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Abstract  - With the technological developments that are invading the world nowadays, and the large size of data that 

organization have to manage about their customers; there appeared a need for customer intelligence management (CIM) 
which is able to feed the desire of organizations to be more prominent and competitively advantageous. Current study aimed 
at examining the influence of CIM on purchase decision process among consumes within 5 stars hotels in Amman. Total of 
(459) guests filled a self-administered questionnaire; using SPSS results of study indicated an influence of customer 
intelligence practices and strategies on the purchase decision making process among individuals. The most influenced 
variable appeared to be recognition of needs with an R value of 0.910 while post purchase evaluation scored the lowest to be 
influenced with an R value of 0.526.Study recommends to depend more on social media in reaching the needed information 
and data about customer given that social media website is personalized and has the ability to give indications about 

individuals' behavior and preferences when it comes to purchasing.  
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I. INTRODUCTION  

 

The backbone of any organization is the data it 

generates about its customers, and the trial of 

hierarchical life span is the way it at that point utilizes 

this data to support the decision making process. 

Organizations today show a more noteworthy 

readiness than before to support their customers 

(whoever they might be) and utilize an assortment of 

intends to accomplish this. Scientific work 

regardingcustomers' behavior research and strategies 

presented many steps and plans which can help the 
organization to retain their current customers and 

attract potential ones.  

 

This has helped in building the so-called customer 

relationship management which refers to the total 

plans, strategies ideas, technologies and procedures 

which organizations employee in order to manage 

and analyze their customers' through their life span 

with the organization in order to retain the current 

and be able to attract more customers (Freid and 

Freid, 1995). The idea behind CRM is for the 
organization to be able to collect the needed data 

regarding their customers' purchase behavior, desires, 

needs, preferences and ways of dealing with the 

process of shopping. Looking at CRM in a naked eye; 

one can see that al the practices and procedures of 

such field help the organization in developing its 

customer base and avoid any gaps or risks that may 

hinder the development of any organizational 

customer based. Among the ways which 

organizations follow their customers as an important 

organizations asset is the concept of customer 

intelligence management (Decker and Höppner, 
2006). 

 

II. STATEMENT OF THE PROBLEM 

 

Customer intelligence refers to the process of 

collecting quantitative and qualitative data about 

customers by the organization in a way that 

guarantees the best and most accurate access of the 

organization to its customers and at the same time 

defines the relationship between the organization and 

the customer just like the organization wanted it to be 

(Aspara et al. 2011).According to Chen et al. (2012) 

the current market which based on technology and the 

undeniable development of organizational practices 
since the booming of social media and the fact that 

many organizations are now following their 

customers through the concept of social media has 

made the notion of customer intelligence as a chance 

towards managing the big data that organizations are 

exposed to specifically with the increasing numbers 

of its customers.Also, customer behavior is one of the 

theories that are being studied extensively due to its 

importance in understanding how a customer thinks. 

When it comes to decision making process, Karimi 

(2013, p.32) stated that "the decision making process 
is one of the main issues in consumer behavior 

studies".From that, there appeared a need for 

organization to between manage their customer 

intelligence practices and activities in order to 

guarantee the best and most accurate CRM possible. 

In addition to that Sarasquete (2017) noted that 

customer intelligence in general has the ability to 

influence customer behavior and attitude towards a 

certain brand/ item or service. Launching from this 

idea, current research study aims at examining the 

influence of customer intelligence management on 

the process of purchase decision among customers 
within 5 stars hotels in Amman- Jordan. 
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III. QUESTION AND HYPOTHESES 

 
According to Bray (2008), the purchase making 

decision process is mainly identified within the 

customer behavior theory including (recognition, 

search for information, evaluation, purchase, and post 

purchase evaluation). Those variables are influenced 

by many practices and activities that the organization 

follows. The main question of the study will be:What 

is the impact of customer intelligence management on 

the purchase decision making process including 

(recognition, search for information, evaluation, 

purchase, and post purchase evaluation)? 

