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Abstracts 

The banking sector has undergone significant transformation due to digitalization and technological 

innovation. Electronic Customer Relationship Management (E-CRM) systems have emerged as a 

strategic tool for banks to manage customer relationships effectively and enhance long-term customer 

loyalty. The present study examines the impact of E-CRM systems on customer retention in banking 

services. The study focuses on customers of selected public and private sector banks in Erode District 

who use online banking services. A descriptive and explanatory research design was adopted to analyze 

the relationship between E-CRM practices and customer retention. Primary data were collected from 300 

respondents using a structured questionnaire through simple random sampling. The findings indicate that 

effective E-CRM practices such as personalized services, prompt response to customer queries, digital 

communication, and efficient complaint handling significantly influence customer satisfaction and 

retention. The study highlights that banks implementing advanced E-CRM strategies can strengthen 

customer relationships and improve long-term profitability. The results provide useful insights for bank 

managers to enhance digital relationship management practices in the competitive banking environment. 

 

Keywords:E-CRM, Customer Relationship Management, Customer Retention, Online Banking, Digital 
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Introduction 

The rapid advancement of information technology has significantly transformed the banking industry 

across the globe. Modern banking services increasingly rely on digital platforms such as internet banking, 

mobile banking, and automated customer service systems. In this digital environment, banks are adopting 

Electronic Customer Relationship Management (E-CRM) systems to manage customer interactions and 

maintain long-term relationships.E-CRM refers to the use of digital technologies and internet-based tools 
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to manage customer relationships, enhance communication, and deliver personalized services. Unlike 

traditional CRM systems, E-CRM integrates online channels such as email, mobile applications, websites, 

and social media to interact with customers effectively. 

 

Customer retention has become a crucial strategic objective for banks because retaining existing 

customers is more cost-effective than acquiring new ones. Banks that successfully implement E-CRM 

systems can better understand customer needs, provide timely services, and improve overall customer 

satisfaction.In the highly competitive banking sector, maintaining customer loyalty is essential for long-

term sustainability. Therefore, studying the relationship between E-CRM systems and customer retention 

is vital for improving banking service quality and strengthening customer relationships. 

 

Customer Relationship Management (CRM) 

Customer Relationship Management (CRM) is a business strategy that focuses on creating and 

maintaining long-term relationships with customers. It involves the systematic management of customer 

information, interactions, and feedback to enhance customer satisfaction and loyalty. 

CRM systems enable organizations to collect and analyze customer data, understand customer 

preferences, and provide personalized services. In the banking sector, CRM helps banks improve service 

quality, respond to customer needs promptly, and strengthen customer trust. 

Traditional CRM primarily focuses on face-to-face interactions and manual customer service processes. 

However, with the growth of digital banking, CRM has evolved into Electronic Customer Relationship 

Management (E-CRM), which utilizes digital platforms for customer engagement.E-CRM systems 

integrate customer databases, online communication tools, and service automation technologies to 

provide seamless banking experiences. These systems allow banks to track customer behavior, respond 

quickly to complaints, and deliver customized financial services. 

 

Customer Retention   

Customer retention refers to the ability of an organization to maintain long-term relationships with its 

customers and encourage repeat usage of its products or services. In the banking industry, customer 

retention is particularly important because loyal customers contribute to stable revenue and business 

growth.Customer retention is influenced by several factors such as service quality, customer satisfaction, 

trust, reliability, and technological convenience. Banks that provide efficient digital services and 

responsive customer support are more likely to retain their customers.E-CRM systems play a significant 

role in improving customer retention by enabling banks to deliver personalized services, timely 

communication, and efficient problem resolution. Through digital engagement tools, banks can strengthen 

customer relationships and enhance customer loyalty. 

Importance of the study 

The importance of the present study lies in understanding the role of E-CRM systems in improving 

customer retention in the banking sector. As digital banking services continue to expand, banks must 

adopt effective E-CRM strategies to maintain competitive advantage.This study helps banking institutions 

understand how E-CRM systems influence customer satisfaction and loyalty. It also provides insights into 

the effectiveness of digital relationship management practices used by banks.The findings of this research 

are beneficial for bank managers and policymakers in designing strategies that improve customer 

engagement and service quality. Furthermore, the study contributes to academic literature by examining 

the relationship between E-CRM practices and customer retention in the context of Indian banking 

services. 

