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The purpose of the present study is to investigate the effect of information and communication technology (ICT)
on the customer attraction with mediating role of organizational intelligence. The study population consisted of
managers and employees of the Iran melli Bank in the city of Isfahan. The statistical hypotheses were tested
through Structural Equation Modeling (SEM). In this regard, other statistical tests were used such as
Kolomogorov-Smirininov test was employed. The findings showed that information and communication
technology (ICT) affects customer attraction through organizational intelligence.
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I. Introduction
RAPID
expansion
of
information
and
communication technologies (ICT) is one of the
main characteristics of 21th century. It can be used
for improving speed and quality of customer
attraction and customer services [1]. Moving
toward
utilization
of
information
and
communication technology in organizing and
improving domestic and international economic
activities is understood by everyone. Obviously,
every manager cannot reject the need for
information and communication technology in
doing economic, managerial, and organizational
revolutions [2]. In responding the question “why
information is important in the customer
attraction process?” it should be noted that
information improves company awareness and

knowledge from one side, and its appropriate
decisions from other side [3]. In addition,
information and communication technology can be
practical in collecting, distributing, and analyzing
customer information for attracting customers [4].
Customer attraction and retention is one of the
main issues that both small and large companies
deal with it. Indeed, customer attraction and
retention paves the way for organizational survival
[5]. On the other hand, information and
communication technology systems improve
organizational intelligence [6]. Indeed, it is the
managerial activities and performance that should
be concentrated on the organizational intelligence
for improving organizational survival [7].
Organizational intelligence is a factor that moves
organization attention toward issues of
effectiveness. It also helps organizations in
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employing potential manpower and thereby
improves customer attraction [8]. Unfortunately,
past studies have not investigated the mediating
role of organizational intelligence, but also the
relationship
between
information
and
communication technology has been studied rarely
in the past studies. This is why the present
research aims to address the impact of information
and communication technology (ICT) in attracting
customers through organizational intelligence.
The results of this study can be helpful for
managers in solving their problems in terms of
customer attraction.
II. REVIEW OF LITERATURE
A. Information and Communication Technology
The concept of information and communication
technology (ICT) is a comprehensive concept that
includes hardware and software and their
application, internet and intranet [9]. In this
regard, Reference [10] indicates that information
and communication technology includes both
information technology and communication. The
first includes methods, tools, contents, and
software in collecting, processing, administrating,
distributing, and registering data. The second
includes sending, receiving, and sharing the
common concept.

B. Value of Information and Communication
Technology
Information and communication technology has
two main functions including gathering,
processing, distrusting, and delivering intra organizational information from one hand and
collecting and transmitting intra-organizational
and inter-organizational information from other
organizations such as subsidiary organizations and
competitors from other hand. If information and
communication technologies are
designed
properly and are coordinated with goals and
missions of the organization, then they can be used
as leverage in developing and improving
organizational performance. The results of past
studies revealed that degree of information and
communication technology utilization in the
organization is one of the main factors
differentiating an organization from others.
According to reference [11], several effective
factors on the information and communication
technologies have been recognized in the past
studies. In this regard, individual, motivational,
educational, economic, environmental, human and
managerial factors are the main effective factors
on the information and communication
technologies [12], will be studied in the present
study.
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C. Organizational Intelligence
Organizational intelligence is a modern concept in
terms of organization and management literature.
It also considered as an important issue in the
knowledge of organizational improvement [13].
Several definitions and models have been
suggested for organizational intelligence in the
literature of organization and management [14].
Matthew
has
introduced
organizational
intelligence as an important process and output for
the first time in the 1992. According to reference
[15], organizational intelligence is the organization
ability in solving its problems. Reference [16]
refers to organizational intelligence as the
potential of organizational thought which is
important in achieving organizational mission. It
seems that the approach of reference [16] on the
organizational intelligence is better than others
[14]. The reason is that the model of Alberchat has
the strengths of other models and is measurable
[17], [18].

D. Different Categorizations of Organizational
Intelligence
Different categorizations have been suggested for
organizational intelligence. For example, Reference
[19]
introduces
three
dimensions
for
organizational intelligence including capacity of
information process, adaptability, and collective
organizational intelligence. Reference [20] refers
to three dimensions of organizational intelligence
including analytical and technical intelligence,
intelligence of understanding problem-solving
methods, and background intelligence. Matsuda
refers to five components of organizational
intelligence including organizational recognition,
organizational memory, organizational learning,
organizational
communications,
and
organizational thought. Reference [6] indicates
that all of these secondary processes are powerful
tools of analysis and progress processes in the
organizational
decisions.
Based
on
the
organizational intelligence model of [21], this
construct consists of five dimensions including
attention, motivation, information collection,
organizational support, and competency. Finally,
Reference [16] indicate that organizational
intelligence consists of seven dimensions including
strategic vision, common destination, tendency to
change, courage, unity, knowledge application, and
performance pressure.
E. Customer Attraction
In the current competitive economy, power is
transmitting from organizations to the customers
[22] and all organizations seek to attract more
customers and develop their satisfaction. The
reason is that customer attraction and retention is

J. Practical IT, 2021; 2(6): 33-40

the key success factor in the current organizations
[23]. Reference
[24] points out that retention of the existing
customers is less costly than attracting new ones.
This is why many current organizations move
toward product orientation and customer
orientation [25]. In the marketing literature,
customer attraction refers to the efforts of an
organization in attracting new customers [26].