The following model represented the main 
hypotheses of the study in a figure: 

 

Figure 1: Study Model
(Kaushik and Xu, 2016)

 

 

The hypotheses of the study consisted of the 

following: 

Main hypothesis: 

Customer intelligence management positively 

influences purchase decision making process 

Sub-Hypotheses:  

Ha: Customer intelligence management positively 

influences recognition of needs  
Hb: Customer intelligence management positively 

influences information search 

Hc: Customer intelligence management positively 

influences evaluation of choices  

Hd: Customer intelligence management positively 

influences purchase  

He: Customer intelligence management positively 

influences post-purchase evaluation  

 

IV. THEORETICAL FRAMEWORK  

 

a. Overview 

Organizations are confronting expanding intricacy in 

their internal and external conditions. It is 

communicated in the many-sided quality of their 

advancements, generation forms, markets, items, and 

regulatory and administration capacities. This 

multifaceted nature is driven by the development of 

information, the fast rise and dispersion of arranged 

intuitive advances, the torrential slide of data, and 

globalization, which quickens time-to-market weights 

and expands the heterogeneity of the customer 

condition (Decker and Höppner, 2006).According to 
Kelly (2005) the nature of customer environment 

gives a phenomenal case of natural intricacy 

requiring broad ability in knowledge acquiring, 

sense-making, and ability to make suitable move. 

Firms are scrambling to assemble IT-empowered 

interfaces with rich detecting ability that gives 

separation and conduct assortment as indicated by 
information reached about customers. On the other 

hand, Davis (2011) argued that customers confronting 

edge of the firm is developing a broad, perplexing, 

intelligent, multi-direct interface focused in the front 

office and driving customer driven business forms 

inside the firm. Knowledge is being incorporated with 

this interface to build the limit of the firm to react in 

the most suitable way, as dictated by the company's 

destinations in regards to the estimation of the 

customer and the expense of the communication. 

 

b. Customer Behavior Theory 
Bergner (2011) defined behavior as the description of 

the human reactions, movements, attitudes, 

standpoints and perceptions towards a certain idea, 

notion, situation or environment. On the other hand, 

in defining the word customer as according to 

Mostert (2002, p. 15) as "an individual who 

purchases, has the capacity to purchase, goods and 

services offered for sale by marketing institutions in 

order to satisfy personal or household needs, wants, 

or desires".  

 
In combining the two terms together, customer 

behavior was defined by Solomon et al. (2014, p.37) 

as " the process whereby individuals decide whether, 

what, when, where, how, and from whom to purchase 

goods and services".Also, Karimi (2013, p. 29) 

defined customer behavior as "the process and 

activities people engage in when searching for, 

selecting, purchasing, using, evaluating, and 

disposing of products and services so as to satisfy 

their needs and desires" 

 

From the perspective of Bhide et al. (2009) it is 
critical for any organization to recognize customer 

behavior as a key to progress for both survival and 

benefit age in a cutting edge economy with different 

items per contender and numerous contending 

appropriation focuses. The significance of 

understanding customer behavior – as Mohammadi 

and Mohamed (2011) stated - can most presumably 

be outlined in a straightforward, yet intense, 

articulation "customers decide the deals and benefits 

of an organization through their purchase decisions. 

All things considered, their thought processes and 
activities decide the financial reasonability of the 

firm". To be an effective seller of items and 

administrations (as according to the statement above) 

Sarasquete (2017) stated, organizations need to 

comprehend customer behavior and conduct and draft 

their marketing procedures to fuse such social needs 

of customers. 

