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SECRETARIAT OF BATTICALOA

ABSTRACT

Empiriczl research on cusfomer loyalty kas mainly assessed amd evaluated the activity from a
custmmer s perspecive. Concerm has beem expressed about the lack of empirical amalysts comducied
from tihe cushommers” perspective. This exploratory study bepims 1o fill this gap in the lieramure by
exammiming fthe current views af Electromic Customer Relationship Mamagement influsnce on Customer
Lowalty thromgh |77 costomess in selected bamks in Batticalos distnct

The importamt investigation off this study is znalysing the impact of Electromic Custiomer Relationship
Menagement om Customer Loyalty. As secondary measures. the following questions are focused and
sobstantisted for mvestigation to answer the main cesearch question as what is the level off Electronic
Costomer Relaionship Management (E-CRM) among the clectronic banking and wihat is the level of
Customer Loyalty (CLj among the electronic hankimg and exploring the relationship between E-CRM
&nd CL ammong electronic Bamking..

Deta wiese araliysed amd evaluated by Univariate, Bivariate amd ANOVA technigues. For this study,
anlly siox lbanks were considersd! such as Bank of Ceylan, People’s Bank, Commescial Bank, Hatton

* Nationel Bank. Seylan Bank andl Sampath Bank. However, the main thing is to identify than all these
banks E-CRM positively influencing the CL.

- ;..
'IIE:': Hudy comsiders. E-CRM as independent vamiable witlh four nppmgmaﬁe .-mm rons: amd CL. as

‘_. vamable with s smitable dimensions. The stl.l.dy found ‘Ekat 1J:|us indegendent variable
ﬂnmmmmﬁm‘ilﬁ:lmg]l level fmmzzn 3.519%) influence in E-CRM. A pﬂs!xmlad'jrmgmzmtcﬂﬂl jachor

wm imflnenos (mezn of 3.7052) in E-CRM. Other side, liepﬂndﬂm {ariable dimensions also

L e

ndicates high fevel of influence in CL. Overalll view the E-CRM strong positively {0.753) influence the
CL_EvmﬂmIllgb this repert recommends seme actions for mmpooving the rgle of E-CRM in influencimg
the CL.

| I:j: Wards: Slectronic Customer Relationship Management (FE-CRM)., Customer Loyalty (CL)
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