Review of Literature 

The Review of Literature section synthesizes key scholarly contributions on Customer Relationship 

Management (CRM)andElectronic CRM (e-CRM), with a particular emphasis on their implications for 
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customer satisfaction, loyalty, and retention in service industries, especially banking. The reviewed 

studies span foundational conceptual frameworks to empirical investigations in digital contexts. 

 

Payne and Frow (2005) proposed a strategic, process-oriented framework for CRM that positions it at 

the organizational level to enhance customer and shareholder value. They identified five critical cross-

functional processes: strategy development, value creation, multichannel integration, information 

management, and performance assessment. The authors stressed the necessity of integrating customer 

management strategies with technology in a holistic manner to achieve superior performance 

outcomes.Sin, Tse, and Yim (2005) examined CRM implementation practices and their effects in 

service-oriented contexts. Their findings demonstrated that effective CRM adoption significantly 

enhances customer satisfaction and overall business performance, highlighting key dimensions such as 

customer orientation, knowledge management, and organizational support as drivers of positive results. 

Kim, Suh, and Hwang (2003) developed a model for assessing CRM effectiveness using the balanced 

scorecard approach. They emphasized that successful CRM (including early notions of e-CRM) improves 

customer relationship quality and fosters increased loyalty through better understanding of customer 

needs, data-driven interactions, and value delivery.Ngai (2005) provided a comprehensive academic 

literature review and classification of CRM research from 1992 to 2002. The analysis classified studies 

across various perspectives and concluded that technological integration is pivotal in elevating the 

effectiveness of customer relationships, serving as a foundation for subsequent digital advancements in 

the field.Chen and Popovich (2003) conceptualized CRM as an integrated combination of people, 

processes, and technology aimed at deeply understanding customers to create value. They argued that 

CRM success hinges on balancing these elements to deliver superior customer experiences, rather than 

relying solely on technological tools.In the banking-specific domain, Almotairi (2009) explored 

frameworks for successful CRM implementation, noting that well-executed customer relationship 

strategies in financial services lead to notable improvements in satisfaction and retention by aligning 

organizational capabilities with customer expectations.Sharma and Goyal (2011) investigated e-CRM 

adoption among banks, observing that digital communication channels and enhanced service 

responsiveness exert a positive influence on customer loyalty. Their analysis underscored the role of 

electronic interfaces in building sustained relationships.Rahman (2013) focused on e-CRM practices in 

banking institutions, finding that features such as personalized services and online support systems 

significantly boost customer satisfaction and retention rates by enabling more tailored and accessible 

interactions.Choudhury (2014) analyzed the impact of internet banking and digital engagement tools, 

revealing that these elements substantially strengthen CRM effectiveness, leading to deeper customer 

relationships and reduced churn in competitive banking environments.Kumar and Reinartz (2016) 

highlighted the strategic value of customer relationship approaches in elevating customer lifetime value 

and sustaining long-term bonds. Their work emphasized data-driven, value-oriented strategies as essential 

for profitability and loyalty in dynamic markets.Magatef et al. (2023) examined the impact of electronic 

customer relationship management strategies on customer loyalty in the banking sector. The study 

revealed that E-CRM practices such as personalized communication, service responsiveness, and digital 

engagement significantly influence customer satisfaction and loyalty. The results indicated that effective 

E-CRM implementation helps banks strengthen long-term relationships with customers and improves 

retention rates. Indira (2023) investigated the role of digitalized CRM strategies in improving customer 

retention in service industries. Using descriptive research and regression analysis, the study found that 

digital tools such as websites, emails, and social media communication enhance customer engagement 

and service delivery. The findings suggest that digital CRM strategies significantly improve customer 

loyalty and retention by facilitating efficient communication and personalized services.  