 

c. Customer Relationship Management 

From the above arguments, it appeared that a 

customer is the factors that give a great value to the 

organization, and the most influential members which 
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has the ability to influence its market place, share and 

competitiveness. From that point, there appeared a 
need to deeply examine the role of a customer in 

changing the way an organization performs, it started 

with making the relationship with the customer more 

intact and vivid (Schonberger, 1998). Organizations 

nowadays are following many strategies and plan in 

order to guarantee the best relationship with 

customers; this has led to the creation of customer 

relationship management aka – CRM – which 

managed to prove its efficiency in recreating the 

nature of relationship that gathers between the 

organization and its customers (Payne and Frow, 

2004).The simplest definition of CRM was presented 
by Tinnsten (2014) arguing that CRM is as simple as 

how a certain business interacts with its 

customers.Soliman (2011, p. 167) presented a deeper 

and more complicated definition of CRM, the author 

defined it as "the activity which is interested in the 

main customers of the organization, in the efficiency 

of organization and in the customer knowledge 

management, with the aim of enhancing the 

effectiveness of the organization decisions related to 

customers, leading, therefore, to the improvement of 

the marketing performance in particular and the 
organizational performance in general".  

 

The benefits of CRM are ranged and wide and it all 

can be for the benefit of the organization. For 

example, Hashem (2012) in his study noted that 

building good relationship with customers can help to 

re-polishing and refining the organization's mental 

image among customers, Laketa et al. (2015) stated 

that applying CRM within the organization can give 

the customer the feeling of having a one-to-one 

relationship with the organization, it gives them the 

sensation that their organization recognize them, 
understands them and able to achieve their desires. 

Chen and Popovich (2003) stated that CRM has the 

ability to improve the marketing information which 

leads to better performance and an increased market 

share. Also, Scullin et al. (2002) saw in applying 

CRM within an organization as an approach to 

enhance customer care which helps in retaining 

current customers and attract potential customers. 

Ngai (2005) presented some of CRM tangible 

benefits like increasing the revenues and decreasing 

the amount of complains die to the representatives' 
ability to spend more time with customer as a sort of 

customer care department.The customer-focused type 

of management proved its efficiency on many levels. 

It basically has opened the horizons for many 

organizations to be more accurate in dealing with 

their customers given that they are able to reach the 

needed data through the applications and practices of 

CRM and its theories (Soliman, 2011).  

 

d. Customer Intelligence Management  

Hashem et al. (2017) noted to the fact that 

organizations have gone through a journey from 

product-focused management into the era of 

customer-focused management which exploded due 
to the technological development and the entrance of 

social media within the marketing field as a 

marketing tool that is effective, accurate and 

beneficial.As according to Hashem et al. (2017) 

organizations nowadays want to know more about 

their customers, they need to collect the available 

data and be able to build a good relationship with the 

customer specifically after understanding the huge 

influence of customers on organizational operations.  

According to Decker and Ho¨ppner (2006, p.507) in 

order to succeed in the business worldorganizations 

have to "gain a comprehensive understanding of 
customers and their behavior by means of intelligent 

tools, which enable a more pointed customer contact 

and a higher degree of customer loyalty". This 

argument means that there is a need to employ all the 

available tools and utilities in order to guarantee 

reaching the best and most accurate information 

about customers regarding their desires, needs and 

preferences. This – according to Decker and 

Ho¨ppner (2006) – has managed to create the so-

called customer intelligence (CI).  

 
According toElbashir et al. (2008, p.2) customer 

intelligence can be defined as"the process of 

collecting, analyzing and applying quantitative and 

qualitative information about the customer and its 

environment, with relevance to the company’s 

(desired) relationship with the customer. Effective 

Customer Intelligence activities have a direct 

business impact, particularly on revenue growth and 

profitability". Many scholars have seen that customer 

intelligence is a good approach to make a business 

value as according to Watson and Wixom (2007), it 

helps in magnifying the role of customers in 
increasing the benefits and income of organizations 

through adding more value to the business based on 

increasing the efficiency of organizational 

performance (Reinartz et al., 2004). 

 

e. Purchase Decision Process 

According to Karimi (2013) the process of decision 

making when it comes to customer refers to the state 

where an individual finds a product/service, evaluate 

it and make a choice of whether to purchase it or not. 

