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ABSTRACT

In the twehty first century, every organrzation are operating in a very competitive

environment and banking sector's environment is also very competitive. In this

situation, it is very important to build customer-based transactions and activities for the

pupose of build good relationships with customers. This study is investigated the

impact of Customer Relationship Management (CRM) on Customer Retention (CR)

Therefore the main aim of this study was to analyse the impact of Customer

Relationship Management on Customer Retentiorl analyse the level of Customer

Relationship Management, Customer Retention and Customer Satisfaction. The

mediation effect of Customer Satisfaction on Customer Retention in selected state and

private commercial banks is analysed. 
,

Structured questionnaire was used as the method of data collection and selected 400

licensed commercial bankjr' customers (Bank of Ceylon, People's Bank, Commercial

Bank and Seylan Bank) in Anuradhapura as the sample of this study. Convenience

sampling method used to make the sampling frame anj quantitative research approach

used for this study. The tata were analysetl using aescllptivi-statistics, correlation and

regression analysis.
j

The result in$cates that Customer/Relationship Management, Customer Satisfaction

and Customer Retention dre in high level in both state and pri*ate commercial banks

and there is a strong positive relationship among all variables. There is a high positive

impact of Customer Relationship Management on Customer Retention in both sectors.

And also results indicated that there is a partial mediation effect of Customer

Satisfaction towards Customer Retention in both state and private banks.

This study supposed that the suitable usage of CRM will increases the number of

customer satisfaction or make long term healthy relations with the current or potential

customers through managing infgrmation or improve the performance of banking

acti-,,.ities that assist custorner retention. t

Keywords: Customer relationship Management, Customer Retention, Customer

Satisfaction, State commercial banks, Private commercial banks.
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