 

Joseph (2024) analyzed the influence of electronic banking attributes on customer retention in 

commercial banks. The study identified usability, security, and service quality as critical factors 
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influencing customer trust and loyalty. The results showed that customer trust acts as a mediating factor 

between electronic banking services and customer retention, indicating that digital banking systems 

significantly contribute to maintaining long-term customer relationships. Naveenkumar and 

Krishnamoorthi (2025) evaluated the strategic role of CRM in the digital transformation of the banking 

sector. The study revealed that CRM and E-CRM technologies enable banks to shift from transaction-

based operations to relationship-oriented service models. By integrating analytics, automation, and 

artificial intelligence, banks can enhance customer engagement and loyalty, thereby improving customer 

retention in a competitive banking environment. Das et al. (2025) conducted a study on the effectiveness 

of E-CRM systems in private banks and analyzed customer perception toward digital relationship 

management practices. The findings indicated that E-CRM significantly influences customer satisfaction 

and retention by improving service quality, decision-making, and customer interaction. The study 

concluded that banks adopting E-CRM systems can strengthen customer loyalty and maintain competitive 

advantage.Pratama et al. (2025) investigated the impact of CRM integration on customer loyalty and 

retention in digital platforms. Using structural equation modeling, the study found that personalization, 

multichannel communication, and service responsiveness are the strongest determinants of customer 

loyalty. The research highlighted that CRM integration enhances long-term customer engagement and 

retention by delivering personalized and value-driven services.  

 

Statement of the Problem 

 The banking sector has undergone rapid technological changes with the introduction of digital banking 

services such as internet banking and mobile banking. These technologies provide convenience, speed, 

and improved accessibility to customers. However, the growth of digital banking has also intensified 

competition among banks, making customer retention a major challenge. Customers today expect high 

service quality, quick responses, and personalized banking experiences. 

Many banks face difficulties in maintaining long-term relationships with customers due to service 

dissatisfaction, lack of personalized services, and ineffective digital communication. To overcome these 

challenges, banks have adopted Electronic Customer Relationship Management (E-CRM) systems that 

use digital platforms to manage customer interactions and improve service delivery. 

Although E-CRM systems are expected to strengthen customer relationships and enhance loyalty, their 

effectiveness in improving customer retention still requires further examination. Therefore, this study 

aims to analyze the impact of E-CRM systems on customer retention in banking services. 

Objectives of the study 

To examine the impact of E-CRM systems on customer retention in banking services. 

Research Methodology 

The research design for this study is descriptive and explanatory. The descriptive approach aims to detail 

the concepts and dimensions of E-CRM, customer experience, customer satisfaction, and customer 

loyalty. The explanatory approach seeks to understand and explain the relationships between these 

variables within the banking industry.This mixed-method design combines qualitative and quantitative 

data to provide a comprehensive understanding of the research questions. The universe of this study 

includes all customers who use online banking services from major public and private sector banks in 

Erode District. 

 

The sample frame consists of customers from selected banks that provide online banking services and 

actively implement E-CRM strategies. The list of banks was obtained from banking directories and 

industry sources.In the present research, simple random sampling techniques were used to collect data 

from 300 bank customers. The respondents were selected from three public sector banks such as State 

Bank of India, Indian Bank, and Canara Bank, and three private sector banks such as HDFC Bank, ICICI 

Bank, and Axis Bank.The sample was distributed equally among public and private sector banks to ensure 

http://www.jetir.org/


© 2026 JETIR March 2026, Volume 13, Issue 3                                                   www.jetir.org (ISSN-2349-5162) 

 

JETIR2603364 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d536 
 

balanced representation. This sampling approach ensured that each customer had an equal probability of 

being selected, making the sample representative of the population of bank customers in Erode District. 