Karimi (2013) also added that decision making 
process varies according to the customer, purchase 

power, and the environment in which the customer is 

found. From the perspective of Polya (2012) the 

purchasing choice process begins when the purchaser 

perceives a need or wants for a specific item. This is 

the first and deciding stage in the buyer purchasing 

choice process. The organization can and should 

effectively take an interest in this procedure. As a 

matter of first importance, it ought to be built up 

whether the idleness of purchasers and their absence 

of enthusiasm for the organization's items is a result 

of the nonappearance of a requirement for these items 
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or that they do have a need yet are as yet not intrigued 

by making a buy. In the two cases, the organization 
can trigger this phase through their exercises. In the 

primary case, they should get ready promoting 

systems that make the need, and in the second case, 

they should get ready procedures that will urge 

customers to purchase items that address their issue. 

In doing this, the advertising exercises must draw the 

consideration of shoppers to the current items that 

were obscure to them.According to Nguyen and 

Gizaw (2014) there are numerous potential furniture 

purchasers who are at present not thinking about a 

buy, but rather the organization could persuade them 

to purchase their items at any rate with effectively 
arranged parts of the advertising correspondences 

blend. Customers who are now thinking about 

making a buy yet don't know yet are significantly 

simpler to persuade. Additionally, there are in every 

case a few buyers that are occupied with purchasing 

an item regardless of whether they don't really require 

it. Successful publicizing and other advertising 

exercises can persuade certain buyers to purchase 

furniture regardless of whether they needn't bother 

with it. 

 
The second step in the customer purchasing choice 

process is the data seek. At the point when purchasers 

feel the requirement for a specific item, they will scan 

for data on different options or variations. This data is 

generally identified with value, quality, attributes and 

the accessibility or conveyance date of the item. The 

data on guarantee, overhauling, after-deals 

administrations, installment terms, and so on is 

additionally important. At this stage, the organization 

can effectively take an interest and submit item data 

to the buyer in a valuable, exact and effortlessly 

justifiable shape. Customers will initially look for 
data from their relatives, companions and colleagues. 

As indicated by the examinations played out, this data 

impacts the purchasing choice. The media are the 

second most vital wellspring of data like TV, radio, 

the web, blogs, newspapers, and so forth. (Oblak et 

al. 2017).  

 

The organization's business staff can assume a 

definitive job in this period of the purchasing choice 

process. At the point when the purchaser has 

sufficiently gathered data, he/she enters the third 
phase of the purchasing choice process, in which 

he/she chooses the items that could address his/her 

issue. The buyer will endeavor to choose the most 

appropriate item from among these items or among 

elective furniture providers. Keeping that in mind, 

he/she will shape the criteria as per which he/she 

looks at the attributes of every item. A portion of 

these criteria are more vital and have a more 

prominent incentive for the buyer. Generally the cost 

and quality are the most vital, while other criteria can 

likewise be definitive for a few customers (e.g. 

mark). According to Pang (2015) in assessing the 

choices, the business staff can likewise assume a vital 

job. Purchasers have regularly not decided and a 
decent businessperson can utilize proficient 

contentions to persuade an ambivalent customer to 

purchase a specific item. Buy is the fourth stage in 

which the customer chooses to purchase the item. 

Now and again, arrangements on the business 

conditions between the shopper and the sales 

representative occur at this stage, for the most part 

with respect to the value, terms of installment, 

guarantee, and conveyance period, and so forth. On 

the off chance that the buy conditions are adequate 

for the purchaser, the real buy will occur.As for 

Coelho et al. (2013) it is likewise intriguing for 
organizations to know which individual from the 

family unit settles on the choice on the buy of 

furniture. This perspective is for the most part vital as 

far as promoting correspondence. At the point when a 

buyer purchases an item, he/she will begin to assess 

it. This is the last, fifth arrange in the customer 

purchasing choice process. He/she looks at the desires 

and the genuine impact of the item. The consequence 

of this is either fulfillment or disappointment. The 

shopper's future purchasing choices rely upon this 

outcome. On the off chance that the buyer is satisfied 
with the item, he/she will keep on purchasing this 

current organization's items and furthermore educate 

his/her companions and associates concerning it. In 

the contrary case, he/she will likewise educate the 

others regarding his/her issues and awful decision of 

procurement. 