F. Categorizations of Customer Attraction
Because of the importance of customer attraction
and retention in the current organizations, they
need a strategic perspective in designing and
offering services for attracting new customers. It
will be possible only through studying the effective
factors on the customer attraction and retention
and their analysis and prioritization [27].
According to Jones and Sasser (1995), there are
four effective factors on the customer attraction,
retention, and satisfaction including product,
support services, corrective services in dealing
with problems, and special services. Naumann and
Peck (1997) point out that there are two main
groups of the effective factors on customer
attraction, retention, and satisfaction. These
include health factors and satisfying factors. The
first group of factors does not lead to customer
attraction, but the second group leads to customer
attraction and retention. Customer satisfaction is
the main result of the second group of factors.
Wellington (1995) categorizes the effective factors
on the customer attraction, retention, and
satisfaction in five groups. These include product,
sale, after-sale activities, place, time, and culture
[28] Generally, the following factors are recognized
as effective factors on the customer attraction,
retention, and satisfaction: response time, services
range, customer relations, availability of financial
information, easy use, security, and appropriate
geographic environment [29].

III. HYPOTHESES DEVELOPMENT
The conceptual model of this study is shown in Fig.
1.
A. Information and Communication Technology and
Customer Attraction
Expansion of information and communication
technology moves the balance of power from
producer to the customers [30] In the current
competitive environment, it is predicted that
customer orientation and customer focus will be
more important in the future [27]. Currently, it is
the customer that dominates all exchanges. Indeed,
customers lead marketing and sale efforts rather
than responding it [30]. It can be said that
information and communication technology is a
science that affects customer attraction, retention,
and satisfaction [30] Based on the abovementioned review of literature and discussions,
the first hypothesis is developed as followed.
H1. The information and communication
technology factors affect customer attraction in the
Melli Bank significantly.
B. Information and Communication Technology and
Organizational Intelligence
In the current competitive world that knowledge
and communications are the main factors that can
eliminate progress obstacles, it is obvious that
knowledge management and information and
communication technology are the main factors in
developing organizational intelligence [32]. Also
organizational
intelligence
can
improve
organizational competitiveness and thereby
differentiate an organization from others. Indeed,
utilization of information and communication
technology can be effective in the organizational
intelligence. Also organizational intelligence
enables organizations to achieve competitive
advantage. The reason is that which organizations
will success in the current competitive conditions
that achieve customer information [33].

Fig 1: The conceptual model of study
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C. Organizational Intelligence and Customer
Attraction
It is obvious that customer is the most important
asset
of
many
organizations.
Currently,
organizations should seek customer attraction and
customer orientation for their survival [23] In this
regard, utilization of organizational intelligence
will improve organizational performance. Indeed,
organizational intelligence can be helpful in
moving organization from product orientation to
the customer orientation. It also paves the way for
better understanding customer needs and wants
[8]. All in all, the theory of organizational
intelligence
measures
the
organizations’
intelligence, abilities, and weaknesses and thereby
improves its performance in the customer
attraction, retention, and satisfaction [34].

D. The Mediating Role of Organizational Intelligence
in the Relationship between Information and
Communication
Technology
and
Customer
Attraction
Information and communication technology helps
organizations in attracting more customers and
dominating their competitors through improving
organizational intelligence [35]. In addition,
information and communication technology is an
organizational
asset
and
organizational
intelligence is a characteristic. Both these
constructs cannot be separated from each other.
Indeed, appropriate utilization of information and
communication technology and organizational
intelligence in the organization, valuable outcomes
will be achieved [32]. It can be said that
organizational intelligence can be helpful in
efficient and effective utilization of information
and communication technology for attracting,
preserving, and improving customers. Also
organizational intelligence is a practical solution in
utilizing
information
and
communication
technology in the organizations for attracting and
preserving customers [36]. Based on the abovementioned review of literature and discussions,
the second hypothesis is developed as followed.
H2. Organizational intelligence affects the
relationship
between
information
and
communication
technology
and
customer
attraction in the Melli Bank significantly.
IV. RESEARCH METHODOLOGY
A. Statistical Population, Sample, and Sampling
Method
The statistical population of this study includes
managers and employees of Iran Melli Bank in the
city of Isfahan. The population consists of 1330
members (850 managers and 480 employees). In
order to calculate the sample size, Cochran
sampling formula was used. The formula tells us
that the samples of 590 employees and 250

36 |

managers are good samples for our purpose. The
sample members were selected randomly.