Results and Discussion 

The data collected from the respondents were systematically analyzed using statistical techniques with the 

help of SPSS software. Both descriptive and inferential statistical methods were employed to examine the 

relationship between E-CRM systems and customer retention in banking services. Descriptive statistics 

such as frequency, percentage, mean, and standard deviation were used to summarize the demographic 

characteristics of the respondents. In addition, inferential statistical tools including Pearson correlation 

analysis and multiple regression analysis were applied to examine the relationships among the study 

variables and to determine the impact of E-CRM practices on customer retention. The results of the 

analysis are presented and interpreted in the following tables. 

http://www.jetir.org/


© 2026 JETIR March 2026, Volume 13, Issue 3                                                   www.jetir.org (ISSN-2349-5162) 

 

JETIR2603364 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d537 
 

Table 1 Correlation Analysis of E-CRM Systems and Customer Retention 

Correlations 

  

  
Gender Age 

Education 

level 
Occupation 

Long have 

using digital 

banking 

service 

Frequently use 

digital banking 

service 

E-CRM 

features uses 

Rate your E-

CRM 

Service 

Service 

Quality and 

Customer 

Loyalty 

Gender 
Pearson Correlation 1 -.314** -0.004 -.208** -0.11 -0.028 -0.028 0.003 -0.076 

Sig. (2-tailed)   0.000 0.60 0.003 0.05 0.63 0.62 0.70 0.28 

Age 
Pearson Correlation -.314** 1 .252** .576** .267** .32** .156* .215** 0.085 

Sig. (2-tailed) 0.000   0.000 0.000 0.000 0.000 0.028 0.002 0.234 

Education level 
Pearson Correlation -0.004 .252** 1 .176* 0.115 0.134 0.011 0.073 0.04 

Sig. (2-tailed) 0.60 0.000   0.013 0.106 0.05 0.880 0.304 0.45 

Occupation 
Pearson Correlation -.208** .576** .176* 1 .478** .34** 0.023 .250** .216** 

Sig. (2-tailed) 0.003 0.000 0.013   0.000 0.000 0.747 0.000 0.002 

Long have using 

digital banking 

service 

Pearson Correlation -0.11 .267** 0.115 .478** 1 .403** .167* .313** .164* 

Sig. (2-tailed) 0.05 0.000 0.106 0.000   0.000 0.018 0.000 0.021 

Frequently use 

digital banking 

service 

Pearson Correlation -0.028 .32** 0.134 .34** .403** 1 .351** .381** 0.084 

Sig. (2-tailed) 0.63 0.000 0.05 0.000 0.000   0.000 0.000 0.237 

E-CRM features 

uses 

Pearson Correlation -0.028 .156* 0.011 0.023 .167* .351** 1 .368** -0.025 

Sig. (2-tailed) 0.62 0.028 0.880 0.747 0.018 0.000   0.000 0.728 

Rate your E-CRM 

Service 

Pearson Correlation 0.003 .215** 0.073 .250** .313** .381** .368** 1 -0.008 

Sig. (2-tailed) 0.70 0.002 0.304 0.000 0.000 0.000 0.000   0.07 

Service Quality and 

Customer Loyalty 

Pearson Correlation -0.076 0.085 0.04 .216** .164* 0.084 -0.025 -0.008 1 

Sig. (2-tailed) 0.28 0.234 0.45 0.002 0.021 0.237 0.728 0.07   

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Pearson correlation analysis was conducted to examine the relationship between demographic variables, 

digital banking usage, E-CRM practices, and customer retention Score. The results are presented in Table 

1.0.The results indicate that age has a significant positive relationship with several variables, including 

education level (r = 0.252, p < 0.01), occupation (r = 0.576, p < 0.01), duration of using digital banking 

services (r = 0.267, p < 0.01), frequency of using digital banking services (r = 0.329, p < 0.01), use of E-

CRM features (r = 0.156, p < 0.05), and rating of E-CRM services (r = 0.215, p < 0.01). This indicates 

that older respondents tend to have higher levels of education, more stable occupations, and greater 

engagement with digital banking and E-CRM services.Education level shows a positive relationship with 

occupation (r = 0.176, p < 0.01) and frequency of digital banking usage (r = 0.134, p < 0.05), suggesting 

that individuals with higher education are more likely to use digital banking services frequently. 