 

V. DIMENSIONS OF PURCHASE DECISION 

PROCESS  

 

1. Recognition of needs 

This dimension refers to the state where the customer 
reaches out a realization stage regarding the needs 

and desires through comparing between what is 

available and what is needed. According to Khatib 

(2016) the state of recognition is triggered through 

stimuli; these stimuli can either be internal, external 

or both.Recognition happens when buyers understand 

that they have an unfulfilled need. Necessities may be 

activated by inward boosts yet additionally by outer 

upgrades. What is of enthusiasm here is that Social 

Media may trigger needs through ads showed on a 

Facebook pages for instance or through an exchange 
with a companion that could influence customers to 

perceive that they have an unfulfilled need (Lysonski 

et al, 1996). 

 

2. Information search 

At the point when prospects have a specific 

enthusiasm for an item or service, they have a 

tendency to experience the accompanying strides 

previously completing any activity – distinguishing 

accessible choices, examining data of those choices, 

and in the long run passing judgment on which of 

these alternatives can in all probability convey the 
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best outcome. According to Munthiu (2009)the data 

sources can be isolated into two kinds: internal and 
external. Internal shows previous data and experience 

of an individual will result in future conduct that the 

buyers will probably take. Even when a purchaser is 

attentive towards a marketing offer, it doesn't suggest 

that the offer will be understood as proposed; thusly, 

beside the collected data, any data or message that is 

for the most part broke down and put away in the 

customers' memory in types of certain significance 

will be utilized to assess options. Once the need 

recognition passed, customers need to be presented to 

data. Online networking offers them this data piece 

since customers can get data from their 'friends' yet in 
addition from brands about items and services 

through pages they can 'like' on Facebook and 

'pursue' on Twitter. Purchasers in information search 

stage embrace an inner and outer hunt. As for the 

external inquiry, Munthiu (2009) state that customers 

regularly counsel individual sources when they look 

for data, this implies customers that are looking for 

data about items, services or brands can utilize Social 

Media websites to get a handle on or ask data to their 

'friends'. 

 

3. Evaluation of choices 

Once a choice is recognized as the best/appropriate 

alternative as per the person's needs and desires, they 

embrace elective assessment. Contingent upon their 

thought processes or objectives, purchasers build up a 

criteria for evaluating decision choices, for example 

which elective is the most straightforward to utilize or 

to organize, or what are other clients' encounters, in 

light of the fact that there is a need to affirm 

regardless of whether the data is dependable and to 

check that the item will work out as foreseen (Khatib, 

2016).According to Nici and Creutlein (2017) the end 
goal to guarantee the result inside the desire, people 

require pertinence of experience. Immediate and 

regularexperience, which people, fills in as pointers 

amid the purchasing procedure. Coordinate 

experience isn't constantly favored since people are 

inexperienced towards particular items, which may 

result utilizing it in an incompetent way and have 

pessimistic involvement with it. Frequently, if 

negative experiences occur, they are well on the way 

to be expensive (both fiscally and time), unsafe or 

notwithstanding harming to notoriety. After the 
evaluation of the decision options, purchasers figure 

convictions with respect to the choices, which 

manage their demeanors, expectations, and eventually 

their decision among choices. Also, a few 

examinations have given obvious discoveries that the 

chief will progressively look for approaches to 

improve the assessment procedure when a choice 

turns out to be more perplexing. 

 

4. Purchase 

Over the stage of evaluation, customers in the long 

run structures inclinations among the brands in the 

decision work area, however, there are two 

components, which can meddle between the buy 
intension and buy choice – state of mind of the others 

and unforeseen situational factors. Munthiu (2009) 

has likewise expressed that customers are without a 

doubt affected by the blogs and diaries which 

distribute their evaluation (e.g. client audits on 

Amazon.com, web journals, release sheets, et cetera). 

