to support various activities
carried out. They are gradually starting to leave the
conventional/traditional ~marketing model for modern
marketing, namely digital marketing. With digital marketing,
communication and transactions can be done any time / real
time and can be global or global.
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The results of this study are in accordance with
research conducted by Shella Wongso (2020) and Nur
Ocvanny Amir, Rahmad Pulung Sudibyo, Mamlu Atul
Hasanah (2019), Andi Hendrawan, Hari Sucahyowati, Kristian
Cahyandi, Indriyani, Atril Rayendra (2019), Theresia Pradiani
(2017) and Risa Ratna Gumilang (2019) who concluded that
Digital Marketing has an effect on Sales performance.

IV. CONCLUSION

Based on the results of data analysis and discussion that
has been described, the following conclusions are drawn.

E-CRM has an effect on Digital marketing. E-CRM a
business and technology concept that is supported by
information systems to integrate all business processes that
interact with customers. Increasing the role of e-CRM will
increase digital marketing activities. The implementation of
the E-CRM program is expected to be able to make customers
loyal to the company so that the relationship that occurs is not
only a relationship between sellers and buyers but rather leads
to a partner relationship

Artificial intelligence has an effect on digital
marketing. Artificial intelligence or Al technology embedded
in computer systems, allows the marketing team to carry out
various commands without having to touch a particular device.
This makes it easier for business people to determine
marketing strategies, to analyze competitors so they can
maximize digital marketing.

E-CRM has an effect on sales performance. E-CRM
technology makes it possible for salespeople to process
information about customers such as storing, retrieving, and
analyzing  customer data and making  specific
recommendations as a long-term business solution so as to
maximize sales performance.

Artificial intelligence has no effect on sales
performance. The use of Artificial intelligence has not been
able to create an increase in sales performance. Artificial
Intelligence can help a business to personalize the shopping
experience of its customers. When customers get an
advertisement that suits their current needs, the potential for
buying the product will be greater.

Digital marketing has an effect on sales performance.
Digital Marketing helps a company in promoting and
marketing the company's products and services. Digital
Marketing can also create or open new markets that were
previously closed due to limited time, communication
methods, and distance. By using digital marketing, it will
improve sales performance.
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