 

Occupation is strongly correlated with digital banking usage duration (r = 0.478, p < 0.01) and frequency 

of digital banking usage (r = 0.349, p < 0.01). It is also positively related to the rating of E-CRM services 

(r = 0.250, p < 0.01) and customer retention score (r = 0.216, p < 0.01), indicating that employed 

individuals are more likely to engage with digital banking services and exhibit stronger customer 

retention.The duration of using digital banking services shows significant positive relationships with 

frequency of digital banking usage (r = 0.403, p < 0.01), use of E-CRM features (r = 0.167, p < 0.01), 

rating of E-CRM services (r = 0.313, p < 0.01), and customer retention () (r = 0.164, p < 0.05). This 

suggests that customers who have been using digital banking services for a longer period tend to utilize E-

CRM features more frequently and demonstrate higher levels of retention.Similarly, frequency of digital 

banking usage is significantly associated with E-CRM feature usage (r = 0.351, p < 0.01) and rating of E-

CRM services (r = 0.381, p < 0.01), indicating that customers who frequently use digital banking 

platforms are more likely to engage with E-CRM services and perceive them positively.The use of E-

CRM features is positively correlated with the rating of E-CRM services (r = 0.368, p < 0.01), suggesting 

that customers who actively use E-CRM facilities tend to evaluate these services more 

favourably.However, the correlation between E-CRM variables and the customer retention score () 

appears relatively weak, though occupation (r = 0.216, p < 0.01) and duration of digital banking usage (r 

= 0.164, p < 0.05) show significant positive relationships with customer retention. 

 

Multiple regression analysis was conducted to examine the impact of E-CRM related factors and selected 

demographic variables on customer retention in banking services. In this model, customer retention score 

was considered as the dependent variable, while variables such as gender, age, education level, 

occupation, duration of using digital banking services, frequency of digital banking usage, use of E-CRM 

features, and rating of E-CRM services were treated as independent variables. The analysis helps to 

determine the extent to which these factors influence customer retention and identify the most significant 

predictors contributing to customer loyalty in digital banking environments. The results of the regression 

analysis are presented in the following table. 

 

Table 2 Multiple Regression Analysis Showing the Impact of E-CRM Factors on Customer 

Retention 

Sl. 

No 
Factors 

Unstandardized 

Coefficients  

Stand. 

Coeffi. 
t Sig. 

B Std. Error Beta 
  

1 Constant 72.469 9.384 
 

7.722 .000 

2 Gender -2.050 3.659 -0.042 
-

0.560 
.576 

3 Age -1.578 2.131 -0.069 
-

0.740 
.460 

4 Education Level 0.441 1.573 0.020 0.280 .780 
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5 Occupation 2.795 1.281 0.211 2.182 .030 

6 
Long have using digital banking 

service 
1.803 1.707 0.090 1.057 .292 

7 
Frequently use digital banking 

service 
0.520 1.497 0.030 0.347 .729 

8 E-CRM features uses -0.199 0.996 -0.016 
-

0.200 
.842 

9 Rate your E-CRM Service -1.810 1.807 -0.081 
-

1.001 
.318 

 

Table 2.0 presents the results of the multiple regression analysis conducted to examine the impact of E-

CRM related factors and selected demographic variables on customer retention in banking services. In 

this analysis, the customer retention score () was considered as the dependent variable, while gender, age, 

education level, occupation, duration of using digital banking services, frequency of digital banking 

usage, use of E-CRM features, and rating of E-CRM services were treated as independent variables. 

 

The regression results reveal that the constant value is 72.469, which is statistically significant (t = 7.722, 

p < 0.001). This indicates the baseline level of customer retention when all independent variables are held 

constant.Among the independent variables, occupation shows a statistically significant positive influence 

on customer retention (β = 0.211, t = 2.182, p = 0.030). This implies that respondents with stable or 

professional occupations tend to exhibit higher levels of customer retention in banking services. 

Occupation may influence customers’ banking habits, financial transactions, and dependency on digital 

banking services, thereby strengthening their long-term relationship with banks. 