Unforeseen situational factors allude to those may 

end up changing the purchase decision, for example, 

there might come a startling buy that is more pressing 

contrasted with the buy the buyer was right off the bat 

empowered to purchase; as such, inclinations and buy 

expectations can't be filled in as totally dependable 
indicators of procurement conduct, At this stage, 

customers will choose whether they will purchase 

items/service or not. 

 

5. Post-purchase evaluation 

After consumption, customer at that point encounters 

certain levels of satisfaction or disappointment, and 

evaluates the wisdom of the decision made in 

choosing the option. Two potential results are reached 

from this stage – satisfaction or dissonance. At the 

point when customers encounterdissonance towards 
the purchase, the decision is 'devaluated' and the 

customer starts the way toward looking, acquiring 

data and evaluating different alternatives for future 

purchasing choice, in which triggers new conduct. It 

is a stage when the buyer chooses whether or not to 

move from just executing the item to a full adaption; 

that is, regardless of whether to utilize the item over 

and over or repurchase or not. Since customer 

dependably has a decision with respect to the items 

need, recurrence of utilization, and new conditions of 

new employments. At the point when people are 

agreeable in utilizing a particular item frequently, 
they will recommend it to others from utilizing the 

item too (Sorina-Raula et al, 2012) 

 

VI. METHODS AND METHODOLOGY  

 

a. Methodological Approach  

Current research utilized the quantitative approach in 

order to collect data from the sample of the study. 

The quantitative approach was defined by Wiersma 

and Jurs (2005. P.15) as "a research methods dealing 

with numbers and anything that is measurable in a 
systematic way of investigation of phenomena and 

their relationships". Based on that, quantitative 

approach in current study was utilized as the main 

method to collect the needed data for analysis.   

 

b. Tool of Study 

A self-administered questionnaire was utilized in 

current study to form the main data gathering tool. 

The questionnaire was divided onto two sections; the 

first took into perspective the demographics of the 

study sample included (gender, age, qualifications 

and marital status), while the other section presented 
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the statements of questionnaire which are related to 

the study variables.   

c. Population and Sample  

The population of study consisted of visitors and 

residents in 5 stars hotels in Amman the capital of 

Jordan. A convenient sample of (600) regular guests 

within the chosen 5 stars hotels in Jordan forming 

total of (19) 5 stars hotels as in the table below:  

 

 
Table 1: 5 Stars Hotels in Amman 

 

The researcher has chosen the sample only from 

regular guests within these hotels as according to 
each hotel's customer care department. After the 

application process, total of (459) respondents 

answered the questionnaire properly forming 76.5% 

of the total sample indicating the response rate as 

statistically acceptable.  

 

VII. ANALYSIS AND DISCUSSION 

 

a. Demographics' Analysis  

It was appeared that more than half of the sample was 

females forming 56.6% and a frequency of 260 
compared to males who formed 43.4% of the sample 

with frequency of 199 individual. Also,it was seen 

that the highest percentage of participants were 

within the age range of 33-44 years old forming 

39.9% of the sample, while the lowest age range of 

participants were individuals who were above 56 

years old forming 15% of the total sample. Also it 

was appeared that 69.36% of the sample was 

individuals who held the bachelor degree with 

frequency of 318 individuals compared to individuals 

who held the postgraduate degree forming 21.4% of 

the sample with a frequency of 98 individuals. 
Whereas, it was found that43.6% of the sample was 

individuals who were married with kids, in the 2nd 

rank came individuals who were single forming 

27.9%. The least appearing individuals were divorced 

forming 1.1% of the sample.  

 

b. Questionnaire Analysis 

Examining the results of the questionnaire analysisit 

was seen that there is a positive attitude from 

participants towards the above questions because 

their means are greater than mean of the scale (3). 
Also, it was seen that there is a positive attitude from 

participants towards the above variables. because 

their means are greater than mean of the scale (3). 

 

c. Reliability Test  

A reliability test was carried out using Cronbachs’ 

alpha, The result showed a value of (0.961) for the all 

items as well as alpha for each variable is greater than 

accepted percent 0.60, which is a reasonable value 

indicating the tool consistency that enhanced its use 
for the study. 