B. Data-Collection Instrument
In order to collect the research data of the present
study, three questionnaires were used. These
include researcher-developed questionnaire of
information and communication technology,
standardized questionnaire of organizational
intelligence [16] and researcher-developed
questionnaire of customer attraction. The
questionnaires were developed in the Likert fivepoint scale. The questionnaire also includes six
demographic variables including gender, age,
educational level, academic field. Job experiences,
and marital status. Finally, 840 questionnaires
were distributed among respondents and 820 ones
of them answered the questionnaires perfectly. In
order to analyze the research data and test the
hypotheses, both SPSS and AMOS were used.
C. The reliability and validity of questionnaire
The validity of questionnaire was confirmed
through face validity. For this purpose, the experts
were asked to review and modify the
questionnaire. The reliability of questionnaire was
measured through Cronbach’s Alpha Coefficient.
The coefficient of information and communication
questionnaire was 0.793 and 0.850 for managers
and employees respectively; reliability of
organizational intelligence questionnaire was
0.854 and 0.846 for managers and employees
respectively; also reliability of customer attraction
questionnaire was 0.789 and 0.768 for managers
and employees respectively.

V. FINDINGS
Based on the descriptive findings of this study,
36.2%of the employees were female and 63.8%of
them were male. Also 12. 5%of the managers were
female and 87.5%of them were male. About
51.73%of the employees had M.Sc. degree and 14.
65% of them had M.A. degree. Also 54.16% of the
managers had M.Sc. degree and 12.51% of them
had M.A. degree. From perspective of job
experiences, 42.24% of the employees had 11-15
years experiences and 33.34%of them had 16-20
years job experiences. Also about 13.27%of the
employees had more than 20 years job
experiences. About 16. 66% of the managers had
10-15 years job experiences. From age perspective,
42.24% of the employees had 31-40 years old ad
only 23.33%of them had 46-50 years old.

A. The results of Kolmogorov-Smirnov Test
In order to test normal distribution of research
data, Kolmogorov-Smirnov test was used in the
SPSS. For this purpose, H0 refers to normal
distribution and H1 refers to abnormal
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distribution of research data. The results of this
test are indicated in Tables I and II.
Because significant level is more than 0.05, it can
be said that H0 is supported. Therefore, the

research variables (organizational intelligence,
information and communication technology,
customer attraction) have normal distribution.

TABLE I: THE RESULTS OF KOLMOGOROV-SMIRNOV FOR EMPLOYEES GROUP

TABLE II: THE RESULTS OF KOLMOGOROV-SMIRNOV FOR MANAGERS GROUP

B. The Results of Structural Equation Modeling
In order to test the research hypotheses, structural
equation modeling (SEM) was used in the AMOS.
The results of this study are indicated in Figs. 2- 5
for employees and Table III for managers. The
results of this study revealed that the hypotheses
are supported. For this purpose, the results of
hypotheses are indicated in two parts including
employees and managers separately.

C. The Results of Structural Equation Modeling for
Employees Group
In order to test the first and second hypothesis,
structural equation modeling (SEM) was used in
the AMOS. The results of these tests are shown in
Figs. 2 and 3, Table III.

Fig 2: The results of first hypothesis for employees
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Fig 3: The results of first hypothesis for employees

TABLE III: THE RESULTS OF FIRST HYPOTHESIS FOR EMPLOYEES

TABLE IV: THE RESULTS OF FIRST HYPOTHESIS FOR MANAGERS
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Fig 4: The results of first hypothesis for managers

Fig 5: The results of first hypothesis for managers

D. The Results of Structural Equation Modeling for
Managers Group
The results of the first and second hypotheses are
presented in Figs. 4 and 5, and Table IV.
The results of Table IV revealed that the
hypotheses are supported. It can be said that the
information and communication technology
factors affect customer attraction in the Melli Bank
significantly. Also based on the second hypothesis,
it can be said that organizational intelligence
affects the relationship between information and
communication
technology
and
customer
attraction in the Melli Bank significantly.

VI. DISCUSSION AND CONCLUSION
In the era of information and communication,
rapid
expansion
of
information
and
communication technologies have transformed
world especially banking world [37]. Maremwin
(2002) refers to the role of computer equipment in

providing customers and clients with value [12]. It
can be said that information and communication
technology plays an important role in the customer
attraction through affecting economic, social, and
cultural
dimensions
[37].
In
addition,
organizational intelligence can be used for
effective
utilization
of
information
and
communication
structures
in
achieving
organizational goals and objectives [33].
Organizational intelligence can be helpful in
achieving higher levels of organizational
performance and customer attraction [8]. The
results of the present study revealed that
information and communication technology and
efficient and effective utilization of organizational
intelligence affect customer attraction significantly.
The result of efficient and effective utilization
information and communication technology and of
organizational intelligence is that customer
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attraction and retention goals will be achieved and
organizational survival will be possible.
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