 

The variable duration of using digital banking services shows a positive coefficient (β = 0.090), indicating 

that customers who have been using digital banking services for a longer period tend to demonstrate 

slightly higher customer retention. However, the relationship is not statistically significant (p = 0.292), 

suggesting that the length of digital banking usage alone may not strongly determine customer 

loyalty.Similarly, frequency of digital banking usage shows a positive coefficient (β = 0.030), indicating 

that customers who frequently use digital banking services may have a tendency toward higher retention 

levels. However, this relationship is also statistically insignificant (p = 0.729), implying that frequent 

usage of digital banking services does not necessarily guarantee stronger customer retention. 

 

The variable education level has a small positive coefficient (β = 0.020), suggesting that higher 

educational attainment may slightly increase customer retention. Nevertheless, the effect is not 

statistically significant (p = 0.780), indicating that education level does not significantly influence 

customer loyalty in this model.In contrast, gender and age exhibit negative coefficients, with gender (β = 

-0.042, p = 0.576) and age (β = -0.069, p = 0.460). These results indicate that gender and age do not 

significantly influence customer retention in the present study.With respect to E-CRM related variables, 

E-CRM feature usage shows a negative coefficient (β = -0.016, p = 0.842), suggesting a weak and 

statistically insignificant relationship with customer retention. This indicates that merely using E-CRM 

features may not directly influence customers’ decisions to continue banking with the same 

institution.Similarly, rating of E-CRM services shows a negative coefficient (β = -0.081, p = 0.318), 

indicating that the perceived quality of E-CRM services does not significantly affect customer retention in 

the present model. This finding suggests that while E-CRM services may improve operational efficiency, 

they may not independently determine customer loyalty without the support of other service quality 

factors. 
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Implications of the study  

The findings of this study provide several important implications for banks, policymakers, and 

researchers regarding the role of E-CRM systems in enhancing customer retention in banking 

services.First, the results highlight the importance of understanding customer profiles, particularly 

occupation, which was found to have a significant influence on customer retention. Banks can design 

customized digital banking services and communication strategies based on the occupational background 

and financial needs of customers to strengthen long-term relationships.Second, the study indicates that 

although digital banking services and E-CRM tools are widely used, their direct impact on customer 

retention may not always be strong unless they are supported by high service quality, personalized 

services, and efficient customer support. Therefore, banks should focus on improving the overall digital 

banking experience rather than relying solely on technological features. 

 

The findings suggest that banks should enhance the effectiveness of E-CRM systems by integrating 

advanced technologies such as artificial intelligence, data analytics, and personalized communication 

tools. These technologies can help banks better understand customer preferences, anticipate customer 

needs, and deliver more customized financial services.Fourth, the study emphasizes the need for banks to 

promote customer engagement and awareness of E-CRM features. Providing user-friendly digital 

platforms, educational programs, and customer support services can encourage customers to actively use 

digital banking services and strengthen their relationship with banks.Finally, the study contributes to the 

academic literature by providing empirical evidence on the relationship between E-CRM practices and 

customer retention in the banking sector. The findings can serve as a reference for future researchers who 

intend to examine digital relationship management practices in financial institutions. 

Conclusion 

The present study examined the impact of E-CRM systems on customer retention in banking services, 

with reference to selected public and private sector banks. In recent years, the banking industry has 

increasingly adopted digital technologies such as internet banking, mobile banking, and electronic 

customer relationship management systems to enhance service delivery and improve customer 

relationships. In this context, the study aimed to analyze how E-CRM practices and digital banking usage 

influence customer retention.The analysis revealed that digital banking services and E-CRM features play 

an important role in facilitating communication and interaction between banks and customers. However, 

the regression results indicated that among the selected variables, occupation showed a significant 

influence on customer retention, while other factors such as gender, age, education level, duration of 

using digital banking services, frequency of digital banking usage, use of E-CRM features, and rating of 

E-CRM services did not show statistically significant effects. This suggests that customer retention may 

be influenced not only by technological services but also by socio-economic factors and overall banking 

experiences.The study highlights that while E-CRM systems provide opportunities for improving 

customer engagement and service efficiency, banks must also focus on service quality, personalization, 

responsiveness, and customer trust to strengthen long-term relationships with customers. Simply 

implementing digital systems may not guarantee customer loyalty unless they are supported by effective 

customer-oriented strategies. 
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