 

d. Hypotheses Testing  

Main hypothesis: 

Customer intelligence management influences 

purchase decision making process 

 

 
Table 2: Model Summary 

 

This hypothesis was tested using linear regression 

analysis. With the r value of 0.839, it was confirmed 

that independent variables and dependent variables 

are strongly correlated. Again, with 32.917 as the 

value of t at 0.05 significant at (0.05), it is confirmed 

that Customer intelligence management influences 

purchase decision making process. 

 

Sub-Hypotheses:  

Ha: Customer intelligence management influences 
recognition of needs 

 

 
Table 3: Model Summary 

 

This hypothesis was tested using linear regression 

analysis. With the r value of 0.91, it was confirmed 

that independent variables and dependent variables 

are strongly correlated. Again, with 46.873 as the 

value of t at 0.05 significant at (0.05), it is confirmed 

that Customer intelligence management influences 

recognition of needs. 
Hb: Customer intelligence management influences 

information search 

 

 
Table 4: Model Summary 

 
This hypothesis was tested using linear regression 

analysis. With the r value of 0.794, it was confirmed 

that independent variables and dependent variables 

are strongly correlated. Again, with 27.943 as the 

value of t at 0.05 significant at (0.05), it is confirmed 

that Customer intelligence management influences 

information search. 

Hc: Customer intelligence management influences 

evaluation of choices 

 

 
Table 5: Model Summary 

 

This hypothesis was tested using linear regression 

analysis. With the r value of 0.656, it was confirmed 

that independent variables and dependent variables 

are strongly correlated. Again, with 18.566 as the 
value of t at 0.05 significant at (0.05), it is confirmed 
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that Customer intelligence management influences 

evaluation of choices. 
Hd: Customer intelligence management influences 

purchase  

 
Table 6: Model Summary 

 

This hypothesis was tested using linear regression 

analysis. With the r value of 0.767, it was confirmed 

that independent variables and dependent variables 

are strongly correlated. Again, with 25.539 as the 

value of t at 0.05 significant at (0.05), it is confirmed 

that Customer intelligence management influences 

purchase. 

 

He: Customer intelligence management influences 
post-purchase evaluation  

 
Table 6: Model Summary 

 

This hypothesis was tested using linear regression 

analysis. With the r value of 0.526, it was confirmed 

that independent variables and dependent variables 

are strongly correlated. Again, with 13.217 as the 

value of t at 0.05 significant at (0.05), it is confirmed 

that Customer intelligence management influences 

post-purchase evaluation. 

 

e. Discussion  

Examine the results of study appearing in the 

previous section, it was seen that all hypotheses were 

accepted, and there is an influence of customer 

intelligence management on the purchase decision 

process.Taking into perspective variables of study, it 

appeared thatrespondents had the needed awareness 

of the concept of purchase decision, in addition to 

that, and based on the questions related to customer 

intelligence, it was indicated that the 5 stars hotels' 

managements from where the sample was retrieved 
had a good level of customer care and customer 

relationship management. The variables of the study 

related to purchase decision process included 

(recognition, search, evaluation purchase and post 

purchase) appeared to be also influenced by the 

concept of customer intelligence.  The most 

influenced variables was recognition which managed 

to score an R value of 0.910, this indicated the 

influence of customer intelligence management on 

the process of needs recognition among customers. 

The idea behind this concept lies in the fact that when 

an organization embraces a customer intelligence 
strategy it basically tries to collect as much data 

possible about the customer. Through collecting data 

it appears as if the organization is building its own 

customer database via the preferences and 

information available about its customers, so, it can 

be consider as a type of collecting data and 

information about targeted audience. The role of 

customer intelligence in the stage of recognition has 

the ability to influence the customer purchase 

decision. This appears through the fact that the 
gathered data has the ability treat people like real 

people not like points in the system, or data within 

the organization's database. This was seen to be also 

influential from the perspective of Kaushik and Xu 

(2016) who saw the customer intelligence 

management an branch of customer knowledge 

management. Through CI an organization has the 

ability to browse all the needed data about its 

customers, analyze it, and be aware of their 

preferences, needs and desires. In the 2nd rank of 

influence, there appeared the variable of information 

search. This variable is highly important as it sored an 
R value of 0.794 and its hypothesis was accepted 

referring to an influence of CI on the process of 

information search. This can be doable specifically if 

the organization is embracing social media as a type 

of marketing strategy. The idea of posting and 

blogging on social media gives the needed 

information based on specific keywords which will 

enable customers to reach their quest according to 

what they are looking for.  This was agreed on by 

Decker and Höppner (2006) who argued that using 

keywords and noticeable terminology have the ability 
to ease the search process on an individual and at the 

same time guarantee their achievement of what they 

are looking for. Other purchase decision variables 

including (evaluation, purchase and post purchase) 

scored an R value of 0.656, 0.767, and 

0.526respectively. These scores give an indication 

that all the study hypotheses were accepted and CI 

has an influence on customer purchase decision. 

Generally speaking, the study was able to reach the 

following findings:1- sample of stud appeared to have 

the needed awareness regarding the main aim of the 

study bearing in mind that all statement scored higher 
than 3 as a mean referring to the results as good 

indicator.2- The 5 stars hotels in Amman in doing its 

best in engaging itself in the process of customer 

intelligence management and customer knowledge in 

order to be able to retain current customers and attract 

new ones. 3- the most influenced variable of purchase 

decision process by CI appeared to be the variable of 

recognition. Recognition is important in this care as 

an indication of what are the needs and desires of 

customers.  Through CI the organization would have 

the needed information and data about its customer 
which will help it in planning and designing the nest 

marketing strategy in a way that matched the 

preferences of targeted customers and guarantee that 

the service/product will be attractive form 

customers.4- Post-purchase evaluation appeared to be 

the least influenced variable by CI. This indicates that 

CI and its practices including the available 

information and data are mostly influential through 

the early stages before the decision of purchase takes 

place.     
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VIII. CONCLUSION AND 

RECOMMENDATIONS  
 

Conclusion - Current study aimed at examining the 

influence of customer intelligence on the process of 

purchase decision making among hotel industry 

customers. Total of (459) individuals were retrieved 

from 18 five stars hotels in the Jordanian capital 

Amman.A self-administered questionnaire was 

distributed on the sample of the study, SPSS was 

used in order to screen and analyze the data gathered 

from the questionnaire. Results indicated an influence 

of customer intelligence practices and strategies on 

the purchase decision making process among 
individuals. The most influenced variable appeared to 

be recognition of needs with an R value of 0.910a 

while post purchase evaluation scored the lowest to 

be influenced with an R value of 0.526. The idea of 

customer intelligence proved its efficiency through 

changing the stream of thinking within the decision 

making process. Building strong relationships with 

customer is seen to be influential for organizations as 

it helps in collecting as much data as possible about 

customer and employ these data later on in reaching 

targeted audience. It can be said after the analysis and 
the literature review that the concept of CI has the 

ability to humanize data. It avoids making customers 

as pointless data and information and it helps in 

giving them a sense of humanity where the 

organization can deal with them as if face-to-face 

customers care. CI also gives insight to the 

organization of how to process data and get use of it. 

In addition to that, it goes beyond presenting the data 

into graphs, bullets points or charts; it mainly enables 

the organization to deal with its data as real-life 

scenarios. 

 

Recommendations 

Based on the results of current study, author 

recommends the following: 

 

1- Increase the activity of customer care department 

on social media websites among 5 stars hotels due to 

its influence in gathering more data about customers 

and what they are looking for.2- Customer 

intelligence differs from CRM; there should be an 

increase of the awareness regarding the difference 

between CI and CRM.3- Hospitality industry and 
specifically 5 stars hotels are among the most 

important industries that can get a good use of CI. 

Hotels and management should be more aware of the 

influence of CI in increasing customer satisfaction in 

an indirect way.   
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